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RETAILING IN THE PHILIPPINES - 
INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Retailing in 2021: The big picture 

In 2021, COVID-19 cases continued to rise in the Philippines with different levels of 

quarantine measures being implemented from time to time. Retailing players within schools, 

offices, and commercial clusters have remained affected by varying mobility restrictions, whilst 

face-to-face learning is suspended, office workers remain advised to work remotely, and malls 

and dining establishments have capacity limits. Despite ongoing restrictions and continuing fear 

of the virus, Filipinos are learning to live with the virus and starting to spend more time outside 

the house again. This is because people want a change of scenery, struggle to work from home, 

understand how best to protect themselves and others from the virus (using a face mask or 

shield), and are more confident that retailing and foodservices spaces have the necessary 

health measures in place. The government continues to devise new measures and alert levels 

that can be adjusted to become the standard levels in the coming years. The highest alert level 

(also known as enhanced community quarantine) will force non-essential retailing stores to 

close, whilst essential stores will be allowed to operate albeit under limited opening hours and 

other restrictions.  

Only a few retailing channels will experience consistent growth during the pandemic. Such 

channels are drugstores/parapharmacies, chemists/pharmacies, and e-commerce. The first two 

have benefitted from being classified as essential (and therefore have been permitted to remain 

open throughout the pandemic years) as well as their health and OTC medication product 

offerings. The latter has benefitted from its offering of convenience and perceived safety. Other 

categories, such as supermarkets, saw a spike in sales in 2020 that they were unable to sustain 

in 2021. With more categories seeing a decline than increase in 2021, overall retailing will see 

negative value growth, albeit at a slower rate than in the previous year.  

Aiding the normalisation of sales is the gradual reopening of the economy. The government is 

striving to find the balance between ensuring its citizen’s safety and health with their finances 

and livelihoods. Initiatives such as the “Safety Seal” programme and the “Bakuna bubble” 

(vaccine bubble) were designed to help impacted areas of the retail industry recover and 

survive. Thus, the economy will record growth in 2021, (even with deceleration in the third 

quarter due to additional lockdown measures) though the real recovery is not set to happen until 

2022 or 2023.  

 

E-commerce further accelerates as convenience and safety remain 
important 

E-commerce has had presence in the Philippines for a few years, but its sales hold a 

noticeably lower share of overall retailing than in its neighbouring Southeast Asian markets 

because Filipinos are strongly accustomed to shopping via in-store retailing channels. Shopping 

in malls, for example, is a common part of Filipino leisure time and is used for family bonding 

and individual enjoyment. This culture is something that e-commerce cannot replicate and thus 

the channel faces disadvantages against in-store retailing. However, the onset of the pandemic 

forced Filipinos to adopt e-commerce out of necessity. In 2021, safety and convenience remain 

more important than entertainment and leisure and thus the channel continues to grow. 
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Given the channel’s rising share, e-commerce is now a must for retailers in the Philippines. 

Major retailers, such as SM Retail, Robinsons Retail Holdings, and SSI Group, have the 

capacity to build their own website and develop their own logistics, and are thus seeing success 

from this. However, to reach the widest audience, they also take advantage of partnerships with 

third party e-commerce websites such as Shopee and Lazada. The third party platforms also 

create opportunities for smaller players to sell products online as they bring such brands to the 

attention of consumers that these retailers wouldn’t have otherwise reached. 

 

Easily accessible community stores continue to gain relevance 

Prior to the pandemic, community stores (or stores situated in nearby communities and 

neighbourhoods as opposed to mall-based stores), had been growing in number in the 

Philippines. This trend was particularly driven by Alfamart - a minimart that is a hybrid between a 

supermarket and a convenience store. However, the pandemic accelerated the trend of 

shopping in these stores as consumers looked for the most convenient ways to complete their 

shopping trips. Most consumers wanted to stay close to their homes when shopping (to avoid 

unnecessary time outside the home and potential exposure to COVID-19), thus community 

stores gained sales. Retailers with outlets present in other channels, such as Watsons and Ace 

Hardware, found the most notable success from their community stores since they held the 

advantage of being more accessible to consumers as well as having brand-name recognition. 

This trend is expected to continue in the coming years with big-box home improvement retailers 

like Wilcon Depot and AllHome also looking into this channel for further development. 

 

What next for retailing? 

The pandemic has significantly changed the retailing landscape in the Philippines with many 

new shopping behaviours set to linger over the forecast period. Heightened customer 

experience (when in-store), good service, quality products, convenience, safety, and cleanliness 

are now integral factors in helping Filipinos choose where to shop. Even when shopping online, 

consumers are likely to consider safety (in terms of delivery and handling of products) as an 

important factor. Consumers may also be more aware of the importance of sustainability and 

social responsibility, leading retailers to invest in developing their manufacturing processes, 

sourcing, and their ethos.  

With COVID-19 still around in 2022, albeit to a lesser extent, it is possible that retailing will 

record growth as purchasing behaviour starts normalising. Essential categories like grocery 

retailers and health specialist retailers will continue benefitting from increased in demand. 

However, some categories are unlikely to fully recover to pre-pandemic levels within the 

forecast period, namely the non-essential categories like apparel and footwear specialist 

retailers, beauty specialist retailers, and department stores.  

The middle- to upper-class consumer base will continue to be the drivers of the economy in 

the coming years as such consumers have proven more resilient to the financial impact of the 

pandemic. Also, given that travel and tourism will be one of the last things to recover, they are 

likely to divert spending save for travel to fast-moving consumer goods instead. On the other 

hand, lower-income earners will be more budget constrained as they were more likely to suffer 

job losses and business closures. This has weakened their general spending and may force 

retailers targeting this group to adapt their business strategy.  

However, the main feature of the forecast period is likely to be the rise of e-commerce and 

cashless payments. These factors are predicted to be the key drivers for growth in the 

Philippines with consumers having become more accustomed to such transactions during the 

pandemic lockdowns. It is however unlikely that retailing will shift entirely online. Instead, the 

rise of e-commerce will pave the way to omnichannel retailing. In this way, the in-store 
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experience will remain relevant to Filipino consumers whilst they also benefit from the 

convenience of online shopping. 

 

 

OPERATING ENVIRONMENT 
 

Informal retailing 

 

▪ Sari-sari stores made up most informal retailers in the Philippines with these and carinderias 

(small eateries) the worst hit by pandemic in 2020. Even though these informal retailers were 

exempt from the mandated lockdown (due to their essential nature), government regulations 

in terms of social activity had an adverse effect. As such, some sari-sari stores and 

carinderias ceased operations or temporarily closed during lockdown (March-May) due to low 

foot traffic. Furthermore, these informal retailers also struggled with procuring goods to sell, 

especially goods considered essential by consumers. However, with restrictions gradually 

relaxing, sari-sari stores are on track to see a recovery in 2021. 

▪ Online stores had already been increasing before the pandemic, but the numbers accelerated 

at an even faster pace in 2020 and 2021 as more consumers turned to e-commerce. With the 

popularity of e-commerce websites, Lazada and Shopee, more and more Filipino 

entrepreneurs set up stores online. While Lazada requires documents proving that the 

business is registered, Shopee accepts “No label / marketplace sellers”, which are not 

required to submit business registration documents. However, the growth of online stores 

does not necessarily translate to a higher number of informal retailers, as the government has 

encouraged these online businesses to officially register. 

▪ More informal retailers may have registered their online stores with the Bureau of Internal 

Revenue (BIR) during the pandemic, therefore lowering the number of informal retailers. 

Notably, registration with the BIR allows owners to qualify for financial aid during a crisis. 

