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RETAIL E-COMMERCE IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 29% in current terms in 2022 to PHP383 billion 

▪ Sea Ltd is the leading player in 2022, with a retail value share of 29% 

▪ Retail sales are set to grow at a current value CAGR of 21% (2022 constant value CAGR of 

17%) over the forecast period to PHP998 billion 

 

 

2022 DEVELOPMENTS 
 

Robust marketplaces bolster e-commerce sales 

While the greater mobility seen as COVID-19 restrictions were eased or lifted was helping 

drive a recovery in bricks-and-mortar sales in many retail channels, this did not prevent retail e-

commerce from continuing to record strong growth in 2022. Despite the reopening of society 

and the return to physical stores, retailers saw the value in continuing to use e-commerce as a 

new source of growth. For example, major retail player SM Retail’s ShopSM continues to show 

promise when it comes to bringing multiple concepts and brands into an app that is able to 

target shoppers who want to make their purchases from the comfort of their home. This is a 

good example of retailer efforts to offer a seamless shopping experience to consumers, given 

SM Retail still has a wide network of stores across the country, with this player offering the best 

of both worlds – offline and online – to its customers. 

Meanwhile, marketplaces such as Lazada and Shopee house independent e-commerce 

sellers and the official stores of manufacturers, which helps drive product variety and choice in 

the e-commerce channel. This allows fast-moving consumer goods companies such as Procter 

& Gamble and Unilever to maintain visibility in the e-commerce channel at the same time as 

also having strong distribution in traditional and modern offline retail channels. In addition, the 

large number of sellers has contributed to product variety, since product lines that are not 

offered offline in the Philippines can be purchased via individual importers. For example, Nestlé 

Philippines has an official store on these marketplaces, which enables the manufacturer to sell 

its well-known Nescafé brand locally. However, in addition, there are a number of independent 

e-commerce sellers on such marketplaces that offer shoppers Nescafé variants from other 

markets, such as Nescafé Café Viet or Nescafé Cappuccino Australia. 

 

Buy now, pay later thriving in retail e-commerce 

Atome was launched in the Philippines in 2022, which added to the number of players that 

offer buy now, pay later (BNPL) options for shoppers without a credit card. In the case of Atome, 

it offers 3-month zero-interest deals. The partnership of Atome and Zalora shows how 

consumers are increasingly wanting e-commerce platforms to offer more options when it comes 

to payment schemes. When checking out using the Zalora app, a shopper can opt to use Atome 

as a payment option, with the first monthly payment to be made upfront, before being charged 

the second instalment a month after the initial purchase. 

Meanwhile, Lazada also bolstered its own BNPL and other flexible payment terms via Billease 

and LazPayLater, while its rival Shopee banked on SpayLater. When Lazada shoppers top up 
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their Lazada wallet, they can purchase electronics and other items from the marketplace in three 

to six equal instalments via Billease. LazPayLater, on the other hand, is the internal BNPL 

programme of Lazada, with a user opting for a 45-day zero-interest offer or an instalment plan. 

These offers will help marketplaces provide financial inclusion to more consumers, particularly 

for items sold on Lazada or Shopee to people who do not own a credit card. 

 

Digitalisation improving the shopper experience 

While marketplaces like Lazada, Shopee and Zalora offer cash-on-delivery payment, with 

greater calls for convenience, e-commerce sites and marketplaces have been increasingly 

offering debit and credit card options while also enabling purchasing with popular e-wallets like 

GCash. Shoppers are also able to compare prices within apps, while also having access to 

reliable online customer service, which is positively impacting the overall user experience. E-

commerce marketplaces like Zalora are also engaging with their shoppers by running 

personalised offers depending on the credit card they use or categories in which they want to 

shop, for example in the Zalora Big Fashion Sale. 

With the rising demand for seamless transactions in 2022, this is making digitalisation of 

payments critical for retailers. As more consumers adopt non-cash payment options, retailers 

will find it beneficial to adapt to these shifting ways of consumer spending. This will also 

necessitate having robust online customer service operations that a shopper experiencing 

problems can tap into, whether because of shipping issues or for cancellations. The quality of 

customer service on e-commerce sites is likely to serve as an advantage in attracting more 

online shoppers as well as keeping repeat customers happy. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Retailers’ omnichannel strategies will help support e-commerce growth 
in the coming years 

Bricks-and-mortar retail spaces will continue to be important in the Philippines, but, for growth 

to be sustainable, retailers will also need to offer seamless shopping experiences to shoppers. A 

significant proportion of Filipinos plan to continue shopping online more, even after the 

pandemic is over, and are willing to purchase a greater range of consumer goods online. 

For example, during the pre-COVID-19 era, fashion apparel, sporting goods and footwear 

were among the best-sellers via e-commerce. Since the pandemic hit the Philippines in 2020, 

however, essentials, including groceries, have emerged as popular e-commerce categories. 

Given that consumers enjoy the convenience the channel offers, in terms of the delivery of large 

baskets of essential goods to their front door, more food and grocery items are likely to be 

added to the e-commerce marketplace product offerings, further accelerating this trend. 

Nevertheless, e-commerce marketplaces will also continue to strongly contribute to the 

omnichannel strategy of retailers such as adidas, Bench, Uniqlo etc. 

Digitalisation will make it important to have e-commerce sites dedicated to a brand or retailer, 

which will help make promotions more targeted. Retailers such as Bench and Uniqlo are 

examples of retailers that are tapping marketplaces, but are investing in a self-sufficient brand e-

commerce site. Other retailers may bank on this strategy over the forecast period to better 

control their supply chain. The forecast period shows positive prospects for retailers who are 

able to anchor their omnichannel strategy with a favourable e-commerce presence. 
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Financial inclusion will drive e-commerce growth 

As the price range of products offered in e-commerce widens, there is an opportunity for 

retailers to expand financial inclusion to unlock new consumer segments. The review period 

highlighted efforts to integrate buy now, pay later in e-commerce apps and on e-commerce 

sites, and this will likely continue over the forecast period as the economy continues to recover. 

While there are increasing numbers of debit and credit cards in circulation, acting as an 

important driver of financial inclusion, some shoppers still do not have such cards, which makes 

it vital for retailers to have payment schemes that can cater to such people. Flexibility on 

payment schemes could contribute to the long-term success of retailers and marketplaces, and 

this will continue to be sought after by shoppers on e-commerce sites and marketplaces. 

The leading player in e-commerce, Shopee, has a strong vision for e-commerce in the 

Philippines and will continue to encourage increased adoption of digital payments. The third-

party merchant will continue to invest in streamlining its logistics, with this set to become even 

more important as consumers continue to rely on e-commerce platforms and develop greater 

expectations for efficient delivery. Shopee can even help play a role in helping the recovery of 

the local economy, giving smaller businesses that use its platform and that typically have fewer 

resources and are less able to adapt to changing retail landscape an opportunity to sell their 

products to the world. Shopee offers seller support packages and runs the Shopee University 

Summit to teach important business strategy to its sellers. 

 

Fragmentation of e-commerce is likely 

With the competition between Lazada and Shopee and retailers through their official e-

commerce sites, another defining trend over the forecast period could be greater fragmentation 

of e-commerce. While Lazada and Shopee will continue to drive volume demand over the 

forecast period, retailers will invest more in e-commerce sites that will help extend their brand 

equity, as in the case of Bench, SM Department Store, SM Supermarket and Uniqlo. This will 

give more autonomy to retailers when it comes to how and when to promote brands and 

concepts they sell on online platforms, but, at the same time, this may create competition away 

from marketplaces to a certain extent. 

 

 

CHANNEL DATA 
 

Table 1 Retail E-Commerce by Channel: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
 