Thus, the COVID-19 pandemic has proved a strong incentive to register. Furthermore, the 

Department of Trade and Industry (DTI) started encouraging the registration of online 

businesses to ensure consumer protection and to build trust and confidence in the use of 

online platforms in the Philippines. In fact, during the lockdown period in March-May 2020, the 

department recorded a triple-digit increase in the number of business names registered. 

Therefore, the number of informal retailers may have lowered during the last couple of years. 

 

Opening hours 

 

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

these centres’ operating hours, normally from 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. 

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

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

on the lockdown level and the local governments curfew restrictions. 

▪ During the Enhanced Community Quarantine (ECQ), non-essential stores were required to 

close. Stores inside shopping malls that were considered essential (such as supermarkets or 

drugstores/parapharmacies) operated under shortened hours, ranging from 9.00-19.00hrs, 

8.00-17.00hrs, or 8.30-18.30hrs. Likewise, convenience stores remained mostly opened, but 

operating hours were again limited for some stores based on curfews implemented at the 
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local level. Only a minimal number of 7-Eleven stores remained open for 24-hours. While 

some chemists/pharmacies and drugstores/parapharmacies, such as Mercury Drug, and 

Metro hypermarkets had 24-hour opening pre-lockdown, under the ECQ these retailers were 

also forced to abide by limited store hours, ranging from 7.00-17.00 or 19.00hrs. 

▪ Under the Modified Enhanced Community Quarantine (MECQ) closing hours were extended 

for an additional one to two hours. Stores inside shopping malls typically operated from 10.00- 

18.00hrs, or 11.00-20.00hrs. 

▪ When the General Community Quarantine (GCQ) was announced, closing hours were again 

extended. Stores inside shopping malls could then operate from 10.00-19.30hrs, or 11.00-

19.30hrs. However, even with these loosening restrictions, convenience stores like 7-Eleven 

still did not operate with a 24-hour opening for all their stores. 

▪ When the Philippines entered the Modified General Community Quarantine (MGCQ), there 

were no clear guidelines, and retailers usually operated under the same opening hour 

restrictions as under the GCQ. During this time, there was a change in terms of the number of 

people allowed to go inside a store at one time.  

▪ Opening hours are expected to go back to normal or to the original pre-lockdown operating 

hours in the forecast period with an “alert level system” in place rather than the quarantine 

system. 

 

Summary 1 Standard Opening Hours by Channel Type 2021 

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-

21.00hrs 

Hypermarket

s 

No 08.00-

21.00hrs 

08.00-

22.00hrs 

08.00-

22.00hrs 

08.00-

21.00hrs 

Convenience 

Stores 

Yes 01.00-

24.00hrs 

01.00-

24.00hrs 

01.00-

24.00hrs 

01.00-

24.00hrs 

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

 

 

Physical retail landscape 

 

▪ Shopping centres remain the primary shopping destinations in the Philippines, despite being 

mandated to have limited operation during quarantine periods. Essential retailers like 

supermarkets and drugstores/parapharmacies remained open in shopping centres so they still 

experienced foot traffic in 2021. Most retail stores, especially non-grocery specialists, are in 

shopping centres.  

▪ Although most shopping centres remain largely indoor premises, some operators, particularly 

Ayala Malls, have incorporated outdoor and green spaces. Several shopping centre 

developers are also starting to integrate offices, hotels, and even residential spaces into their 

developments.  

▪ Retail establishments outside shopping centres were also affected by the limited operation 

mandate, such as convenience stores. Such retailers had to follow the local government unit’s 

set curfew. Grocery retailers can be found in both shopping centres and as stand-alone 

outlets.  
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▪ Expansion was delayed by most retailers in 2020 due to the economic pressure of COVID-19 

but is recommencing in 2021. For example, in shopping malls, SM Retail will open three new 

outlets in 2021 and Ali Mall will expand its outlet in Metro Manila, Cavite. Convenience stores, 

like Alfamart, continued to penetrate communities in provincial regions to introduce 

consumers to modern retail. This is showing that there are increasingly opportunities in the 

countryside and outside the key urban city regions. 

▪ Shopping centres will likely continue to be the primary shopping retail destination in the 

forecast period. Once restrictions are loosened, consumers are expected to return to 

shopping centres since they serve as one-stop locations which fulfil several needs, including 

dining, entertainment, transportation, and shopping. Furthermore, shopping centres such as 

SM, Robinsons and Vista Malls were quick to adapt to safety and health protocols, which will 

strengthen consumer trust in returning to such destinations in the forecast period. 

▪ However, mall vacancy rates are set to continue rising in the forecast period in the 

Philippines. The pandemic has accelerated e-commerce in the country, with both consumers 

and retailers turning towards e-commerce platforms and social media channels. Therefore, 

the move to e-commerce will impact store-based retailers in the forecast period. 

▪ Modern retailers have been expanding outside Metro Manila in recent years. The forecast 

period is expected to see mid-tier cities in the provinces develop as retail hubs. This will 

significantly intensify the competition faced by traditional and informal retailers. Consumers in 

the provinces, meanwhile, will be provided with a more diverse and convenient range of 

shopping options. 

 

Cash and carry 

 

▪ Cash and carry remained a negligible channel in the Philippines in 2020 as wholesale buying 

no longer appeals to consumers due to the availability of other options. 

▪ No new cash and carry outlets were launched over the review period and there are unlikely to 

be any launched in the future due to the prevalence of other more attractive retail formats. 

Supermarkets and hypermarkets continue to increase in number and offer consumers 

competitive prices and perks. Similarly, warehouse clubs also continue to grow, and offer an 

extensive selection of imported goods. 

 

Seasonality 

 

Christmas 

▪ Date: 25 December. 

▪ Shopping season: September-December 

▪ Primary products bought: Fresh food for family meals, Christmas-themed apparel and 

homewares and individual gifts for all ages, with an emphasis on toys, games and apparel for 

children. 

▪ Retailer strategy: Despite the COVID-19 pandemic, high peak season would still be 

September to December as shopping for gifts during holidays is embedded in Filipino culture. 

Therefore, retailers start promotions for Christmas shopping in the Philippines in September, 

which then last until the early weeks of January. Promotions include several sales periods, 

including shopping centre-wide sales, midnight sales, warehouse sales and holiday sales, 

which become increasingly prevalent as Christmas Day approaches. To attract footfall, 

shopping centres often offer free parking and entertainment. With the rising popularity of 

digital retailing in 2020, online sales and flash sales continued to strongly emerge. Aside from 
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these, Christmas bazaars are also held across the country selling food and non-food items 

and promoting local businesses. Consumers of all ages are targeted, although children are 

often the focus when shopping as they are the ones who are given the most gifts. However, a 

decline may have been experienced in 2020 in comparison to 2019, since consumers usually 

rely on their holiday bonuses and/or 13th month pay in December for holiday shopping, but 

some companies gave these out earlier in 2020 to help employees cope with lockdown.  

 

Back to School 

▪ Date: Typically, 13 June (but private schools may deviate, with dates ranging from the first 

Monday of June until the last day of August). However, the pandemic has led to delays. In 

2020, the Department of Education postponed opening classes until October and in 2021 

most schools opened in August. From 2022, the back-to-school dates are likely to become 

more standardised again  

▪ Shopping season: Typically, mid-April to mid-June but the season has been delayed and 

spread out during the last couple of years 

▪ Primary products bought: Typically, school supplies, personal accessories as well as apparel 

and footwear for children and young adults. However, due to online learning in 2020, a lesser 

expense on new apparel and footwear for school is expected, as well as school materials 

since most activities have shifted online. On the other hand, a spike in demand for consumer 

electronic devices is expected, especially for laptops and tablets due to the online learning 

mandates 

▪ Retailer strategy: Retailers run back-to-school promotions from as early as mid-April for 

school-related items such as school and office supplies, apparel and footwear, and bags. 

However, other retailers also take advantage of the season to run promotions for personal 

care products, household goods and consumer electronics. Shopping centres implement 

sales to attract footfall and encourage consumers to shop for other items. 

 

Payments and delivery 

 

▪ Although cash continues to be the primary method of payment amongst consumers in the 

Philippines, the pandemic has accelerated the adoption of digital payment methods. This 

trend has been verified by the central bank, Bangko Sentral ng Pilipinas (BSP). BSP now 

offers two digital payment systems, including InstaPay and PESONet. The InstaPay platform 

for example, recorded a six-digit percentage increase in terms of number of transactions in 

April 2020 compared to April 2018. 

▪ While cash on delivery (COD) was the primary method of payment for e-commerce, the use of 

COD is projected to decline in 2021 as consumers continue opting for more contactless 

transactions. The COVID-19 pandemic is largely responsible for pushing this shift, as more 

consumers became fearful of contracting the virus through physical exchanges. Furthermore, 

the use of mobile wallets (such as GCash) have become significantly more popular in the last 

couple of years and are boosting digital payments. 

▪ With the surge of e-commerce retailing, most retailers are now focusing on achieving same-

day delivery to compete with e-commerce. Quick delivery has become a key competitive 

advantage. Some retailers are strengthening their own delivery fleets, while others are using 

third party companies like Transportify and Mober.  

▪ BSP predicts that digital payments may account for half the total transactions by 2023, as it 

focuses on digitalising payment options and widening accessibility. 
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Emerging business models 

 

▪ Click & collect emerged as a popular model amongst large retailers such as SM Retail and 7-

Eleven even before the lockdown. In 2020 and 2021, click & collect continued to gain 

popularity (with variations such as call & collect, or curb side pick-up) as some retailers were 

still not ready to offer an end-to-end e-commerce experience with delivery. Furthermore, 

some consumers tend to prefer picking up items themselves, to avoid waiting for delivery. 

Drive through is also being explored by retail stores, despite previously only being a staple 

service in foodservice. For example, the convenience store 7-Eleven is offering drive through 

shopping on a trial basis, although its ready-to-eat meals are currently the main offerings. 

Such services continue to strengthen the omnichannel retailing experience in the Philippines. 

▪ Another store-based retailer reaction to the boom of online shopping is the offering of a 

personal shopper service. This service pairs a consumer with a dedicated shopper. This 

service gives a sense of human touch to consumers, especially since e-commerce is just 

starting to take off, and consumers still look for guidance in online shopping. Therefore, the 

personal shopper emerged as a happy medium to many consumers during the pandemic.  

▪ Online grocery shopping has also taken off, which has also led to the launch of an innovative 

concept in the Philippines - dark grocery. 2020 welcomed several new players in online 

grocery as the pandemic forced consumers to adapt to online shopping, even for their 

essentials like groceries. Therefore, retailers are looking into ways to take advantage of this 

booming trend. For example, in 2020, foodpanda together with MerryMart Consumer Corp 

launched the first dark grocery concept in the Philippines, The PandaMart. The PandaMart 

was launched at the end of 2020, and it exclusively offers online grocery shopping with quick 

delivery. 

 

 

MARKET DATA 
 

Table 1 Sales in Retailing by Store-based vs Non-Store: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 2,424,31 2,576,36 2,745,55 2,899,81 2,468,99 2,279,95 
 0.9 0.9 2.2 9.2 6.1 1.3 
Non-Store Retailing 93,462.8 118,915.4 152,595.9 204,604.5 267,985.8 353,920.5 
Retailing 2,517,77 2,695,27 2,898,14 3,104,42 2,736,98 2,633,87 
 3.6 6.3 8.1 3.7 1.9 1.8 

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

 

 

Table 2 Sales in Retailing by Store-based vs Non-Store: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Store-Based Retailing -7.7 -1.2 -6.0 
Non-Store Retailing 32.1 30.5 278.7 
Retailing -3.8 0.9 4.6 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 3 Sales in Store-based Retailing by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
Grocery Retailers 868,464.0 922,624.5 988,267.5 1,029,00 1,048,91 980,651.9 
    7.1 8.3  
Non-Grocery Specialists 1,296,85 1,377,03 1,458,39 1,556,40 1,238,46 1,135,56 
 9.0 3.6 2.8 8.3 6.4 7.8 
Mixed Retailers 258,987.9 276,702.8 298,891.9 314,403.8 181,611.4 163,731.5 
Luxury Retailing 6,613.0 6,905.9 7,326.5 7,797.8 4,641.1 3,971.3 
Off-Price Retailing - - - - - - 
Store-Based Retailing 2,424,31 2,576,36 2,745,55 2,899,81 2,468,99 2,279,95 
 0.9 0.9 2.2 9.2 6.1 1.3 

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

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 4 Sales in Store-based Retailing by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Grocery Retailers -6.5 2.5 12.9 
Non-Grocery Specialists -8.3 -2.6 -12.4 
Mixed Retailers -9.8 -8.8 -36.8 
Luxury Retailing -14.4 -9.7 -39.9 
Off-Price Retailing - - - 
Store-Based Retailing -7.7 -1.2 -6.0 

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

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 5 Store-based Retailing Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
Grocery Retailers 35,756.0 36,512.0 37,388.0 37,826.0 38,564.0 39,314.0 
Non-Grocery Specialists 117,644.0 118,680.0 119,977.0 123,202.0 121,324.0 119,149.0 
Mixed Retailers 925.0 951.0 1,061.0 1,123.0 1,143.0 1,141.0 
Luxury Retailing 48.0 47.0 42.0 40.0 36.0 36.0 
Off-Price Retailing - - - - - - 
Store-Based Retailing 154,325.0 156,143.0 158,426.0 162,151.0 161,031.0 159,604.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 6 Store-based Retailing Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Grocery Retailers 1.9 1.9 10.0 
Non-Grocery Specialists -1.8 0.3 1.3 
Mixed Retailers -0.2 4.3 23.4 
Luxury Retailing 0.0 -5.6 -25.0 
Off-Price Retailing - - - 
Store-Based Retailing -0.9 0.7 3.4 

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

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

 

 

Table 7 Sales in Non-Store Retailing by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
Direct Selling 59,289.0 66,107.0 72,255.0 76,020.6 70,082.0 67,361.2 
Homeshopping 1,167.1 1,219.1 1,264.5 1,180.4 496.5 141.1 
Vending 72.1 71.6 71.4 71.2 42.2 46.2 
E-Commerce (Goods) 32,934.6 51,517.7 79,005.0 127,332.3 197,365.0 286,372.0 
Non-Store Retailing 93,462.8 118,915.4 152,595.9 204,604.5 267,985.8 353,920.5 

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. 

Note 2: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 
category is already accounted for within e-commerce (goods). 

 

 

Table 8 Sales in Non-Store Retailing by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Direct Selling -3.9 2.6 13.6 
Homeshopping -71.6 -34.5 -87.9 
Vending 9.5 -8.5 -35.9 
E-Commerce (Goods) 45.1 54.1 769.5 
Non-Store Retailing 32.1 30.5 278.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Note 1: Vending data captures vending systems installed in public and semi-captive environments only. For 
further details refer to definitions. 

Note 2: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 
category is already accounted for within e-commerce (goods). 