- Other E-Commerce 3,691.5 4,504.4 6,571.6 9,445.9 15,767.2 8,581.4 
    Retailers       
- Leisure and Personal 3,264.9 4,103.1 5,680.1 6,932.7 7,298.0 9,965.8 
    Goods Specialist E-       
    Commerce       
- Health and Beauty 3,533.3 5,243.4 8,427.0 11,600.7 12,645.6 15,715.3 
    Specialist E-Commerce       
- Home Products 2,800.5 4,326.9 7,138.3 9,960.0 10,946.9 13,415.5 
    Specialist E-Commerce       
- Appliances and 10,791.7 16,464.2 26,050.9 36,913.9 36,348.0 42,546.4 
    Electronics Specialist       
    E-Commerce       
- Apparel and Footwear 5,076.4 7,591.4 12,213.1 16,987.9 28,217.1 35,646.7 
    Specialist E-Commerce       
- General Merchandiser 3,925.1 5,978.8 9,766.5 13,541.9 14,847.6 18,398.4 
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    E-Commerce       
- Grocery E-Commerce 5,829.6 8,776.3 14,217.3 19,608.0 21,453.5 27,980.9 
- Marketplace E-Commerce 13,823.9 23,281.0 38,447.9 72,870.4 148,966.8 211,044.8 
Retail E-Commerce by Type 52,736.8 80,269.5 128,512.7 197,861.6 296,490.7 383,295.0 
- Other Products E- 8,832.3 14,814.1 34,451.3 38,009.5 43,489.7 58,736.3 
    Commerce       
- Home Products E- 2,092.5 2,720.6 3,615.4 9,398.8 34,800.7 39,738.9 
    Commerce       
- Foods E-Commerce 110.9 119.5 5,800.5 26,171.4 52,497.6 73,847.1 
- Drinks and Tobacco E- 13.3 18.8 394.1 711.8 1,536.0 2,671.9 
    Commerce       
- Appliances and 24,283.4 34,361.1 49,215.8 65,633.9 87,992.9 112,653.5 
    Electronics E-Commerce       
- Health and Beauty E- 1,247.0 1,992.5 2,183.4 16,398.6 20,609.9 25,665.2 
    Commerce       
- Fashion E-Commerce 16,157.4 26,242.8 32,852.1 41,537.6 55,563.9 69,982.1 
Retail E-Commerce by 52,736.8 80,269.5 128,512.7 197,861.6 296,490.7 383,295.0 
    Product       
Retail E-Commerce 52,736.8 80,269.5 128,512.7 197,861.6 296,490.7 383,295.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 2 Retail E-Commerce by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other E-Commerce Retailers -45.6 18.4 132.5 
- Leisure and Personal Goods Specialist E- 36.6 25.0 205.2 
    Commerce    
- Health and Beauty Specialist E-Commerce 24.3 34.8 344.8 
- Home Products Specialist E-Commerce 22.6 36.8 379.0 
- Appliances and Electronics Specialist E- 17.1 31.6 294.3 
    Commerce    
- Apparel and Footwear Specialist E-Commerce 26.3 47.7 602.2 
- General Merchandiser E-Commerce 23.9 36.2 368.7 
- Grocery E-Commerce 30.4 36.8 380.0 
- Marketplace E-Commerce 41.7 72.5 1,426.7 
Retail E-Commerce by Type 29.3 48.7 626.8 
- Other Products E-Commerce 35.1 46.1 565.0 
- Home Products E-Commerce 14.2 80.2 1,799.1 
- Foods E-Commerce 40.7 267.0 66,512.0 
- Drinks and Tobacco E-Commerce 74.0 188.9 20,025.0 
- Appliances and Electronics E-Commerce 28.0 35.9 363.9 
- Health and Beauty E-Commerce 24.5 83.1 1,958.2 
- Fashion E-Commerce 25.9 34.1 333.1 
Retail E-Commerce by Product 29.3 48.7 626.8 
Retail E-Commerce 29.3 48.7 626.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Retail E-Commerce by Product: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
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- Other Products E- 8,832.3 14,814.1 34,451.3 38,009.5 43,489.7 58,736.3 
    Commerce       
-- Pet Care E-Commerce 347.8 458.2 748.5 1,355.7 1,980.3 2,369.5 
-- Home and Garden E- 1,507.1 1,885.1 2,410.4 7,397.3 32,109.0 36,553.1 
    Commerce       
-- Home Care E-Commerce 237.6 377.3 456.5 645.8 711.5 816.3 
- Home Products E- 2,092.5 2,720.6 3,615.4 9,398.8 34,800.7 39,738.9 
    Commerce       
- Foods E-Commerce 110.9 119.5 5,800.5 26,171.4 52,497.6 73,847.1 
- Drinks and Tobacco E- 13.3 18.8 394.1 711.8 1,536.0 2,671.9 
    Commerce       
-- Toys and Games E- 8,503.9 10,609.9 13,960.8 16,867.2 22,722.0 29,611.9 
    Commerce       
-- Consumer Electronics 14,298.4 21,731.3 32,458.2 45,026.2 60,066.4 76,423.5 
    E-Commerce       
-- Consumer Appliances 1,481.1 2,020.0 2,796.8 3,740.6 5,204.5 6,618.1 
    E-Commerce       
- Appliances and 24,283.4 34,361.1 49,215.8 65,633.9 87,992.9 112,653.5 
    Electronics E-Commerce       
-- Tissue and Hygiene E- 236.6 316.2 382.0 446.5 888.3 977.2 
    Commerce       
-- Consumer Health E- 77.3 150.0 184.8 782.9 1,075.6 1,976.2 
    Commerce       
-- Beauty and Personal 933.1 1,526.3 1,616.6 15,169.2 18,646.0 22,711.8 
    Care E-Commerce       
- Health and Beauty E- 1,247.0 1,992.5 2,183.4 16,398.6 20,609.9 25,665.2 
    Commerce       
-- Eyewear E-Commerce 564.2 613.5 661.2 809.8 892.1 966.9 
-- Personal Accessories 938.7 1,208.2 2,517.5 2,959.6 3,801.9 4,385.5 
    E-Commerce       
-- Apparel and Footwear 14,654.5 24,421.0 29,673.4 37,768.1 50,869.9 64,629.8 
    E-Commerce       
- Fashion E-Commerce 16,157.4 26,242.8 32,852.1 41,537.6 55,563.9 69,982.1 
Retail E-Commerce by 52,736.8 80,269.5 128,512.7 197,861.6 296,490.7 383,295.0 
    Product       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 4 Retail E-Commerce by Product: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Products E-Commerce 35.1 46.1 565.0 
-- Pet Care E-Commerce 19.7 46.8 581.2 
-- Home and Garden E-Commerce 13.8 89.2 2,325.4 
-- Home Care E-Commerce 14.7 28.0 243.6 
- Home Products E-Commerce 14.2 80.2 1,799.1 
- Foods E-Commerce 40.7 267.0 66,512.0 
- Drinks and Tobacco E-Commerce 74.0 188.9 20,025.0 
-- Toys and Games E-Commerce 30.3 28.3 248.2 
-- Consumer Electronics E-Commerce 27.2 39.8 434.5 
-- Consumer Appliances E-Commerce 27.2 34.9 346.8 
- Appliances and Electronics E-Commerce 28.0 35.9 363.9 
-- Tissue and Hygiene E-Commerce 10.0 32.8 313.1 
-- Consumer Health E-Commerce 83.7 91.2 2,455.5 
-- Beauty and Personal Care E-Commerce 21.8 89.3 2,334.0 
- Health and Beauty E-Commerce 24.5 83.1 1,958.2 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

Data removed from sample 

 



R E T A I L  E - C O M M E R C E  I N  T H E  P H I L I P P I N E S  P a s s p o r t  6 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

-- Eyewear E-Commerce 8.4 11.4 71.4 
-- Personal Accessories E-Commerce 15.3 36.1 367.2 
-- Apparel and Footwear E-Commerce 27.0 34.6 341.0 
- Fashion E-Commerce 25.9 34.1 333.1 
Retail E-Commerce by Product 29.3 48.7 626.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 5 Retail E-Commerce GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Sea Ltd 8.5 11.0 15.5 23.6 29.2 
Alibaba Group Holding Ltd 14.8 13.5 15.8 19.6 17.8 
Rocket Internet AG 4.5 4.1 4.2 4.5 5.3 
Roadget Business Pte Ltd - - - 5.6 5.2 
Amazon.com Inc 0.6 0.4 0.3 0.2 0.1 
SM Retail Inc - - - 0.1 0.1 
Ayala Corp 0.4 0.3 0.2 0.1 0.1 
Carousell Pte Ltd 0.2 0.1 0.1 0.1 0.0 
eBay Inc 0.2 0.1 0.1 0.1 0.0 
Homeshopping Network Inc 0.2 0.1 0.0 0.0 0.0 
CJ ENM Co Ltd 1.1 0.6 0.2 - - 
CJ O Shopping Co Ltd - - - - - 
Others 69.4 69.7 63.8 46.2 42.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 6 Retail E-Commerce GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Shopee Marketplace Sea Ltd 11.0 15.5 23.6 29.2 
Lazada Marketplace Alibaba Group Holding Ltd 11.1 13.3 16.5 15.0 
Shein Roadget Business Pte Ltd - - 5.6 5.2 
Zalora Marketplace Rocket Internet AG 3.2 3.4 3.8 4.6 
Lazada Alibaba Group Holding Ltd 2.5 2.5 3.1 2.8 
Zalora Rocket Internet AG 0.9 0.8 0.7 0.7 
SM Store SM Retail Inc - - 0.1 0.1 
myRegalo Ayala Corp 0.3 0.2 0.1 0.1 
Amazon Amazon.com Inc 0.3 0.2 0.1 0.1 
Amazon Marketplace Amazon.com Inc 0.2 0.1 0.1 0.1 
Carousell Carousell Pte Ltd 0.1 0.1 0.1 0.0 
eBay Marketplace eBay Inc 0.1 0.1 0.1 0.0 
Shop TV Homeshopping Network Inc 0.1 0.0 0.0 0.0 
CJ O Shopping CJ ENM Co Ltd 0.6 0.2 - - 
CJ O Shopping CJ O Shopping Co Ltd - - - - 
lazada Rocket Internet AG - - - - 
Others  69.7 63.8 46.2 42.0 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 7 Forecast Retail E-Commerce by Channel: Value 2022-2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
- Other E-Commerce 8,581.4 - - - - - 
    Retailers       
- Leisure and Personal 9,965.8 - - - - - 
    Goods Specialist E-       
    Commerce       
- Health and Beauty 15,715.3 - - - - - 
    Specialist E-Commerce       
- Home Products 13,415.5 - - - - - 
    Specialist E-Commerce       
- Appliances and 42,546.4 - - - - - 
    Electronics Specialist       
    E-Commerce       
- Apparel and Footwear 35,646.7 - - - - - 
    Specialist E-Commerce       
- General Merchandiser 18,398.4 - - - - - 
    E-Commerce       
- Grocery E-Commerce 27,980.9 - - - - - 
- Marketplace E-Commerce 211,044.8 - - - - - 
Retail E-Commerce by Type 383,295.0 - - - - - 
- Other Products E- 58,736.3 50,168.8 96,056.1 150,202.9 203,433.5 247,598.7 
    Commerce       
- Home Products E- 39,738.9 42,775.6 46,598.9 50,130.3 54,047.9 58,715.4 
    Commerce       
- Foods E-Commerce 73,847.1 125,633.8 134,626.7 144,105.3 153,227.6 161,824.5 
- Drinks and Tobacco E- 2,671.9 3,605.9 4,131.9 4,660.5 5,157.9 5,706.2 
    Commerce       
- Appliances and 112,653.5 132,308.6 150,619.0 166,582.5 187,091.3 204,823.0 
    Electronics E-Commerce       
- Health and Beauty E- 25,665.2 29,772.9 34,327.0 38,222.7 43,217.8 48,361.7 
    Commerce       
- Fashion E-Commerce 69,982.1 87,187.3 99,383.8 108,015.6 115,031.7 125,523.2 
Retail E-Commerce by 383,295.0 471,452.8 565,743.4 661,919.8 761,207.7 852,552.7 
    Product       
Retail E-Commerce 383,295.0 471,452.8 565,743.4 661,919.8 761,207.7 852,552.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 8 Forecast Retail E-Commerce by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other E-Commerce Retailers - - - 
- Leisure and Personal Goods Specialist E- - - - 
    Commerce    
- Health and Beauty Specialist E-Commerce - - - 
- Home Products Specialist E-Commerce - - - 
- Appliances and Electronics Specialist E- - - - 
    Commerce    
- Apparel and Footwear Specialist E-Commerce - - - 
- General Merchandiser E-Commerce - - - 
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- Grocery E-Commerce - - - 
- Marketplace E-Commerce - - - 
Retail E-Commerce by Type - - - 
- Other Products E-Commerce -14.6 33.3 321.5 
- Home Products E-Commerce 7.6 8.1 47.8 
- Foods E-Commerce 70.1 17.0 119.1 
- Drinks and Tobacco E-Commerce 35.0 16.4 113.6 
- Appliances and Electronics E-Commerce 17.4 12.7 81.8 
- Health and Beauty E-Commerce 16.0 13.5 88.4 
- Fashion E-Commerce 24.6 12.4 79.4 
Retail E-Commerce by Product 23.0 17.3 122.4 
Retail E-Commerce 23.0 17.3 122.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 9 Forecast Retail E-Commerce by Product: Value 2022-2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
- Other Products E- 58,736.3 50,168.8 96,056.1 150,202.9 203,433.5 247,598.7 
    Commerce       
-- Pet Care E-Commerce 2,369.5 2,599.7 2,841.6 3,082.6 3,323.4 3,583.1 
-- Home and Garden E- 36,553.1 38,918.0 41,220.2 43,498.3 45,736.9 48,090.8 
    Commerce       
-- Home Care E-Commerce 816.3 1,257.9 2,537.1 3,549.5 4,987.6 7,041.6 
- Home Products E- 39,738.9 42,775.6 46,598.9 50,130.3 54,047.9 58,715.4 
    Commerce       
- Foods E-Commerce 73,847.1 125,633.8 134,626.7 144,105.3 153,227.6 161,824.5 
- Drinks and Tobacco E- 2,671.9 3,605.9 4,131.9 4,660.5 5,157.9 5,706.2 
    Commerce       
-- Toys and Games E- 29,611.9 37,347.7 45,959.9 55,267.1 62,005.0 69,564.5 
    Commerce       
-- Consumer Electronics 76,423.5 86,929.1 95,972.5 101,715.6 112,927.5 121,799.3 
    E-Commerce       
-- Consumer Appliances 6,618.1 8,031.7 8,686.7 9,599.8 12,158.7 13,459.2 
    E-Commerce       
- Appliances and 112,653.5 132,308.6 150,619.0 166,582.5 187,091.3 204,823.0 
    Electronics E-Commerce       
-- Tissue and Hygiene E- 977.2 1,028.6 1,128.1 1,241.6 1,354.2 1,476.9 
    Commerce       
-- Consumer Health E- 1,976.2 2,173.8 2,395.2 2,719.8 3,038.0 2,886.7 
    Commerce       
-- Beauty and Personal 22,711.8 26,570.5 30,803.7 34,261.3 38,825.6 43,998.1 
    Care E-Commerce       
- Health and Beauty E- 25,665.2 29,772.9 34,327.0 38,222.7 43,217.8 48,361.7 
    Commerce       
-- Eyewear E-Commerce 966.9 1,053.5 1,166.9 1,319.9 1,514.7 1,657.8 
-- Personal Accessories 4,385.5 5,189.5 5,883.8 6,479.0 7,114.8 7,737.9 
    E-Commerce       
-- Apparel and Footwear 64,629.8 80,944.3 92,333.1 100,216.7 106,402.2 116,127.5 
    E-Commerce       
- Fashion E-Commerce 69,982.1 87,187.3 99,383.8 108,015.6 115,031.7 125,523.2 
Retail E-Commerce by 383,295.0 471,452.8 565,743.4 661,919.8 761,207.7 852,552.7 
    Product       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 
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Table 10 Forecast Retail E-Commerce by Product: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Products E-Commerce -14.6 33.3 321.5 
-- Pet Care E-Commerce 9.7 8.6 51.2 
-- Home and Garden E-Commerce 6.5 5.6 31.6 
-- Home Care E-Commerce 54.1 53.9 762.6 
- Home Products E-Commerce 7.6 8.1 47.8 
- Foods E-Commerce 70.1 17.0 119.1 
- Drinks and Tobacco E-Commerce 35.0 16.4 113.6 
-- Toys and Games E-Commerce 26.1 18.6 134.9 
-- Consumer Electronics E-Commerce 13.7 9.8 59.4 
-- Consumer Appliances E-Commerce 21.4 15.3 103.4 
- Appliances and Electronics E-Commerce 17.4 12.7 81.8 
-- Tissue and Hygiene E-Commerce 5.3 8.6 51.1 
-- Consumer Health E-Commerce 10.0 7.9 46.1 
-- Beauty and Personal Care E-Commerce 17.0 14.1 93.7 
- Health and Beauty E-Commerce 16.0 13.5 88.4 
-- Eyewear E-Commerce 9.0 11.4 71.5 
-- Personal Accessories E-Commerce 18.3 12.0 76.4 
-- Apparel and Footwear E-Commerce 25.2 12.4 79.7 
- Fashion E-Commerce 24.6 12.4 79.4 
Retail E-Commerce by Product 23.0 17.3 122.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 
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RETAIL IN THE PHILIPPINES - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Retail in 2022: The big picture 

2022 was a good year for the retail industry in the Philippines thanks to greater mobility of 

shoppers against a backdrop of growing COVID-19 vaccination rates and rising disposable 

incomes. The government issued a back-to-office order in 2022, which saw workers who had 

been working from home during the pandemic start integrating back into city life. All of these 

trends created vibrancy in a recovering retail landscape in the Philippines. The combined impact 

of more workers returning to city centres for work and shoppers slowly returning to bricks-and-

mortar stores resulted in a resurgence in spending activity at both grocery and non-grocery 

retailers. 

While retail in the Philippines collectively registered growth in 2022, some channels were only 

just beginning to recover in this year following their difficulties in previous years due to the 

COVID-19 pandemic. Apparel and footwear specialists, for example, benefited from the 

revitalisation of the fitness industry as the easing of restrictions made it possible for marathons 

and large events such as the Spartan Race PH to take place in 2022. Beyond sports, the Bench 

Fashion Week 2022 signalled greater support for the fashion industry in the Philippines, which 

directly promoted brands such as Bench and Human. As a result, more shoppers supported 

their respective apparel and footwear brands. 

The return-to-malls phase also generated greater demand at general merchandise stores, 

most notably department stores, such as Robinsons Department Store or SM Department Store. 

While e-commerce proved to be important for non-grocery retailers when malls were closed, the 

higher foot traffic in malls as restrictions were eased or lifted was generating renewed demand 

at department stores, as these outlets are often not standalone and are part of a mall complex 

like those of the Robinsons Malls and SM Malls. However, this does not diminish the importance 

of the e-commerce capabilities of retailers, with it being important to achieve a presence on both 

the digital and non-digital fronts. 

Meanwhile, convenience stores, health and beauty specialists, hypermarkets and 

supermarkets remained important channels and were recording positive growth in 2022 as 

Filipino shoppers continued to need essential goods. Accessibility of essential goods such as 

food and medicines was important in 2022 along the path towards normalisation of retail 

activities, which convenience retailers such as Alfamart and 7-Eleven and pharmacies such as 

The Generics Pharmacy, Mercury Drug, Rose Pharmacy and Watsons helped propel by 

expanding their store networks. 

 

E-commerce continues gaining share 

A common theme in many retail channels is the strong drive towards e-commerce. One of the 

main impacts of COVID-19 and the restrictions introduced to slow the spread of the virus was 

for retailers to develop a robust e-commerce strategy. Both grocery and non-grocery retailers 

found e-commerce to be a valuable source of growth during the pandemic, with this still proving 

to be the case even as people were slowly getting back to visiting physical stores more often. 

The continued increased spending of shoppers in e-commerce, despite the greater mobility in 
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society, including at malls and other public places, is reflective of how retailers cannot afford to 

ignore this potential source of growth. 

There was notable expansion in the e-commerce space in recent years. Retail giant SM Retail 

launched ShopSM, a one-stop app where consumers could purchase online from the SM 

Department Store banner, the department store chain of SM Retail. ShopSM enables shoppers 

to quickly browse products based on categories, as they would when in a physical SM 

Department Store. SM Retail maximises the use of ShopSM as grocery items from its SM 

Hypermarket, SM Supermarket and SM Save More banners and non-grocery items like 

appliances and electronics from SM Appliance and furniture from SM Homeworld are also 

available via the app. ShopSM’s value is accentuated with the efficient ordering and delivery 

system of the retail giant, which contributes to the overall stronger brand equity of SM Retail 

across different categories. 

The strong demand for online shopping is also being shown in the robust growth of e-

commerce marketplaces such as Lazada, Shopee and Zalora. These marketplaces contributed 

to the accessibility of products, whether a retailer has its own e-commerce site or relies 

completely on these marketplaces for visibility. For example, manufacturers such as Nestlé 

Philippines, Procter & Gamble and Unilever have partnerships with convenience stores, 

hypermarkets, supermarkets and small local grocers to ensure they have an unmatched reach 

via physical stores, but have also been deepening their partnerships with Lazada and Shopee to 

further increase the accessibility of their products. 

 

Buy now, pay later making A deeper mark 

Rising disposable income was a key feature of the economy of the Philippines in 2022 as the 

country was recovering from the pandemic. Nevertheless, buy now, pay later (BNPL) was a 

growing trend in 2022, with BNPL helping to create greater financial inclusion, driving demand 

across categories and channels, particularly on e-commerce platforms. 

Pre-pandemic, credit card companies were offering BNPL plans in physical stores, but these 

were often for big-ticket items such as appliances, electronics or furniture. However, Atome’s 

launch in the Philippines in 2022 shook the retail landscape with its three-month zero-interest 

payment option without the need to own a credit card. The partnership between Atome and the 

e-commerce marketplace Zalora helped meet the increasing demand for e-commerce platforms 

to offer more options when it comes to payment schemes. While checking out using the Zalora 

app, a shopper may opt to use Atome as a payment option, which will require the first monthly 

payment being made upfront, before being charged the second instalment a month after the 

purchase. Other notable partners of Atome include Bench, Cotton On, Human and SM Retail. 

Meanwhile, there are efforts to spread the accessibility of BNPL beyond Atome. Lazada also 

bolstered its own buy now, pay later and other flexible payment terms via Billease and 

LazPayLater, whereas its rival Shopee banked on SPayLater. When a Lazada shopper uses a 

Lazada wallet, the customer can purchase electronics and other items from the marketplace in 

three to six equal instalments via Billease. LazPayLater, on the other hand, is the internal BNPL 

programme of Lazada, where a user can opt for a 45-day zero-interest offer or an instalment 

plan. What these offers boil down to is the intent of marketplaces to give consumers more 

financial inclusion, particularly for items sold on Lazada or Shopee, without needing to own a 

credit card. 

 

What’s next for retail? 

While consumers are returning to physical stores, the positive outlook for retail in the 

Philippines depends heavily on the success of retailers in offering a seamless experience to 

shoppers by achieving a balance between physical and digital store sales. An example of a 
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successful omnichannel strategy is SM Retail’s ShopSM app, which allows the retailer to 

maximise e-commerce and digital marketplace integration without disregarding attempts to 

achieve higher traffic in stores. Similarly, Robinsons Department Store saw advancements in 

the share of consumers purchasing from its online platforms. To maximise the visibility of 

Robinsons Department Store, the items are not only available on its official e-commerce 

platform via GoCart, with the department store player also partnering with Lazada and Shopee 

to increase its consumer reach. These examples at Robinsons and SM Retail reflect that e-

commerce is not a temporary source of growth, but will need to be part of an overall effective 

omnichannel strategy. 

Convenience stores, hypermarkets, supermarkets and health and beauty specialists are also 

in a positive position to have a more pronounced omnichannel strategy. Medicines and essential 

goods will continue to be purchased, even during lockdowns, which is why an omnichannel 

strategy will enable reliable accessibility. For example, some Mercury Drug branches offer 24/7 

delivery, which also allows shoppers to pay via a credit or debit card or e-wallet, such as GCash 

and PayMaya. Omnichannel strategies will therefore help drive growth in retail in the Philippines 

over the forecast period. 