 

 

Table 9 Grocery Retailers: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 868,464.0 922,624.5 988,267.5 1,029,00 1,048,91 980,651.9 
    7.1 8.3  
Outlets 35,756.0 36,512.0 37,388.0 37,826.0 38,564.0 39,314.0 
Selling Space '000 sq m 4,699.9 5,030.3 5,438.7 5,663.4 5,828.1 6,125.8 

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

 

 

Table 10 Grocery Retailers: Value Sales, Outlets and Selling Space: % Growth 2016-
2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -6.5 2.5 12.9 
Outlets 1.9 1.9 10.0 
Selling Space '000 sq m 5.1 5.4 30.3 

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

 

 

Table 11 Sales in Grocery Retailers by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
-- Convenience Stores 43,884.8 51,310.9 61,134.5 73,880.7 63,453.0 60,281.1 
-- Discounters 2,581.9 2,800.0 3,108.0 3,251.0 3,569.6 3,345.5 
-- Forecourt Retailers 2,789.5 3,163.5 3,653.3 3,853.4 2,941.6 2,740.8 
-- Hypermarkets 137,843.2 147,954.8 164,369.7 171,629.1 180,615.0 161,995.4 
-- Supermarkets 454,389.1 478,152.7 503,957.3 528,784.5 555,150.4 505,624.4 
- Modern Grocery 641,488.5 683,381.9 736,222.8 781,398.6 805,729.6 733,987.2 
    Retailers       
- Traditional Grocery 226,975.5 239,242.7 252,044.7 247,608.5 243,188.7 246,664.8 
    Retailers       
Grocery Retailers 868,464.0 922,624.5 988,267.5 1,029,00 1,048,91 980,651.9 
    7.1 8.3  

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

 

 

Table 12 Sales in Grocery Retailers by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Convenience Stores -5.0 6.6 37.4 
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-- Discounters -6.3 5.3 29.6 
-- Forecourt Retailers -6.8 -0.4 -1.7 
-- Hypermarkets -10.3 3.3 17.5 
-- Supermarkets -8.9 2.2 11.3 
- Modern Grocery Retailers -8.9 2.7 14.4 
- Traditional Grocery Retailers 1.4 1.7 8.7 
Grocery Retailers -6.5 2.5 12.9 

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

 

 

Table 13 Grocery Retailers Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
-- Convenience Stores 2,949.0 3,321.0 3,754.0 4,315.0 4,659.0 4,988.0 
-- Discounters 30.0 35.0 42.0 47.0 59.0 65.0 
-- Forecourt Retailers 446.0 486.0 542.0 555.0 531.0 521.0 
-- Hypermarkets 290.0 334.0 400.0 430.0 450.0 476.0 
-- Supermarkets 1,832.0 1,933.0 2,054.0 2,146.0 2,226.0 2,334.0 
- Modern Grocery 5,547.0 6,109.0 6,792.0 7,493.0 7,925.0 8,384.0 
    Retailers       
- Traditional Grocery 30,209.0 30,403.0 30,596.0 30,333.0 30,639.0 30,930.0 
    Retailers       
Grocery Retailers 35,756.0 36,512.0 37,388.0 37,826.0 38,564.0 39,314.0 

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

 

 

Table 14 Grocery Retailers Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Convenience Stores 7.1 11.1 69.1 
-- Discounters 10.2 16.7 116.7 
-- Forecourt Retailers -1.9 3.2 16.8 
-- Hypermarkets 5.8 10.4 64.1 
-- Supermarkets 4.9 5.0 27.4 
- Modern Grocery Retailers 5.8 8.6 51.1 
- Traditional Grocery Retailers 0.9 0.5 2.4 
Grocery Retailers 1.9 1.9 10.0 

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

 

 

Table 15 Non-Grocery Specialists: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 1,296,85 1,377,03 1,458,39 1,556,40 1,238,46 1,135,56 
 9.0 3.6 2.8 8.3 6.4 7.8 
Outlets 117,644.0 118,680.0 119,977.0 123,202.0 121,324.0 119,149.0 
Selling Space '000 sq m 21,093.6 21,561.5 22,249.3 23,390.0 23,297.5 23,304.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 16 Non-Grocery Specialists: Value Sales, Outlets and Selling Space: % Growth 
2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -8.3 -2.6 -12.4 
Outlets -1.8 0.3 1.3 
Selling Space '000 sq m 0.0 2.0 10.5 

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

 

 

Table 17 Sales in Non-Grocery Specialists by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Apparel and Footwear 154,059.1 165,809.1 173,986.9 186,027.1 99,874.8 64,379.5 
    Specialist Retailers       
- Electronics and 271,165.8 286,238.6 303,191.5 321,213.2 264,569.0 244,535.0 
    Appliance Specialist       
    Retailers       
- Health and Beauty 240,387.7 254,058.0 268,603.8 287,968.5 297,687.1 305,228.1 
    Specialist Retailers       
- Home and Garden 317,803.2 344,234.7 369,865.0 409,232.8 346,806.9 348,046.4 
    Specialist Retailers       
- Leisure and Personal 113,327.2 117,966.1 124,139.4 127,148.3 95,265.1 77,743.1 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 200,116.0 208,727.1 218,606.2 224,818.4 134,263.5 95,635.7 
    Specialists       
Non-Grocery Specialists 1,296,85 1,377,03 1,458,39 1,556,40 1,238,46 1,135,56 
 9.0 3.6 2.8 8.3 6.4 7.8 

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

 

 

Table 18 Sales in Non-Grocery Specialists by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Apparel and Footwear Specialist -35.5 -16.0 -58.2 
    Retailers    
- Electronics and Appliance Specialist -7.6 -2.0 -9.8 
    Retailers    
- Health and Beauty Specialist Retailers 2.5 4.9 27.0 
- Home and Garden Specialist Retailers 0.4 1.8 9.5 
- Leisure and Personal Goods -18.4 -7.3 -31.4 
    Specialist Retailers    
- Other Non-Grocery Specialists -28.8 -13.7 -52.2 
Non-Grocery Specialists -8.3 -2.6 -12.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 19 Non-Grocery Specialists Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
- Apparel and Footwear 14,184.0 14,454.0 14,787.0 15,073.0 14,056.0 12,374.0 
    Specialist Retailers       
- Electronics and 9,634.0 9,987.0 10,326.0 10,665.0 10,561.0 10,439.0 
    Appliance Specialist       
    Retailers       
- Health and Beauty 11,481.0 11,876.0 12,274.0 12,530.0 12,631.0 13,002.0 
    Specialist Retailers       
- Home and Garden 18,189.0 18,314.0 18,518.0 19,129.0 19,692.0 20,199.0 
    Specialist Retailers       
- Leisure and Personal 8,616.0 8,720.0 8,883.0 8,891.0 8,306.0 7,964.0 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 55,540.0 55,329.0 55,189.0 56,914.0 56,078.0 55,171.0 
    Specialists       
Non-Grocery Specialists 117,644.0 118,680.0 119,977.0 123,202.0 121,324.0 119,149.0 

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

 

 

Table 20 Non-Grocery Specialists Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Apparel and Footwear Specialist -12.0 -2.7 -12.8 
    Retailers    
- Electronics and Appliance Specialist -1.2 1.6 8.4 
    Retailers    
- Health and Beauty Specialist Retailers 2.9 2.5 13.2 
- Home and Garden Specialist Retailers 2.6 2.1 11.1 
- Leisure and Personal Goods -4.1 -1.6 -7.6 
    Specialist Retailers    
- Other Non-Grocery Specialists -1.6 -0.1 -0.7 
Non-Grocery Specialists -1.8 0.3 1.3 

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

 

 

Table 21 Mixed Retailers: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 258,987.9 276,702.8 298,891.9 314,403.8 181,611.4 163,731.5 
Outlets 925.0 951.0 1,061.0 1,123.0 1,143.0 1,141.0 
Selling Space '000 sq m 4,438.2 4,593.8 4,833.2 4,956.4 4,941.4 5,038.7 

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

 

 

Table 22 Mixed Retailers: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
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 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -9.8 -8.8 -36.8 
Outlets -0.2 4.3 23.4 
Selling Space '000 sq m 2.0 2.6 13.5 

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

 

 