 

 

OPERATING ENVIRONMENT 
 

Informal retail 

The traditional sari-sari store, which is deeply rooted in the culture of the Philippines, was 

recording positive growth in 2022. The easing of COVID-19 restrictions in 2022 improved the 

procurement of goods directly from manufacturers that service traditional trade or from 

discounters, hypermarkets and supermarkets. Such stores contribute to the accessibility of 

essential goods from manufacturers in residential areas that discounters, hypermarkets and 

supermarkets struggle to tap into. There were no significant restrictions in 2022, which bolstered 

the number of sari-sari stores operating from people’s homes or a small rented space. 

As sari-sari stores grew in number, there were efforts to formalise these businesses in order 

to help them to maximise business opportunities and gain access to low-interest loans. Local 

government units help sari-sari store owners by registering their business so they can transition 

to formal retail, which enables them to register with Business Name (BN) and Barangay Micro 

Business Enterprise (BMBE). This registration offers greater support as documentation of sari-

sari stores can enable them to gain access to financial aid, which can, in turn, provide more 

opportunities for growth. 

The growth of e-commerce marketplaces such as Lazada and Shopee had been partly 

contributing to informal retail. While these marketplaces often attract large retailers and 

manufacturers, business registration is required for Lazada regardless of the size of the 

business offering products. However, Shopee previously allowed sellers not to have a business 

registration, although more efforts are being made to formalise all of its online businesses. 

Efforts by marketplaces to encourage registration was helping to drive the formalisation of 

businesses selling on their platforms in 2022. 

 

Opening hours for physical retail 

Outside of the pandemic in the Philippines, stores located inside shopping centres generally 

follow these centres’ operating hours, normally 10.00-21.00hrs, extended to 22.00hrs on 

Fridays, Saturdays, during shopping centre-wide sales and holidays to accommodate stronger 

demand. Stores located outside shopping centres usually open at 08.00hrs or 09.00hrs and 

close at 20.00hrs or 21.00hrs. 

 
 

 
 
 
 
 

Content removed from sample 
 

 
 

 
 
 
 
 
 
 
 

Content removed from sample 
 

 
 

Content removed from sample 
 



R E T A I L  E - C O M M E R C E  I N  T H E  P H I L I P P I N E S  P a s s p o r t  13 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

From the usual 10.00-21.00 or 22.00hrs, operating hours were generally shortened in 

quarantine periods. Under lockdown, stores typically closed at 18.00 or 19.00hrs, depending on 

the lockdown level and the local government’s curfew restrictions. 

With the easing of COVID-19 restrictions, local government units and the national government 

did not impose restrictions in 2022. This meant that the operating hours for physical retail were 

consistent for retailers, with the exception being times when there was a strong typhoon and 

stores had to close for the safety of shoppers and employees. Any disruption of store operating 

hours was therefore mostly due to weather conditions in 2022, as compared to the two previous 

years, when they were more due to COVID-19 restrictions. 

 

Summary 1 Standard Opening Hours by Channel Type 2022 

Channel 24-hour 

opening? 

Monday-

Thursday 

Friday Saturday Sunday 

Supermarket

s 

No  08.00-

21.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

Hypermarket

s 

No 08.00-

21.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

Convenience 

stores 

Yes 01.00-

24.00hrs 

01.00-

24.00hrs 

01.00-

24.00hrs 

01.00-

24.00hrs 

Source: Euromonitor International 
Note: These times reflect typical opening hours outside of lockdown 

 

 

Seasonality 

 

Christmas Shopping 

▪ Date: 25 December 

▪ Shopping season: September-December 

▪ Primary products bought: Apparel, footwear, toys, homewares and electronics benefit from 

these sales as these are often gifted to loved ones during the Christmas season. Fresh food 

for family meals and during the holiday is also sought during this time. 

▪ Retail strategy: The Philippines has a long preparation for Christmas, which makes 

September up until the end of December the peak time for Christmas shopping. Retailers 

offer pay-day sales, particularly the 11.11 sale from 11 to 15 November in preparation for the 

Christmas shopping season, with these promotions in anticipation of Christmas drawing 

crowds every year. These promotions offer exclusive deals for shoppers within a given 

timeframe, which also coincides with periods when individuals have more disposable income, 

such as during the release of the 13th month pay or bonus. Activities in malls and shopping 

centres also serve as a form of family bonding during the shopping season, which contributes 

to an overall rise in foot traffic. For example, retail giant SM Retail launched its Happy 

Christmas campaign in October 2022, which entailed lighting SM Megamall’s giant tree, which 

attracted families. 

 

Back to School 

▪ Date: August 22 

▪ Shopping season: Parents anticipate the return to school of their children with a shopping 

season between June and mid-August to secure items for them. 
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▪ Primary products bought: Consumer electronics devices, school supplies, personal 

accessories, and apparel and footwear for children and young adults. There were continued 

hybrid classes, in which students go to face-to-face classes, but also have online classes. 

This created demand for items used in school and at home for children to have optimised 

learning opportunities, which means that electronic devices were becoming a necessity. 

▪ Retailer strategy: Retailers implement back-to-school promotions from as early as June, 

which run until mid-August, when school starts. During this shopping period, there are more 

promotions in apparel and footwear, bags, school and office supplies, and consumer 

electronics. For example, laptops manufacturer Acer Philippines partnered with appliances 

and electronics specialists such as PC Express or VillMan others while also running similar 

back-to-school promotions on marketplaces such as Lazada or Shopee. 

 

 

MARKET DATA 
 

Table 11 Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
 
Retail E-Commerce 52,736.8 80,269.5 128,512.7 197,861.6 296,490.7 383,295.0 
Retail Offline 4,193,165.4 4,458,291.1 4,592,851.2 4,256,133.6 4,338,754.3 4,679,897.5 
Retail 4,245,902.1 4,538,560.6 4,721,363.9 4,453,995.2 4,635,245.1 5,063,192.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 12 Sales in Retail by Retail Offline vs Retail E-Commerce: % Value Growth 2017-
2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Retail E-Commerce 29.3 48.7 626.8 
Retail Offline 7.9 2.2 11.6 
Retail 9.2 3.6 19.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 13 Sales in Retail Offline by Channel: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
 
Direct Selling 66,107.0 72,255.0 76,020.6 70,082.0 67,123.7 66,028.4 
Vending 71.6 71.4 77.1 59.4 62.1 64.4 
Non-Grocery Retailers 1,673,338.0 1,777,706.9 1,892,801.5 1,438,522.6 1,454,576.2 1,597,287.5 
Grocery Retailers 2,453,648.8 2,608,257.8 2,623,952.1 2,747,469.7 2,816,992.3 3,016,517.2 
Retail Offline 4,193,165.4 4,458,291.1 4,592,851.2 4,256,133.6 4,338,754.3 4,679,897.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 
 

 
 
 

Content removed from sample 
 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

Data removed from sample 

 



R E T A I L  E - C O M M E R C E  I N  T H E  P H I L I P P I N E S  P a s s p o r t  15 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

 

Table 14 Sales in Retail Offline by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Direct Selling -1.6 0.0 -0.1 
Vending 3.7 -2.1 -10.1 
Non-Grocery Retailers 9.8 -0.9 -4.5 
Grocery Retailers 7.1 4.2 22.9 
Retail Offline 7.9 2.2 11.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 15 Retail Offline Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
Non-Grocery Retailers 117,873.0 119,312.0 122,602.0 120,651.0 117,875.0 119,674.0 
Grocery Retailers 1,164,220.0 1,172,276.0 1,162,922.0 1,263,410.0 1,326,368.0 1,379,465.0 
Retail Offline 1,282,093.0 1,291,588.0 1,285,524.0 1,384,061.0 1,444,243.0 1,499,139.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 16 Retail Offline Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Non-Grocery Retailers 1.5 0.3 1.5 
Grocery Retailers 4.0 3.5 18.5 
Retail Offline 3.8 3.2 16.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 17 Sales in Retail E-Commerce by Product: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
 
- Other Products E- 8,832.3 14,814.1 34,451.3 38,009.5 43,489.7 58,736.3 
    Commerce       
- Home Products E- 2,092.5 2,720.6 3,615.4 9,398.8 34,800.7 39,738.9 
    Commerce       
- Foods E-Commerce 110.9 119.5 5,800.5 26,171.4 52,497.6 73,847.1 
- Drinks and Tobacco E- 13.3 18.8 394.1 711.8 1,536.0 2,671.9 
    Commerce       
- Appliances and 24,283.4 34,361.1 49,215.8 65,633.9 87,992.9 112,653.5 
    Electronics E-Commerce       
- Health and Beauty E- 1,247.0 1,992.5 2,183.4 16,398.6 20,609.9 25,665.2 
    Commerce       
- Fashion E-Commerce 16,157.4 26,242.8 32,852.1 41,537.6 55,563.9 69,982.1 
Retail E-Commerce by 52,736.8 80,269.5 128,512.7 197,861.6 296,490.7 383,295.0 
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    Product       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 18 Sales in Retail E-Commerce by Product: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Products E-Commerce 35.1 46.1 565.0 
- Home Products E-Commerce 14.2 80.2 1,799.1 
- Foods E-Commerce 40.7 267.0 66,512.0 
- Drinks and Tobacco E-Commerce 74.0 188.9 20,025.0 
- Appliances and Electronics E-Commerce 28.0 35.9 363.9 
- Health and Beauty E-Commerce 24.5 83.1 1,958.2 
- Fashion E-Commerce 25.9 34.1 333.1 
Retail E-Commerce by Product 29.3 48.7 626.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 19 Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales PHP million 2,453,648.8 2,608,257.8 2,623,952.1 2,747,469.7 2,816,992.3 3,016,517.2 
Outlets 1,164,220.0 1,172,276.0 1,162,922.0 1,263,410.0 1,326,368.0 1,379,465.0 
Selling Space '000 sq m 15,811.0 16,307.5 16,353.3 16,641.4 17,062.4 17,523.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 20 Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2017-
2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales PHP million 7.1 4.2 22.9 
Outlets 4.0 3.5 18.5 
Selling Space '000 sq m 2.7 2.1 10.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 21 Sales in Grocery Retailers by Channel: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 1,625,762.2 1,712,758.0 1,682,611.7 1,778,302.0 1,885,000.2 1,979,250.0 
- Foods/Drink/Tobacco 114,675.0 120,811.0 118,685.0 116,566.0 118,233.0 121,733.0 
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    Specialists       
- Warehouse Clubs 29,829.7 38,466.1 41,256.8 45,284.8 49,284.8 52,536.1 
- Discounters 2,800.0 3,108.0 3,251.0 3,569.6 3,369.0 3,597.0 
- Hypermarkets 147,954.8 164,369.7 171,629.1 180,615.0 175,612.4 187,859.6 
- Supermarkets 478,152.7 503,957.3 528,784.5 555,150.4 516,560.5 595,840.0 
-- Forecourt Retailers 3,163.5 3,653.3 3,853.4 2,941.6 2,740.8 3,061.5 
-- Convenience Stores 51,310.9 61,134.5 73,880.7 65,040.3 66,191.6 72,640.0 
- Convenience Retailers 54,474.5 64,787.7 77,734.0 67,981.9 68,932.4 75,701.5 
Grocery Retailers 2,453,648.8 2,608,257.8 2,623,952.1 2,747,469.7 2,816,992.3 3,016,517.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 22 Sales in Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Small Local Grocers 5.0 4.0 21.7 
- Foods/Drink/Tobacco Specialists 3.0 1.2 6.2 
- Warehouse Clubs 6.6 12.0 76.1 
- Discounters 6.8 5.1 28.5 
- Hypermarkets 7.0 4.9 27.0 
- Supermarkets 15.3 4.5 24.6 
-- Forecourt Retailers 11.7 -0.7 -3.2 
-- Convenience Stores 9.7 7.2 41.6 
- Convenience Retailers 9.8 6.8 39.0 
Grocery Retailers 7.1 4.2 22.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 23 Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Small Local Grocers 1,152,676.0 1,160,011.0 1,150,000.0 1,250,000.0 1,312,500.0 1,365,000.0 
- Foods/Drink/Tobacco 5,418.0 5,452.0 5,406.0 5,460.0 5,512.0 5,569.0 
    Specialists       
- Warehouse Clubs 17.0 21.0 23.0 25.0 27.0 31.0 
- Discounters 35.0 42.0 47.0 59.0 67.0 72.0 
- Hypermarkets 334.0 400.0 430.0 450.0 471.0 481.0 
- Supermarkets 1,933.0 2,054.0 2,146.0 2,226.0 2,335.0 2,432.0 
-- Forecourt Retailers 486.0 542.0 555.0 531.0 521.0 507.0 
-- Convenience Stores 3,321.0 3,754.0 4,315.0 4,659.0 4,935.0 5,373.0 
- Convenience Retailers 3,807.0 4,296.0 4,870.0 5,190.0 5,456.0 5,880.0 
Grocery Retailers 1,164,220.0 1,172,276.0 1,162,922.0 1,263,410.0 1,326,368.0 1,379,465.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 24 Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
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- Small Local Grocers 4.0 3.4 18.4 
- Foods/Drink/Tobacco Specialists 1.0 0.6 2.8 
- Warehouse Clubs 14.8 12.8 82.4 
- Discounters 7.5 15.5 105.7 
- Hypermarkets 2.1 7.6 44.0 
- Supermarkets 4.2 4.7 25.8 
-- Forecourt Retailers -2.7 0.8 4.3 
-- Convenience Stores 8.9 10.1 61.8 
- Convenience Retailers 7.8 9.1 54.5 
Grocery Retailers 4.0 3.5 18.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 25 Non-Grocery Retailers: Value Sales, Outlets and Selling Space 2017-2022 

 

 2017 2018 2019 2020 2021 2022 
 
Value sales PHP million 1,673,338.0 1,777,706.9 1,892,801.5 1,438,522.6 1,454,576.2 1,597,287.5 
Outlets 117,873.0 119,312.0 122,602.0 120,651.0 117,875.0 119,674.0 
Selling Space '000 sq m 25,709.1 26,602.3 27,857.4 27,718.8 27,002.4 27,660.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 26 Non-Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 
2017-2022 

 

% growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
Value sales PHP million 9.8 -0.9 -4.5 
Outlets 1.5 0.3 1.5 
Selling Space '000 sq m 2.4 1.5 7.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 27 Sales in Non-Grocery Retailers by Channel: Value 2017-2022 

 

PHP million 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 251,325.4 262,572.7 269,743.7 164,166.6 182,112.0 198,392.0 
    Retailers       
- Leisure and Personal 74,050.4 78,750.8 80,676.0 64,223.4 68,219.5 71,209.6 
    Goods Specialists       
- Health and Beauty 303,491.4 327,492.1 351,214.7 365,093.6 375,195.1 396,465.6 
    Specialists       
- Home Products 345,550.1 371,287.1 410,779.7 347,945.6 366,552.0 404,337.7 
    Specialists       
- Appliances and 286,238.6 303,191.5 321,213.2 264,569.0 245,248.0 263,618.0 
    Electronics Specialists       
- Apparel and Footwear 165,809.1 173,986.9 186,027.1 99,874.8 96,091.0 117,895.0 
    Specialists       
- General Merchandise 246,873.0 260,425.8 273,147.0 132,649.7 121,158.7 145,369.7 
    Stores       
Non-Grocery Retailers 1,673,338.0 1,777,706.9 1,892,801.5 1,438,522.6 1,454,576.2 1,597,287.5 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 28 Sales in Non-Grocery Retailers by Channel: % Value Growth 2017-2022 

 

% current value growth, retail value rsp excl sales tax 
 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers 8.9 -4.6 -21.1 
- Leisure and Personal Goods Specialists 4.4 -0.8 -3.8 
- Health and Beauty Specialists 5.7 5.5 30.6 
- Home Products Specialists 10.3 3.2 17.0 
- Appliances and Electronics Specialists 7.5 -1.6 -7.9 
- Apparel and Footwear Specialists 22.7 -6.6 -28.9 
- General Merchandise Stores 20.0 -10.1 -41.1 
Non-Grocery Retailers 9.8 -0.9 -4.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 29 Non-Grocery Retailers Outlets by Channel: Units 2017-2022 

 

outlet 
 2017 2018 2019 2020 2021 2022 
 
- Other Non-Grocery 59,470.0 59,336.0 61,046.0 59,868.0 58,044.0 57,146.0 
    Retailers       
- Leisure and Personal 4,036.0 4,171.0 4,167.0 3,933.0 3,936.0 3,923.0 
    Goods Specialists       
- Health and Beauty 10,135.0 10,569.0 10,830.0 10,840.0 10,943.0 11,255.0 
    Specialists       
- Home Products 18,857.0 19,083.0 19,721.0 20,275.0 20,772.0 21,718.0 
    Specialists       
- Appliances and 9,987.0 10,326.0 10,665.0 10,561.0 10,439.0 10,640.0 
    Electronics Specialists       
- Apparel and Footwear 14,454.0 14,787.0 15,073.0 14,056.0 12,626.0 13,870.0 
    Specialists       
- General Merchandise 934.0 1,040.0 1,100.0 1,118.0 1,115.0 1,122.0 
    Stores       
Non-Grocery Retailers 117,873.0 119,312.0 122,602.0 120,651.0 117,875.0 119,674.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 30 Non-Grocery Retailers Outlets by Channel: % Unit Growth 2017-2022 

 