Table 23 Sales in Mixed Retailers by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Department Stores 228,457.1 239,266.8 251,720.1 263,942.0 127,403.4 112,468.9 
- Mass Merchandisers - - - - - - 
- Variety Stores 6,680.0 7,606.2 8,705.7 9,205.0 5,246.2 3,851.2 
- Warehouse Clubs 23,850.8 29,829.7 38,466.1 41,256.8 48,961.7 47,411.4 
Mixed Retailers 258,987.9 276,702.8 298,891.9 314,403.8 181,611.4 163,731.5 

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

 

 

Table 24 Sales in Mixed Retailers by Channel: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Department Stores -11.7 -13.2 -50.8 
- Mass Merchandisers - - - 
- Variety Stores -26.6 -10.4 -42.3 
- Warehouse Clubs -3.2 14.7 98.8 
Mixed Retailers -9.8 -8.8 -36.8 

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

 

 

Table 25 Mixed Retailers Outlets by Channel: Units 2016-2021 

 

outlet 
 2016 2017 2018 2019 2020 2021 
 
- Department Stores 688.0 674.0 705.0 725.0 724.0 734.0 
- Mass Merchandisers - - - - - - 
- Variety Stores 223.0 260.0 335.0 375.0 394.0 380.0 
- Warehouse Clubs 14.0 17.0 21.0 23.0 25.0 27.0 
Mixed Retailers 925.0 951.0 1,061.0 1,123.0 1,143.0 1,141.0 

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

 

 

Table 26 Mixed Retailers Outlets by Channel: % Unit Growth 2016-2021 

 

% unit growth 
 2020/21 2016-21 CAGR 2016/21 Total 
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- Department Stores 1.4 1.3 6.7 
- Mass Merchandisers - - - 
- Variety Stores -3.6 11.2 70.4 
- Warehouse Clubs 8.0 14.0 92.9 
Mixed Retailers -0.2 4.3 23.4 

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

 

 

Table 27 Retailing GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 10.4 10.7 10.5 9.9 9.3 
Mercury Drug Corp 4.8 4.9 5.0 6.2 6.9 
Puregold Price Club Inc 4.6 4.8 4.8 5.9 5.6 
Robinsons Retail 3.8 4.9 4.9 4.8 4.5 
    Holdings Inc      
Sea Ltd 0.1 0.2 0.5 1.1 2.7 
Alibaba Group Holding Ltd 0.3 0.4 0.6 1.1 2.2 
AS Watson Group 0.9 1.0 1.1 1.5 1.6 
Seven & I Holdings Co Ltd 1.2 1.4 1.5 1.4 1.4 
Metro Retail Stores Group 1.3 1.1 1.2 1.2 1.1 
Wilcon Depot Inc 0.7 0.7 0.8 0.8 0.9 
Natura&Co 0.0 0.0 0.0 0.7 0.7 
MBV Group of Cos 0.3 0.4 0.5 0.6 0.6 
Ace Hardware Corp 0.7 0.7 0.7 0.6 0.6 
Sumber Alfaria Trijaya 0.3 0.3 0.4 0.6 0.6 
    Tbk PT      
Gaisano Grand Group of 0.6 0.6 0.6 0.6 0.5 
    Cos      
Rocket Internet AG 0.1 0.1 0.2 0.3 0.5 
Super8 Retail Systems Inc 0.4 0.4 0.4 0.5 0.5 
Prince Warehouse Club Inc 0.4 0.4 0.4 0.5 0.5 
Goldilocks Bake Shop Inc 0.3 0.3 0.3 0.3 0.4 
New City Commercial Corp 0.4 0.4 0.4 0.4 0.3 
Avon Products Inc 0.8 0.8 0.7 - - 
Rustan Group of Cos 1.1 - - - - 
Others 66.5 65.4 64.6 61.0 58.6 
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 28 Retailing GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercury Drug Mercury Drug Corp 4.9 5.0 6.2 6.9 
Puregold Puregold Price Club Inc 3.8 3.8 4.5 4.1 
Robinsons Robinsons Retail 2.9 3.0 2.9 2.7 
 Holdings Inc     
3rd Party Merchants Sea Ltd 0.2 0.5 1.1 2.7 
SM Supermarket SM Retail Inc 1.9 1.9 2.3 2.2 
Save More Supermarket SM Retail Inc 1.7 1.7 2.1 2.1 
3rd Party Merchants Alibaba Group Holding Ltd 0.3 0.5 1.0 1.9 
SM Department Store SM Retail Inc 3.7 3.7 2.0 1.9 
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Watsons AS Watson Group 1.0 1.1 1.5 1.6 
S&R Membership Puregold Price Club Inc 1.0 1.0 1.5 1.5 
    Shopping      
SM Hypermarket SM Retail Inc 1.4 1.3 1.5 1.4 
7-Eleven Seven & I Holdings Co Ltd 1.4 1.5 1.4 1.4 
Wilcon Depot Wilcon Depot Inc 0.7 0.8 0.8 0.9 
Avon Natura&Co - - 0.7 0.7 
Waltermart SM Retail Inc 0.5 0.5 0.7 0.6 
    Supermarket      
Ace Ace Hardware Corp 0.7 0.7 0.6 0.6 
Alfamart Sumber Alfaria Trijaya 0.3 0.4 0.6 0.6 
 Tbk PT     
Metro Supermarket Metro Retail Stores Group 0.5 0.5 0.6 0.6 
SM Appliance SM Retail Inc 0.8 0.8 0.7 0.5 
Gaisano Grand Mall Gaisano Grand Group of Cos 0.6 0.6 0.6 0.5 
Avon Avon Products Inc 0.8 0.7 - - 
Others  70.8 70.1 66.9 64.6 
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 29 Store-based Retailing GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 10.9 11.3 11.3 10.9 10.8 
Mercury Drug Corp 5.1 5.2 5.3 6.9 7.9 
Puregold Price Club Inc 4.8 5.1 5.1 6.6 6.5 
Robinsons Retail 4.0 5.2 5.2 5.3 5.1 
    Holdings Inc      
AS Watson Group 1.0 1.1 1.2 1.6 1.9 
Seven & I Holdings Co Ltd 1.2 1.4 1.7 1.6 1.6 
Metro Retail Stores Group 1.4 1.2 1.3 1.3 1.3 
Wilcon Depot Inc 0.7 0.8 0.8 0.9 1.1 
MBV Group of Cos 0.3 0.4 0.6 0.7 0.7 
Ace Hardware Corp 0.7 0.7 0.7 0.7 0.7 
Sumber Alfaria Trijaya 0.3 0.3 0.4 0.6 0.7 
    Tbk PT      
Gaisano Grand Group of 0.6 0.7 0.7 0.6 0.6 
    Cos      
Super8 Retail Systems Inc 0.5 0.5 0.5 0.6 0.6 
Prince Warehouse Club Inc 0.4 0.4 0.4 0.5 0.5 
Goldilocks Bake Shop Inc 0.3 0.3 0.3 0.4 0.4 
New City Commercial Corp 0.4 0.4 0.4 0.4 0.4 
Rose Pharmacy Inc 0.3 0.3 0.3 0.4 0.4 
Southeast Asia Retail Inc 0.2 0.3 0.3 0.4 0.4 
Gaisano Capital Group 0.4 0.4 0.4 0.4 0.4 
Abenson Inc 0.5 0.5 0.5 0.4 0.4 
Rustan Group of Cos 1.1 - - - - 
Others 64.9 63.5 62.5 58.8 57.7 
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 30 Store-based Retailing GBN Brand Shares: % Value 2018-2021 
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% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercury Drug Mercury Drug Corp 5.2 5.3 6.9 7.9 
Puregold Puregold Price Club Inc 4.0 4.0 5.0 4.7 
Robinsons Robinsons Retail 3.1 3.2 3.2 3.1 
 Holdings Inc     
SM Supermarket SM Retail Inc 2.0 2.1 2.6 2.6 
Save More Supermarket SM Retail Inc 1.8 1.8 2.3 2.4 
SM Department Store SM Retail Inc 3.9 3.9 2.2 2.1 
Watsons AS Watson Group 1.1 1.2 1.6 1.9 
S&R Membership Puregold Price Club Inc 1.1 1.1 1.6 1.7 
    Shopping      
SM Hypermarket SM Retail Inc 1.4 1.3 1.7 1.7 
7-Eleven Seven & I Holdings Co Ltd 1.4 1.7 1.6 1.6 
Wilcon Depot Wilcon Depot Inc 0.8 0.8 0.9 1.1 
Waltermart SM Retail Inc 0.6 0.6 0.7 0.7 
    Supermarket      
Ace Ace Hardware Corp 0.7 0.7 0.7 0.7 
Alfamart Sumber Alfaria Trijaya 0.3 0.4 0.6 0.7 
 Tbk PT     
Metro Supermarket Metro Retail Stores Group 0.5 0.6 0.7 0.7 
SM Appliance SM Retail Inc 0.8 0.9 0.8 0.6 
Gaisano Grand Mall Gaisano Grand Group of Cos 0.7 0.7 0.6 0.6 
Super8 Grocery Super8 Retail Systems Inc 0.5 0.5 0.6 0.6 
    Warehouse      
Marketplace Robinsons Retail 0.1 0.5 0.6 0.6 
 Holdings Inc     
All Home MBV Group of Cos 0.3 0.4 0.5 0.5 
Others  69.8 68.3 64.7 63.6 
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 31 Store-based Retailing LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
7-Eleven (Seven & I Philippine Seven Corp 2,550 2,864 2,978 3,128 
    Holdings Co Ltd)      
The Generics Pharmacy Robinsons Retail 1,992 2,001 2,025 2,082 
 Holdings Inc     
Mercury Drug Mercury Drug Corp 1,159 1,196 1,210 1,226 
Alfamart (Sumber SM Retail Inc 526 754 1,012 1,140 
    Alfaria Trijaya Tbk      
    PT)      
Watsons (AS Watson Watsons Personal Care 750 831 874 863 
    Group) Store Philippines Inc     
Generika Generika Group of Cos 787 837 844 852 
Goldilocks Goldilocks Bake Shop Inc 590 578 598 630 
South Star Drug Robinsons Retail 510 519 532 593 
 Holdings Inc     
Ministop (AEON Group) Robinsons Retail 499 507 472 516 
 Holdings Inc     
Monterey Meatshop Monterey Foods Corp 448 468 470 471 
    (San Miguel Corp)      
Puregold Puregold Price Club Inc 354 379 403 433 
Rose Pharmacy Rose Pharmacy Inc 253 292 297 322 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  18 