% unit growth 
 2021/22 2017-22 CAGR 2017/22 Total 
 
- Other Non-Grocery Retailers -1.5 -0.8 -3.9 
- Leisure and Personal Goods Specialists -0.3 -0.6 -2.8 
- Health and Beauty Specialists 2.9 2.1 11.1 
- Home Products Specialists 4.6 2.9 15.2 
- Appliances and Electronics Specialists 1.9 1.3 6.5 
- Apparel and Footwear Specialists  9.9 -0.8 -4.0 
- General Merchandise Stores 0.6 3.7 20.1 
Non-Grocery Retailers 1.5 0.3 1.5 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 31 Retail GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
SM Retail Inc 6.8 6.9 6.1 5.6 5.6 
Mercury Drug Corp 3.1 3.3 3.8 3.9 3.7 
Puregold Price Club Inc 3.1 3.2 3.6 3.5 3.4 
Robinsons Retail Holdings 3.1 3.2 2.9 2.7 2.8 
    Inc      
Sea Ltd 0.2 0.3 0.7 1.5 2.2 
Alibaba Group Holding Ltd 0.3 0.4 0.7 1.3 1.4 
Seven & I Holdings Co Ltd 0.9 1.0 0.9 0.9 0.9 
AS Watson Group 0.7 0.7 0.9 0.9 0.9 
Metro Retail Stores Group 0.7 0.8 0.7 0.6 0.6 
Wilcon Depot Inc 0.5 0.5 0.5 0.6 0.6 
Rocket Internet AG 0.1 0.1 0.2 0.3 0.4 
MBV Group of Cos 0.2 0.4 0.4 0.4 0.4 
Roadget Business Pte Ltd - - - 0.4 0.4 
Sumber Alfaria Trijaya 0.2 0.3 0.3 0.4 0.4 
    Tbk PT      
Gaisano Grand Group of Cos 0.4 0.4 0.4 0.3 0.3 
Ace Hardware Corp 0.4 0.4 0.4 0.4 0.3 
Natura&Co 0.0 0.0 0.4 0.3 0.3 
Super8 Retail Systems Inc 0.3 0.3 0.3 0.3 0.3 
Prince Warehouse Club Inc 0.3 0.3 0.3 0.3 0.3 
Rose Pharmacy Inc 0.2 0.2 0.2 0.2 0.2 
Avon Products Inc 0.5 0.5 - - - 
Others 78.1 76.9 76.4 75.4 74.7 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 32 Retail GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Mercury Drug Mercury Drug Corp 3.3 3.8 3.9 3.7 
Puregold Puregold Price Club Inc 2.5 2.8 2.6 2.5 
Shopee Marketplace Sea Ltd 0.3 0.7 1.5 2.2 
Robinsons Robinsons Retail Holdings 1.9 1.8 1.6 1.7 
 Inc     
SM Department Store SM Retail Inc 2.4 1.2 1.3 1.4 
SM Supermarket SM Retail Inc 1.3 1.4 1.3 1.2 
Save More Supermarket SM Retail Inc 1.1 1.3 1.2 1.2 
Lazada Marketplace Alibaba Group Holding Ltd 0.3 0.6 1.1 1.1 
7-Eleven Seven & I Holdings Co Ltd 1.0 0.9 0.9 0.9 
Watsons AS Watson Group 0.7 0.9 0.9 0.9 
S&R Membership Shopping Puregold Price Club Inc 0.7 0.8 0.8 0.8 
SM Hypermarket SM Retail Inc 0.8 0.9 0.8 0.8 
Wilcon Depot Wilcon Depot Inc 0.5 0.5 0.6 0.6 
Waltermart Supermarket SM Retail Inc 0.4 0.4 0.4 0.4 
Shein Roadget Business Pte Ltd - - 0.4 0.4 
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Alfamart Sumber Alfaria Trijaya 0.3 0.3 0.4 0.4 
 Tbk PT     
Zalora Marketplace Rocket Internet AG 0.1 0.2 0.2 0.3 
Gaisano Grand Mall Gaisano Grand Group of Cos 0.4 0.4 0.3 0.3 
Ace Ace Hardware Corp 0.4 0.4 0.4 0.3 
Metro Supermarket Metro Retail Stores Group 0.3 0.4 0.3 0.3 
Avon Avon Products Inc 0.5 - - - 
Others  80.7 80.4 79.2 78.4 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 33 Retail Offline GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
SM Retail Inc 6.9 7.1 6.3 6.0 6.0 
Mercury Drug Corp 3.2 3.3 4.0 4.2 4.0 
Puregold Price Club Inc 3.1 3.2 3.7 3.7 3.6 
Robinsons Retail Holdings 3.2 3.3 3.1 2.9 3.0 
    Inc      
Seven & I Holdings Co Ltd 0.9 1.0 0.9 0.9 0.9 
AS Watson Group 0.7 0.8 0.9 1.0 0.9 
Metro Retail Stores Group 0.7 0.8 0.8 0.7 0.7 
Wilcon Depot Inc 0.5 0.5 0.5 0.6 0.7 
MBV Group of Cos 0.3 0.4 0.4 0.4 0.4 
Sumber Alfaria Trijaya 0.2 0.3 0.4 0.4 0.4 
    Tbk PT      
Gaisano Grand Group of Cos 0.4 0.4 0.4 0.3 0.4 
Ace Hardware Corp 0.4 0.5 0.4 0.4 0.4 
Natura&Co 0.0 0.0 0.4 0.4 0.3 
Super8 Retail Systems Inc 0.3 0.3 0.3 0.3 0.3 
Prince Warehouse Club Inc 0.3 0.3 0.3 0.3 0.3 
Rose Pharmacy Inc 0.2 0.2 0.2 0.2 0.2 
Southeast Asia Retail Inc 0.2 0.2 0.2 0.2 0.2 
Goldilocks Bake Shop Inc 0.2 0.2 0.2 0.2 0.2 
Gaisano Capital Group 0.2 0.3 0.2 0.2 0.2 
New City Commercial Corp 0.2 0.3 0.3 0.2 0.2 
Avon Products Inc 0.6 0.5 - - - 
Others 77.3 76.2 76.1 76.5 76.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 34 Retail Offline GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Mercury Drug Mercury Drug Corp 3.3 4.0 4.2 4.0 
Puregold Puregold Price Club Inc 2.5 2.9 2.8 2.8 
Robinsons Robinsons Retail Holdings 2.0 1.9 1.7 1.9 
 Inc     
SM Department Store SM Retail Inc 2.5 1.3 1.4 1.5 
SM Supermarket SM Retail Inc 1.3 1.5 1.3 1.4 
Save More Supermarket SM Retail Inc 1.2 1.4 1.3 1.3 
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7-Eleven Seven & I Holdings Co Ltd 1.0 0.9 0.9 0.9 
Watsons AS Watson Group 0.8 0.9 1.0 0.9 
S&R Membership Shopping Puregold Price Club Inc 0.7 0.9 0.9 0.9 
SM Hypermarket SM Retail Inc 0.8 1.0 0.9 0.8 
Wilcon Depot Wilcon Depot Inc 0.5 0.5 0.6 0.7 
Waltermart Supermarket SM Retail Inc 0.4 0.4 0.4 0.4 
Alfamart Sumber Alfaria Trijaya 0.3 0.4 0.4 0.4 
 Tbk PT     
Gaisano Grand Mall Gaisano Grand Group of Cos 0.4 0.4 0.3 0.4 
Ace Ace Hardware Corp 0.5 0.4 0.4 0.4 
Metro Supermarket Metro Retail Stores Group 0.4 0.4 0.3 0.3 
Super8 Grocery Super8 Retail Systems Inc 0.3 0.3 0.3 0.3 
    Warehouse      
Marketplace Robinsons Retail Holdings 0.3 0.3 0.3 0.3 
 Inc     
Avon Natura&Co - 0.4 0.4 0.3 
All Home MBV Group of Cos 0.3 0.3 0.3 0.3 
Avon Avon Products Inc 0.5 - - - 
Others  80.1 79.7 79.9 79.8 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 35 Retail Offline LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
7-Eleven (Seven & I Philippine Seven Corp 2,864 2,978 3,073 3,323 
    Holdings Co Ltd)      
The Generics Pharmacy Robinsons Retail Holdings 2,001 2,025 2,030 2,082 
 Inc     
Alfamart (Sumber SM Retail Inc 754 1,012 1,207 1,400 
    Alfaria Trijaya Tbk PT)      
Mercury Drug Mercury Drug Corp 1,196 1,210 1,226 1,244 
Generika Generika Group of Cos 837 844 852 1,069 
Watsons (AS Watson Watsons Personal Care 831 874 911 944 
    Group) Store Philippines Inc     
Goldilocks Goldilocks Bake Shop Inc 578 598 630 646 
South Star Drug Robinsons Retail Holdings 519 532 582 592 
 Inc     
Ministop (AEON Group) Robinsons Retail Holdings 507 472 456 443 
 Inc     
Puregold Puregold Price Club Inc 379 403 430 442 
Rose Pharmacy Rose Pharmacy Inc 292 297 322 350 
Robinsons Robinsons Retail Holdings 281 284 288 287 
 Inc     
LCC Liberty Commerical Center 95 98 98 237 
 Inc     
National Book Store National Book Store Inc 247 242 238 234 
Save More Supermarket SM Retail Inc 201 209 214 222 
Ace Hardware (Ace Ace Hardware Philippines 199 206 208 210 
    Hardware Corp) Inc     
Handyman Do It Best Robinsons Retail Holdings 175 177 180 182 
 Inc     
Abenson (Abenson Inc) Abenson Ventures Inc 132 132 132 133 
SM Homeworld (SM Homeworld Shopping Corp 94 97 99 100 
    Retail Inc)      
Robinsons Easymart Robinsons Retail Holdings 66 70 80 90 
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 Inc     
Others Others 1,273,276 1,371,301 1,430,987 1,484,909 
Total Total 1,285,524 1,384,061 1,444,243 1,499,139 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 36 Retail E-Commerce GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
Sea Ltd 8.5 11.0 15.5 23.6 29.2 
Alibaba Group Holding Ltd 14.8 13.5 15.8 19.6 17.8 
Rocket Internet AG 4.5 4.1 4.2 4.5 5.3 
Roadget Business Pte Ltd - - - 5.6 5.2 
Amazon.com Inc 0.6 0.4 0.3 0.2 0.1 
SM Retail Inc - - - 0.1 0.1 
Ayala Corp 0.4 0.3 0.2 0.1 0.1 
Carousell Pte Ltd 0.2 0.1 0.1 0.1 0.0 
eBay Inc 0.2 0.1 0.1 0.1 0.0 
Homeshopping Network Inc 0.2 0.1 0.0 0.0 0.0 
CJ ENM Co Ltd 1.1 0.6 0.2 - - 
CJ O Shopping Co Ltd - - - - - 
Others 69.4 69.7 63.8 46.2 42.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 37 Retail E-Commerce GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Shopee Marketplace Sea Ltd 11.0 15.5 23.6 29.2 
Lazada Marketplace Alibaba Group Holding Ltd 11.1 13.3 16.5 15.0 
Shein Roadget Business Pte Ltd - - 5.6 5.2 
Zalora Marketplace Rocket Internet AG 3.2 3.4 3.8 4.6 
Lazada Alibaba Group Holding Ltd 2.5 2.5 3.1 2.8 
Zalora Rocket Internet AG 0.9 0.8 0.7 0.7 
SM Store SM Retail Inc - - 0.1 0.1 
myRegalo Ayala Corp 0.3 0.2 0.1 0.1 
Amazon Amazon.com Inc 0.3 0.2 0.1 0.1 
Amazon Marketplace Amazon.com Inc 0.2 0.1 0.1 0.1 
Carousell Carousell Pte Ltd 0.1 0.1 0.1 0.0 
eBay Marketplace eBay Inc 0.1 0.1 0.1 0.0 
Shop TV Homeshopping Network Inc 0.1 0.0 0.0 0.0 
CJ O Shopping CJ ENM Co Ltd 0.6 0.2 - - 
CJ O Shopping CJ O Shopping Co Ltd - - - - 
lazada Rocket Internet AG - - - - 
Others  69.7 63.8 46.2 42.0 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 
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Table 38 Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
Company 2018 2019 2020 2021 2022 
 
SM Retail Inc 6.2 6.4 6.5 6.0 6.1 
Puregold Price Club Inc 5.3 5.7 5.8 5.7 5.7 
Robinsons Retail Holdings 3.2 3.4 3.2 3.0 3.1 
    Inc      
Seven & I Holdings Co Ltd 1.5 1.8 1.4 1.4 1.5 
Metro Retail Stores Group 0.9 1.0 1.0 0.9 0.9 
Sumber Alfaria Trijaya 0.3 0.5 0.6 0.6 0.6 
    Tbk PT      
Super8 Retail Systems Inc 0.5 0.5 0.5 0.5 0.5 
Prince Warehouse Club Inc 0.4 0.5 0.5 0.4 0.4 
Gaisano Grand Group of Cos 0.4 0.4 0.4 0.4 0.4 
Southeast Asia Retail Inc 0.3 0.3 0.3 0.4 0.4 
Goldilocks Bake Shop Inc 0.3 0.3 0.3 0.3 0.3 
New City Commercial Corp 0.3 0.4 0.4 0.3 0.3 
AEON Group 0.3 0.4 0.2 0.2 0.2 
Gaisano Capital Group 0.2 0.2 0.2 0.2 0.2 
MBV Group of Cos 0.2 0.2 0.2 0.2 0.2 
MerryMart Consumer Corp - 0.1 0.1 0.1 0.1 
Liberty Commerical Center 0.1 0.1 0.1 0.1 0.1 
    Inc      
Landmark Corp, The 0.1 0.1 0.1 0.1 0.1 
Rustan Group of Cos - - - - - 
Others 79.3 77.6 78.2 79.3 78.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 39 Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Puregold Puregold Price Club Inc 4.4 4.5 4.3 4.3 
Robinsons Robinsons Retail Holdings 2.5 2.4 2.2 2.3 
 Inc     
SM Supermarket SM Retail Inc 2.3 2.3 2.1 2.1 
Save More Supermarket SM Retail Inc 2.0 2.1 1.9 2.0 
7-Eleven Seven & I Holdings Co Ltd 1.8 1.4 1.4 1.5 
S&R Membership Shopping Puregold Price Club Inc 1.2 1.3 1.4 1.4 
SM Hypermarket SM Retail Inc 1.5 1.5 1.4 1.3 
Waltermart Supermarket SM Retail Inc 0.6 0.6 0.6 0.7 
Alfamart Sumber Alfaria Trijaya 0.5 0.6 0.6 0.6 
 Tbk PT     
Metro Supermarket Metro Retail Stores Group 0.6 0.6 0.5 0.5 
Super8 Grocery Super8 Retail Systems Inc 0.5 0.5 0.5 0.5 
    Warehouse      
Marketplace Robinsons Retail Holdings 0.5 0.5 0.5 0.5 
 Inc     
Gaisano Grand Mall Gaisano Grand Group of Cos 0.4 0.4 0.4 0.4 
Landers Superstore Southeast Asia Retail Inc 0.3 0.3 0.4 0.4 
Goldilocks Goldilocks Bake Shop Inc 0.3 0.3 0.3 0.3 
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Super Metro Hypermarket Metro Retail Stores Group 0.4 0.4 0.3 0.3 
Prince Hypermart Prince Warehouse Club Inc 0.3 0.3 0.3 0.3 
NCCC New City Commercial Corp 0.4 0.4 0.3 0.3 
Ministop AEON Group 0.4 0.2 0.2 0.2 
Gaisano Capital Gaisano Capital Group 0.2 0.2 0.2 0.2 
Others  78.7 79.1 80.2 79.8 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 40 Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
7-Eleven (Seven & I Philippine Seven Corp 2,864 2,978 3,073 3,323 
    Holdings Co Ltd)      
Alfamart (Sumber SM Retail Inc 754 1,012 1,207 1,400 
    Alfaria Trijaya Tbk PT)      
Goldilocks Goldilocks Bake Shop Inc 578 598 630 646 
Ministop (AEON Group) Robinsons Retail Holdings 507 472 456 443 
 Inc     
Puregold Puregold Price Club Inc 379 403 430 442 
Save More Supermarket SM Retail Inc 201 209 214 222 
Robinsons Robinsons Retail Holdings 140 143 145 145 
 Inc     
MerryMart MerryMart Consumer Corp 3 25 68 105 
Robinsons Easymart Robinsons Retail Holdings 66 70 80 90 
 Inc     
Waltermart Waltermart Supermarket Inc 60 71 73 78 
    Supermarket (SM      
    Retail Inc)      
Super8 Grocery Super8 Retail Systems Inc 74 75 75 75 
    Warehouse      
LCC Liberty Commerical Center 67 70 70 73 
 Inc     
SM Supermarket SM Retail Inc 58 52 61 63 
Prince Hypermart Prince Warehouse Club Inc 45 50 52 54 
SM Hypermarket SM Retail Inc 52 52 52 52 
NCCC New City Commercial Corp 47 45 45 45 
Gaisano Capital Gaisano Capital Group 47 47 47 41 
    Supermarket      
Gaisano Grand Mall Gaisano Grand Group of Cos 39 39 39 39 
Marketplace Robinsons Retail Holdings 34 35 34 35 
 Inc     
AllDay Supermarket All Value Holdings Corp 22 25 32 35 
    (MBV Group of Cos)      
Shopwise Express/ Robinsons Retail Holdings 36 - - - 
    Wellcome Inc     
Others Others 1,156,849 1,256,939 1,319,485 1,372,059 
Total Total 1,162,922 1,263,410 1,326,368 1,379,465 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 41 Non-Grocery Retailers GBO Company Shares: % Value 2018-2022 

 

% retail value rsp excl sales tax 
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Company 2018 2019 2020 2021 2022 
 
Mercury Drug Corp 8.0 8.1 11.8 12.4 11.9 
SM Retail Inc 8.3 8.4 6.3 6.4 6.1 
Robinsons Retail Holdings 3.3 3.3 3.1 2.9 3.1 
    Inc      
AS Watson Group 1.7 1.9 2.8 2.9 2.7 
Wilcon Depot Inc 1.2 1.3 1.6 1.9 2.0 
Ace Hardware Corp 1.1 1.1 1.2 1.1 1.0 
MBV Group of Cos 0.4 0.6 0.8 0.8 0.9 
Rose Pharmacy Inc 0.5 0.4 0.6 0.6 0.7 
Abenson Inc 0.8 0.8 0.8 0.6 0.5 
Fast Retailing Co Ltd 0.4 0.5 0.5 0.5 0.5 
Metro Retail Stores Group 0.5 0.5 0.4 0.3 0.4 
Generika Group of Cos 0.2 0.2 0.3 0.3 0.3 
Landmark Corp, The 0.5 0.5 0.3 0.3 0.3 
Gaisano Grand Group of Cos 0.4 0.4 0.3 0.3 0.3 
National Book Store Inc 0.3 0.3 0.3 0.3 0.3 
Liberty Commerical Center 0.1 0.1 0.0 0.0 0.2 
    Inc      
H&M Hennes & Mauritz AB 0.3 0.4 0.3 0.3 0.2 
Golden ABC Inc 0.3 0.3 0.2 0.2 0.2 
Suyen Corp 0.2 0.2 0.2 0.2 0.2 
Expressions Stationery 0.3 0.3 0.2 0.2 0.2 
    Shop Inc      
Forever 21 Inc 0.2 0.2 - - - 
Others 71.0 70.2 68.2 67.5 67.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 42 Non-Grocery Retailers GBN Brand Shares: % Value 2019-2022 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2019 2020 2021 2022 
 
Mercury Drug Mercury Drug Corp 8.1 11.8 12.4 11.9 
SM Department Store SM Retail Inc 6.0 3.8 4.2 4.3 
Watsons AS Watson Group 1.9 2.8 2.9 2.7 
Wilcon Depot Wilcon Depot Inc 1.3 1.6 1.9 2.0 
Robinsons Robinsons Retail Holdings 1.4 1.0 0.8 1.1 
 Inc     
Ace Ace Hardware Corp 1.1 1.2 1.1 1.0 
All Home MBV Group of Cos 0.6 0.8 0.8 0.9 
SM Appliance SM Retail Inc 1.4 1.3 1.0 0.8 
SM SM Retail Inc 0.8 0.9 0.9 0.8 
South Star Drug Robinsons Retail Holdings 0.6 0.8 0.8 0.7 
 Inc     
Rose Pharmacy Rose Pharmacy Inc 0.4 0.6 0.6 0.7 
Handyman Do It Best Robinsons Retail Holdings 0.6 0.6 0.6 0.6 
 Inc     
Abenson Abenson Inc 0.8 0.8 0.6 0.5 
Uniqlo Fast Retailing Co Ltd 0.5 0.5 0.5 0.5 
Metro Metro Retail Stores Group 0.5 0.4 0.3 0.4 
The Generics Pharmacy Robinsons Retail Holdings 0.3 0.4 0.4 0.4 
 Inc     
Generica Generika Group of Cos 0.2 0.3 0.3 0.3 
Landmark Landmark Corp, The 0.5 0.3 0.3 0.3 
Gaisano Grand Mall Gaisano Grand Group of Cos 0.4 0.3 0.3 0.3 
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National Book Store National Book Store Inc 0.3 0.3 0.3 0.3 
Others  72.1 69.6 68.9 69.4 
Total  100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 43 Non-Grocery Retailers LBN Brand Shares: Outlets 2019-2022 

 

sites/outlets 
Brand (GBO) Company (NBO) 2019 2020 2021 2022 
 
The Generics Pharmacy Robinsons Retail Holdings 2,001 2,025 2,030 2,082 
 Inc     
Mercury Drug Mercury Drug Corp 1,196 1,210 1,226 1,244 
Generika Generika Group of Cos 837 844 852 1,069 
Watsons (AS Watson Watsons Personal Care 831 874 911 944 
    Group) Store Philippines Inc     
South Star Drug Robinsons Retail Holdings 519 532 582 592 
 Inc     
Rose Pharmacy Rose Pharmacy Inc 292 297 322 350 
Penshoppe Golden ABC Inc 366 346 310 307 
Executive Optical Executive Optical Inc 196 198 200 245 
    (Cedar Executive      
    Holdings Group)      
National Book Store National Book Store Inc 247 242 238 234 
Ace Hardware (Ace Ace Hardware Philippines 199 206 208 210 
    Hardware Corp) Inc     
Handyman Do It Best Robinsons Retail Holdings 175 177 180 182 
 Inc     
Rusty Lopez Rusty Lopez Enterprises Inc 116 111 159 169 
LCC Liberty Commerical Center 28 28 28 164 
 Inc     
Robinsons Robinsons Retail Holdings 141 141 143 142 
 Inc     
Ideal Vision Ideal Vision Center Inc 133 132 128 142 
Bench Suyen Corp 145 142 140 138 
Abenson (Abenson Inc) Abenson Ventures Inc 132 132 132 133 
Expressions Expressions Stationery 140 130 120 110 
 Shop Inc     
HBC HBC Inc 167 142 124 105 
SM Homeworld (SM Homeworld Shopping Corp 94 97 99 100 
    Retail Inc)      
Others Others 114,647 112,645 109,743 111,012 
Total Total 122,602 120,651 117,875 119,674 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 44 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: Value 2022-
2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
Retail E-Commerce 383,295.0 471,452.8 565,743.4 661,919.8 761,207.7 852,552.7 
Retail Offline 4,679,897.5 4,936,963.6 5,167,400.8 5,369,084.9 5,569,020.7 5,750,879.0 
Retail 5,063,192.5 5,408,416.5 5,733,144.2 6,031,004.6 6,330,228.4 6,603,431.7 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 45 Forecast Sales in Retail by Retail Offline vs Retail E-Commerce: % Value 
Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Retail E-Commerce 23.0 17.3 122.4 
Retail Offline 5.5 4.2 22.9 
Retail 6.8 5.5 30.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 46 Forecast Sales in Retail Offline by Channel: Value 2022-2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
Direct Selling 66,028.4 67,591.4 68,658.1 69,380.4 69,867.1 70,193.8 
Vending 64.4 69.5 76.1 82.9 90.4 98.5 
Non-Grocery Retailers 1,597,287.5 1,720,601.9 1,826,474.0 1,914,349.6 2,010,078.6 2,097,816.7 
Grocery Retailers 3,016,517.2 3,148,700.9 3,272,192.5 3,385,271.9 3,488,984.5 3,582,770.0 
Retail Offline 4,679,897.5 4,936,963.6 5,167,400.8 5,369,084.9 5,569,020.7 5,750,879.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms 

 

 

Table 47 Forecast Sales in Retail Offline by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
Direct Selling 2.4 1.2 6.3 
Vending 7.9 8.9 53.0 
Non-Grocery Retailers 7.7 5.6 31.3 
Grocery Retailers 4.4 3.5 18.8 
Retail Offline 5.5 4.2 22.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 48 Forecast Retail Offline Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
Non-Grocery Retailers 119,674.0 120,701.0 121,692.0 122,646.0 123,618.0 124,690.0 
Grocery Retailers 1,379,465.0 1,420,813.0 1,459,148.0 1,491,264.0 1,518,153.0 1,540,989.0 
Retail Offline 1,499,139.0 1,541,514.0 1,580,840.0 1,613,910.0 1,641,771.0 1,665,679.0 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 49 Forecast Retail Offline Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Non-Grocery Retailers 0.9 0.8 4.2 
Grocery Retailers 3.0 2.2 11.7 
Retail Offline 2.8 2.1 11.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 50 Forecast Sales in Retail E-Commerce by Product: Value 2022-2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
- Other Products E- 58,736.3 50,168.8 96,056.1 150,202.9 203,433.5 247,598.7 
    Commerce       
- Home Products E- 39,738.9 42,775.6 46,598.9 50,130.3 54,047.9 58,715.4 
    Commerce       
- Foods E-Commerce 73,847.1 125,633.8 134,626.7 144,105.3 153,227.6 161,824.5 
- Drinks and Tobacco E- 2,671.9 3,605.9 4,131.9 4,660.5 5,157.9 5,706.2 
    Commerce       
- Appliances and 112,653.5 132,308.6 150,619.0 166,582.5 187,091.3 204,823.0 
    Electronics E-Commerce       
- Health and Beauty E- 25,665.2 29,772.9 34,327.0 38,222.7 43,217.8 48,361.7 
    Commerce       
- Fashion E-Commerce 69,982.1 87,187.3 99,383.8 108,015.6 115,031.7 125,523.2 
Retail E-Commerce by 383,295.0 471,452.8 565,743.4 661,919.8 761,207.7 852,552.7 
    Product       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Forecast value data in constant terms 
Note 2: Vending data captures vending systems installed in public and semi-captive environments only. For 

further details refer to definitions. 