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

Penshoppe Golden ABC Inc 351 366 346 310 
Robinsons Robinsons Retail 282 281 284 294 
 Holdings Inc     
National Book Store National Book Store Inc 236 247 242 238 
Save More Supermarket SM Retail Inc 195 201 209 217 
Ace Hardware (Ace Ace Hardware 184 199 206 208 
    Hardware Corp) Philippines Inc     
Executive Optical Executive Optical Inc 182 196 198 200 
    (Cedar Executive      
    Holdings Group)      
Handyman Do It Best Robinsons Retail 165 175 177 180 
 Holdings Inc     
Shell Select (Royal Shell Plc 135 145 150 154 
    Dutch Shell Plc)      
Others Others 146,278 149,115 147,504 145,547 
Total Total 158,426 162,151 161,031 159,604 

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

 

 

Table 32 Non-Store Retailing GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Sea Ltd 2.0 4.5 6.9 11.4 19.7 
Alibaba Group Holding Ltd 7.0 7.8 8.5 11.7 16.3 
Natura&Co - - - 7.3 5.3 
Rocket Internet AG 2.1 2.4 2.6 3.1 3.8 
USANA Health Sciences Inc 4.8 3.9 3.7 3.0 2.4 
Herbalife Nutrition Ltd - 1.6 1.7 1.5 1.2 
Tupperware Brands Corp 3.4 2.5 1.8 1.2 0.9 
Shoecat Inc 1.7 1.5 1.2 0.8 0.6 
Amway Corp 0.9 0.8 0.5 0.4 0.4 
Ever Bilena Cosmetics Inc 1.2 1.0 0.7 0.5 0.3 
Mary Kay Inc 0.8 0.7 0.6 0.4 0.3 
Boardwalk Business 0.6 0.6 0.5 0.3 0.2 
    Ventures Inc      
Nu Skin Enterprises Inc 0.7 0.4 0.3 0.2 0.2 
Amazon.com Inc 0.4 0.3 0.3 0.2 0.2 
Ayala Corp 0.3 0.2 0.2 0.1 0.1 
Forever Living Products 0.3 0.2 0.2 0.1 0.1 
    International LLC      
eBay Inc 0.1 0.1 0.1 0.1 0.1 
Homeshopping Network Inc 0.2 0.1 0.1 0.0 0.0 
Avon Products Inc 19.0 14.7 10.3 - - 
Herbalife Ltd 1.9 - - - - 
Others 52.6 56.8 60.1 57.6 48.1 
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 33 Non-Store Retailing GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
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3rd Party Merchants Sea Ltd 4.5 6.9 11.4 19.7 
3rd Party Merchants Alibaba Group Holding Ltd 6.2 7.0 9.8 14.1 
Avon Natura&Co - - 7.3 5.3 
3rd Party Merchants Rocket Internet AG 1.8 2.0 2.5 3.2 
USANA USANA Health Sciences Inc 3.9 3.7 3.0 2.4 
Lazada Alibaba Group Holding Ltd 1.6 1.6 1.8 2.2 
Herbalife Nutrition Herbalife Nutrition Ltd 1.6 1.7 1.5 1.2 
Zalora Rocket Internet AG 0.6 0.5 0.6 0.6 
Natasha Shoecat Inc 1.5 1.2 0.8 0.6 
Amway Amway Corp 0.8 0.5 0.4 0.4 
Ever Bilena Ever Bilena Cosmetics Inc 1.0 0.7 0.5 0.3 
Tupperware Tupperware Brands Corp 0.9 0.6 0.4 0.3 
Mary Kay Mary Kay Inc 0.7 0.6 0.4 0.3 
Nutrimetics Tupperware Brands Corp 0.8 0.5 0.4 0.2 
Boardwalk Boardwalk Business 0.6 0.5 0.3 0.2 
 Ventures Inc     
Nu Skin Nu Skin Enterprises Inc 0.4 0.3 0.2 0.2 
myRegalo Ayala Corp 0.2 0.2 0.1 0.1 
Amazon Amazon.com Inc 0.2 0.2 0.1 0.1 
Forever Forever Living Products 0.2 0.2 0.1 0.1 
 International LLC     
3rd Party Merchants Amazon.com Inc 0.1 0.1 0.1 0.1 
CJ O Shopping CJ ENM Co Ltd 0.6 0.4 0.1 - 
Avon Avon Products Inc 14.7 10.3 - - 
Others  57.3 60.5 58.0 48.5 
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. 