 

 

Table 51 Forecast Sales in Retail E-Commerce by Product: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Products E-Commerce -14.6 33.3 321.5 
- Home Products E-Commerce 7.6 8.1 47.8 
- Foods E-Commerce 70.1 17.0 119.1 
- Drinks and Tobacco E-Commerce 35.0 16.4 113.6 
- Appliances and Electronics E-Commerce 17.4 12.7 81.8 
- Health and Beauty E-Commerce 16.0 13.5 88.4 
- Fashion E-Commerce 24.6 12.4 79.4 
Retail E-Commerce by Product 23.0 17.3 122.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Note: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

 

 

Table 52 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-2027 

 

 2022 2023 2024 2025 2026 2027 
 
Value sales PHP million 3,016,517.2 3,148,700.9 3,272,192.5 3,385,271.9 3,488,984.5 3,582,770.0 
Outlets 1,379,465.0 1,420,813.0 1,459,148.0 1,491,264.0 1,518,153.0 1,540,989.0 
Selling Space '000 sq m 17,523.6 17,971.8 18,386.6 18,773.9 19,133.2 19,395.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 53 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales PHP million 4.4 3.5 18.8 
Outlets 3.0 2.2 11.7 
Selling Space '000 sq m 2.6 2.1 10.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 54 Forecast Sales in Grocery Retailers by Channel: Value 2022-2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 1,979,250.0 2,058,420.1 2,134,581.7 2,202,888.4 2,264,569.2 2,321,183.3 
- Foods/Drink/Tobacco 121,733.0 119,853.0 117,873.0 115,789.0 113,624.0 110,783.3 
    Specialists       
- Warehouse Clubs 52,536.1 57,620.2 61,131.7 64,657.1 68,196.3 71,749.4 
- Discounters 3,597.0 3,861.4 4,121.5 4,318.8 4,458.3 4,643.3 
- Hypermarkets 187,859.6 195,490.5 201,526.7 207,320.5 212,464.0 216,713.0 
- Supermarkets 595,840.0 632,742.9 667,367.7 699,968.3 730,795.4 758,973.6 
-- Forecourt Retailers 3,061.5 3,299.0 3,531.6 3,757.9 3,976.9 4,187.6 
-- Convenience Stores 72,640.0 77,413.8 82,058.7 86,571.9 90,900.5 94,536.5 
- Convenience Retailers 75,701.5 80,712.8 85,590.2 90,329.8 94,877.4 98,724.1 
Grocery Retailers 3,016,517.2 3,148,700.9 3,272,192.5 3,385,271.9 3,488,984.5 3,582,770.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 55 Forecast Sales in Grocery Retailers by Channel: % Value Growth 2022-2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers 4.0 3.2 17.3 

 

Data removed from sample 

 

 

Data removed from sample 

 

 

 

 

 

Data removed from sample 

 

 

 

Data removed from sample 

 



R E T A I L  E - C O M M E R C E  I N  T H E  P H I L I P P I N E S  P a s s p o r t  31 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

- Foods/Drink/Tobacco Specialists -1.5 -1.9 -9.0 
- Warehouse Clubs 9.7 6.4 36.6 
- Discounters 7.3 5.2 29.1 
- Hypermarkets 4.1 2.9 15.4 
- Supermarkets 6.2 5.0 27.4 
-- Forecourt Retailers 7.8 6.5 36.8 
-- Convenience Stores 6.6 5.4 30.1 
- Convenience Retailers 6.6 5.5 30.4 
Grocery Retailers 4.4 3.5 18.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 56 Forecast Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Small Local Grocers 1,365,000.0 1,405,950.0 1,443,911.0 1,475,677.0 1,502,239.0 1,524,772.0 
- Foods/Drink/Tobacco 5,569.0 5,622.0 5,671.0 5,715.0 5,756.0 5,791.0 
    Specialists       
- Warehouse Clubs 31.0 34.0 36.0 38.0 40.0 42.0 
- Discounters 72.0 76.0 80.0 83.0 85.0 88.0 
- Hypermarkets 481.0 491.0 501.0 509.0 518.0 524.0 
- Supermarkets 2,432.0 2,552.0 2,665.0 2,773.0 2,875.0 2,971.0 
-- Forecourt Retailers 507.0 520.0 532.0 544.0 554.0 564.0 
-- Convenience Stores 5,373.0 5,568.0 5,752.0 5,925.0 6,086.0 6,237.0 
- Convenience Retailers 5,880.0 6,088.0 6,284.0 6,469.0 6,640.0 6,801.0 
Grocery Retailers 1,379,465.0 1,420,813.0 1,459,148.0 1,491,264.0 1,518,153.0 1,540,989.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 57 Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Small Local Grocers 3.0 2.2 11.7 
- Foods/Drink/Tobacco Specialists 1.0 0.8 4.0 
- Warehouse Clubs 9.7 6.3 35.5 
- Discounters 5.6 4.1 22.2 
- Hypermarkets 2.1 1.7 8.9 
- Supermarkets 4.9 4.1 22.2 
-- Forecourt Retailers 2.6 2.2 11.2 
-- Convenience Stores 3.6 3.0 16.1 
- Convenience Retailers 3.5 3.0 15.7 
Grocery Retailers 3.0 2.2 11.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 58 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2022-
2027 

 

 2022 2023 2024 2025 2026 2027 
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Value sales PHP million 1,597,287.5 1,720,601.9 1,826,474.0 1,914,349.6 2,010,078.6 2,097,816.7 
Outlets 119,674.0 120,701.0 121,692.0 122,646.0 123,618.0 124,690.0 
Selling Space '000 sq m 27,660.1 28,449.7 29,133.1 29,728.4 30,279.4 30,813.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms 

 

 

Table 59 Non-Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2022-2027 

 

% growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
Value sales PHP million 7.7 5.6 31.3 
Outlets 0.9 0.8 4.2 
Selling Space '000 sq m 2.9 2.2 11.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note: Forecast value data in constant terms 

 

 

Table 60 Forecast Sales in Non-Grocery Retailers by Channel: Value 2022-2027 

 

PHP million 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 198,392.0 210,679.2 219,106.3 216,851.2 222,951.9 227,458.5 
    Retailers       
- Leisure and Personal 71,209.6 72,717.0 74,101.0 75,376.6 76,558.6 77,632.6 
    Goods Specialists       
- Health and Beauty 396,465.6 416,853.0 436,489.8 455,474.1 473,004.9 489,423.2 
    Specialists       
- Home Products 404,337.7 437,102.0 469,429.8 501,014.2 531,879.1 564,177.5 
    Specialists       
- Appliances and 263,618.0 288,174.0 306,383.0 318,638.0 329,791.0 339,685.0 
    Electronics Specialists       
- Apparel and Footwear 117,895.0 128,682.0 135,221.6 143,193.5 154,220.0 160,456.2 
    Specialists       
- General Merchandise 145,369.7 166,394.6 185,742.4 203,802.0 221,673.2 238,983.7 
    Stores       
Non-Grocery Retailers 1,597,287.5 1,720,601.9 1,826,474.0 1,914,349.6 2,010,078.6 2,097,816.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Forecast value data in constant terms 

 

 

Table 61 Forecast Sales in Non-Grocery Retailers by Channel: % Value Growth 2022-
2027 

 

% constant value growth, retail value rsp excl sales tax 
 
 2022/2023 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers 6.2 2.8 14.7 
- Leisure and Personal Goods Specialists 2.1 1.7 9.0 
- Health and Beauty Specialists 5.1 4.3 23.4 
- Home Products Specialists 8.1 6.9 39.5 
- Appliances and Electronics Specialists 9.3 5.2 28.9 
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- Apparel and Footwear Specialists 9.1 6.4 36.1 
- General Merchandise Stores 14.5 10.5 64.4 
Non-Grocery Retailers 7.7 5.6 31.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 62 Forecast Non-Grocery Retailers Outlets by Channel: Units 2022-2027 

 

outlet 
 2022 2023 2024 2025 2026 2027 
 
- Other Non-Grocery 57,146.0 56,118.0 55,220.0 54,447.0 53,793.0 53,255.0 
    Retailers       
- Leisure and Personal 3,923.0 3,916.0 3,908.0 3,904.0 3,902.0 3,899.0 
    Goods Specialists       
- Health and Beauty 11,255.0 11,722.0 12,157.0 12,581.0 12,989.0 13,434.0 
    Specialists       
- Home Products 21,718.0 22,617.0 23,470.0 24,275.0 25,033.0 25,806.0 
    Specialists       
- Appliances and 10,640.0 10,888.0 11,060.0 11,170.0 11,268.0 11,353.0 
    Electronics Specialists       
- Apparel and Footwear 13,870.0 14,298.0 14,698.0 15,073.0 15,422.0 15,731.0 
    Specialists       
- General Merchandise 1,122.0 1,142.0 1,179.0 1,196.0 1,211.0 1,212.0 
    Stores       
Non-Grocery Retailers 119,674.0 120,701.0 121,692.0 122,646.0 123,618.0 124,690.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 63 Forecast Non-Grocery Retailers Outlets by Channel: % Unit Growth 2022-2027 

 

% unit growth 
 2022/23 2022-27 CAGR 2022/27 Total 
 
- Other Non-Grocery Retailers -1.8 -1.4 -6.8 
- Leisure and Personal Goods Specialists -0.2 -0.1 -0.6 
- Health and Beauty Specialists 4.1 3.6 19.4 
- Home Products Specialists 4.1 3.5 18.8 
- Appliances and Electronics Specialists 2.3 1.3 6.7 
- Apparel and Footwear Specialists 3.1 2.6 13.4 
- General Merchandise Stores 1.8 1.6 8.0 
Non-Grocery Retailers 0.9 0.8 4.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

 

DISCLAIMER 
Forecast closing date: 13 February 2023 

Report closing date: 8 March 2023 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2022 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 
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strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 
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