 

 

Table 34 Grocery Retailers GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 15.9 16.2 16.4 17.1 17.0 
Puregold Price Club Inc 10.7 11.1 11.3 11.7 11.0 
Robinsons Retail 5.7 8.5 8.7 8.3 7.9 
    Holdings Inc      
Seven & I Holdings Co Ltd 3.5 4.0 4.7 3.7 3.8 
Metro Retail Stores Group 2.6 2.4 2.6 2.6 2.5 
Sumber Alfaria Trijaya 0.7 0.9 1.2 1.5 1.6 
    Tbk PT      
Super8 Retail Systems Inc 1.3 1.3 1.3 1.3 1.3 
Prince Warehouse Club Inc 1.2 1.2 1.2 1.2 1.2 
Gaisano Grand Group of 1.0 1.0 1.1 1.1 1.0 
    Cos      
Goldilocks Bake Shop Inc 0.9 0.9 0.8 0.9 1.0 
New City Commercial Corp 0.8 0.9 1.0 1.0 0.8 
Gaisano Capital Group 0.6 0.6 0.6 0.6 0.6 
AEON Group 0.9 0.9 1.0 0.6 0.5 
MBV Group of Cos 0.4 0.4 0.4 0.5 0.5 
MerryMart Consumer Corp - - 0.3 0.3 0.4 
Liberty Commerical 0.3 0.3 0.3 0.3 0.3 
    Center Inc      
Landmark Corp, The 0.2 0.2 0.3 0.3 0.3 
Ultra Mega Wholesale & 0.2 0.2 0.2 0.3 0.3 
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    Retail Mart      
DSG Sons Group Inc 0.2 0.2 0.2 0.2 0.2 
Werdenberg 0.1 0.1 0.1 0.1 0.2 
    International Corp      
Rustan Group of Cos 2.6 - - - - 
Others 50.0 48.6 46.4 46.5 47.7 
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 35 Grocery Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Puregold Puregold Price Club Inc 11.1 11.3 11.7 11.0 
Robinsons Robinsons Retail 5.9 6.3 6.2 5.9 
 Holdings Inc     
SM Supermarket SM Retail Inc 5.6 5.8 6.0 5.9 
Save More Supermarket SM Retail Inc 5.0 5.2 5.5 5.5 
SM Hypermarket SM Retail Inc 4.0 3.8 3.9 3.9 
7-Eleven Seven & I Holdings Co Ltd 4.0 4.7 3.7 3.8 
Waltermart SM Retail Inc 1.6 1.6 1.7 1.7 
    Supermarket      
Alfamart Sumber Alfaria Trijaya 0.9 1.2 1.5 1.6 
 Tbk PT     
Metro Supermarket Metro Retail Stores Group 1.4 1.6 1.6 1.5 
Super8 Grocery Super8 Retail Systems Inc 1.3 1.3 1.3 1.3 
    Warehouse      
Marketplace Robinsons Retail 0.3 1.4 1.4 1.3 
 Holdings Inc     
Gaisano Grand Mall Gaisano Grand Group of Cos 1.0 1.1 1.1 1.0 
Goldilocks Goldilocks Bake Shop Inc 0.9 0.8 0.9 1.0 
Super Metro Metro Retail Stores Group 1.0 1.0 1.0 1.0 
    Hypermarket      
Prince Hypermart Prince Warehouse Club Inc 0.8 0.8 0.8 0.8 
NCCC New City Commercial Corp 0.9 1.0 1.0 0.8 
Shopwise Robinsons Retail 0.6 0.6 0.7 0.6 
 Holdings Inc     
Gaisano Capital Gaisano Capital Group 0.6 0.6 0.6 0.6 
Ministop AEON Group 0.9 1.0 0.6 0.5 
MerryMart MerryMart Consumer Corp - 0.3 0.3 0.4 
Rustan Robinsons Retail 1.2 - - - 
 Holdings Inc     
Others  50.9 48.7 48.5 49.7 
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 36 Grocery Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
7-Eleven (Seven & I Philippine Seven Corp 2,550 2,864 2,978 3,128 
    Holdings Co Ltd)      
Alfamart (Sumber SM Retail Inc 526 754 1,012 1,140 
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    Alfaria Trijaya Tbk      
    PT)      
Goldilocks Goldilocks Bake Shop Inc 590 578 598 630 
Ministop (AEON Group) Robinsons Retail 499 507 472 516 
 Holdings Inc     
Monterey Meatshop Monterey Foods Corp 448 468 470 471 
    (San Miguel Corp)      
Puregold Puregold Price Club Inc 354 379 403 433 
Save More Supermarket SM Retail Inc 195 201 209 217 
Shell Select (Royal Shell Plc 135 145 150 154 
    Dutch Shell Plc)      
San Miguel San Miguel Corp 157 167 157 152 
Robinsons Robinsons Retail 136 140 143 151 
 Holdings Inc     
Family Mart Phoenix Petroleum 71 79 72 77 
    (FamilyMart Uny Philippines Inc     
    Holdings Co Ltd)      
Waltermart Waltermart Supermarket 52 60 71 77 
    Supermarket (SM Inc     
    Retail Inc)      
Super8 Grocery Super8 Retail Systems Inc 68 74 75 75 
    Warehouse      
AllDay (MBV Group All Value Holdings Corp 77 77 76 72 
    of Cos)      
Lawson (Lawson Inc) PG Lawson Co Inc 40 50 65 71 
LCC Liberty Commerical 61 67 70 70 
 Center Inc     
Robinsons Easymart Robinsons Retail 22 66 70 70 
 Holdings Inc     
MerryMart MerryMart Consumer Corp - 3 25 68 
SM Supermarket SM Retail Inc 56 58 52 63 
SM Hypermarket SM Retail Inc 53 52 52 52 
Others Others 31,298 31,037 31,344 31,627 
Total Total 37,388 37,826 38,564 39,314 

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

 

 

Table 37 Grocery Retailers LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Save More Supermarket SM Retail Inc 531.3 543.8 558.6 575.3 
Puregold Puregold Price Club Inc 450.8 480.6 497.2 530.8 
SM Supermarket SM Retail Inc 357.1 361.3 337.0 419.3 
SM Hypermarket SM Retail Inc 353.7 336.9 364.6 384.7 
7-Eleven (Seven & I Philippine Seven Corp 285.5 317.3 326.8 339.8 
    Holdings Co Ltd)      
Robinsons Robinsons Retail 277.2 297.3 291.5 294.9 
 Holdings Inc     
Waltermart Waltermart Supermarket 144.8 164.4 184.4 193.1 
    Supermarket (SM Inc     
    Retail Inc)      
Alfamart (Sumber SM Retail Inc 95.3 135.6 151.7 156.6 
    Alfaria Trijaya Tbk      
    PT)      
Shopwise Robinsons Retail - 154.3 146.6 146.6 
 Holdings Inc     
Super8 Grocery Super8 Retail Systems Inc 131.1 141.3 141.6 141.6 
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    Warehouse      
MerryMart MerryMart Consumer Corp - 5.0 41.3 111.6 
Robinsons Easymart Robinsons Retail 44.8 101.2 105.1 102.8 
 Holdings Inc     
Prince Hypermart Prince Warehouse Club Inc 76.1 82.9 91.3 94.0 
LCC Liberty Commerical 78.0 84.5 85.8 85.8 
 Center Inc     
AllDay Supermarket All Value Holdings Corp 36.6 57.5 65.7 84.5 
    (MBV Group of Cos)      
Marketplace Robinsons Retail - 90.8 91.6 79.5 
 Holdings Inc     
Gaisano Grand Mall Gaisano Grand Group of Cos 75.5 75.5 75.5 75.5 
Metro Supermarket Metro Retail Stores Group 46.4 50.3 55.2 64.3 
Ultra Mega Ultra Mega Wholesale & 47.5 49.2 59.1 60.2 
    Supermarket Retail Mart     
Super Metro Metro Retail Stores Group 54.3 45.8 45.8 45.8 
    Hypermarket      
Shopwise (Robinsons Rustan Group of Cos 154.3 - - - 
    Retail Holdings Inc)      
Rustan's Rustan Group of Cos 58.0 - - - 
    Supermarket      
    (Robinsons Retail      
    Holdings Inc)      
Others Others 2,140.4 2,088.0 2,111.7 2,139.1 
Total Total 5,438.7 5,663.4 5,828.1 6,125.8 

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

 

 

Table 38 Non-Grocery Specialists GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Mercury Drug Corp 9.5 9.7 9.9 13.7 15.9 
AS Watson Group 1.9 2.1 2.3 3.2 3.8 
Robinsons Retail 2.5 2.5 2.5 2.7 2.7 
    Holdings Inc      
SM Retail Inc 2.7 2.8 2.9 2.9 2.7 
Wilcon Depot Inc 1.3 1.4 1.6 1.8 2.1 
Ace Hardware Corp 1.3 1.3 1.3 1.4 1.4 
MBV Group of Cos 0.4 0.5 0.8 1.0 1.1 
Rose Pharmacy Inc 0.6 0.5 0.5 0.7 0.8 
Abenson Inc 0.9 1.0 1.0 0.9 0.7 
Fast Retailing Co Ltd 0.5 0.5 0.6 0.6 0.5 
Generika Group of Cos 0.3 0.3 0.3 0.4 0.4 
National Book Store Inc 0.4 0.4 0.4 0.3 0.3 
H&M Hennes & Mauritz AB 0.4 0.4 0.4 0.3 0.3 
CitiHardware Inc 0.2 0.2 0.2 0.2 0.2 
Suntouch Technology Corp - - - 0.1 0.2 
True Value Hardware Corp 0.2 0.2 0.2 0.2 0.2 
Golden ABC Inc 0.3 0.3 0.3 0.2 0.2 
Tru Kids Inc - - 0.1 0.2 0.2 
Suyen Corp 0.3 0.3 0.2 0.2 0.2 
Nike Inc 0.2 0.2 0.2 0.2 0.2 
Others 76.5 75.4 74.3 69.0 66.1 
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 
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Table 39 Non-Grocery Specialists GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercury Drug Mercury Drug Corp 9.7 9.9 13.7 15.9 
Watsons AS Watson Group 2.1 2.3 3.2 3.8 
Wilcon Depot Wilcon Depot Inc 1.4 1.6 1.8 2.1 
Ace Ace Hardware Corp 1.3 1.3 1.4 1.4 
SM Appliance SM Retail Inc 1.5 1.6 1.5 1.3 
All Home MBV Group of Cos 0.5 0.8 1.0 1.1 
SM SM Retail Inc 1.0 1.0 1.0 1.0 
South Star Drug Robinsons Retail 0.7 0.7 0.9 1.0 
 Holdings Inc     
Handyman Do It Best Robinsons Retail 0.8 0.7 0.7 0.8 
 Holdings Inc     
Rose Pharmacy Rose Pharmacy Inc 0.5 0.5 0.7 0.8 
Abenson Abenson Inc 1.0 1.0 0.9 0.7 
The Generics Pharmacy Robinsons Retail 0.4 0.4 0.5 0.5 
 Holdings Inc     
Uniqlo Fast Retailing Co Ltd 0.5 0.6 0.6 0.5 
Robinsons Robinsons Retail 0.6 0.6 0.5 0.4 
 Holdings Inc     
Generica Generika Group of Cos 0.3 0.3 0.4 0.4 
National Book Store National Book Store Inc 0.4 0.4 0.3 0.3 
H&M H&M Hennes & Mauritz AB 0.4 0.4 0.3 0.3 
Citi Hardware CitiHardware Inc 0.2 0.2 0.2 0.2 
Xtreme Suntouch Technology Corp - - 0.1 0.2 
Our Home SM Retail Inc 0.2 0.2 0.2 0.2 
Others  76.5 75.5 70.1 67.1 
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 Non-Grocery Specialists LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
The Generics Pharmacy Robinsons Retail 1,992 2,001 2,025 2,082 
 Holdings Inc     
Mercury Drug Mercury Drug Corp 1,159 1,196 1,210 1,226 
Watsons (AS Watson Watsons Personal Care 750 831 874 863 
    Group) Store Philippines Inc     
Generika Generika Group of Cos 787 837 844 852 
South Star Drug Robinsons Retail 510 519 532 593 
 Holdings Inc     
Rose Pharmacy Rose Pharmacy Inc 253 292 297 322 
Penshoppe Golden ABC Inc 351 366 346 310 
National Book Store National Book Store Inc 236 247 242 238 
Ace Hardware (Ace Ace Hardware 184 199 206 208 
    Hardware Corp) Philippines Inc     
Executive Optical Executive Optical Inc 182 196 198 200 
    (Cedar Executive      
    Holdings Group)      
Handyman Do It Best Robinsons Retail 165 175 177 180 
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 Holdings Inc     
Bench Suyen Corp 143 145 142 140 
Abenson (Abenson Inc) Abenson Ventures Inc 115 132 132 132 
Ideal Vision Ideal Vision Center Inc 133 133 132 128 
HBC HBC Inc 182 167 142 124 
Expressions Expressions Stationery 136 140 130 120 
 Shop Inc     
SM Homeworld (SM Homeworld Shopping Corp 91 94 97 99 
    Retail Inc)      
Robinsons Robinsons Retail 94 92 92 91 
 Holdings Inc     
SM Appliance SM Retail Inc 85 88 87 91 
Citi Hardware CitiHardware Inc 60 67 71 75 
Others Others 112,369 115,285 113,348 111,075 
Total Total 119,977 123,202 121,324 119,149 

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

 

 

Table 41 Non-Grocery Specialists LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Wilcon Depot Wilcon Depot Inc 328.2 363.4 397.6 430.7 
All Home (MBV Group All Value Holdings Corp 186.7 296.8 311.6 379.7 
    of Cos)      
Citi Hardware CitiHardware Inc 158.9 175.4 184.0 192.2 
Mercury Drug Mercury Drug Corp 177.8 183.5 185.6 188.0 
Ace Hardware (Ace Ace Hardware 161.5 166.8 169.6 168.4 
    Hardware Corp) Philippines Inc     
Watsons (AS Watson Watsons Personal Care 146.3 160.4 167.1 163.1 
    Group) Store Philippines Inc     
SM Homeworld (SM Homeworld Shopping Corp 135.6 136.8 137.3 137.5 
    Retail Inc)      
Handyman Do It Best Robinsons Retail 126.4 132.6 132.5 132.9 
 Holdings Inc     
Penshoppe Golden ABC Inc 153.7 158.7 148.5 131.7 
H&M H&M Hennes & Mauritz AB 92.5 107.8 109.2 109.2 
National Book Store National Book Store Inc 104.4 108.2 106.6 105.4 
SM Appliance SM Retail Inc 89.9 95.3 94.6 96.5 
Uniqlo (Fast Fast Retailing 58.2 67.4 68.5 69.6 
    Retailing Co Ltd) Philippines Inc     
Abenson (Abenson Inc) Abenson Ventures Inc 61.1 66.8 66.8 66.8 
South Star Drug Robinsons Retail 47.9 49.3 51.1 57.7 
 Holdings Inc     
Expressions Expressions Stationery 62.0 63.2 58.1 53.1 
 Shop Inc     
The Generics Pharmacy Robinsons Retail 53.0 51.9 51.2 51.1 
 Holdings Inc     
Bench Suyen Corp 37.2 37.3 36.2 35.2 
Rose Pharmacy Rose Pharmacy Inc 27.2 31.0 31.1 33.2 
Forever 21 (Forever Forever 21 30.6 30.6 30.6 30.6 
    21 Inc) (Philippines) Inc     
Others Others 20,010.2 20,906.8 20,759.8 20,671.7 
Total Total 22,249.3 23,390.0 23,297.5 23,304.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 42 Mixed Retailers GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 35.0 35.7 36.0 30.1 29.8 
Puregold Price Club Inc 8.9 10.0 10.3 21.9 23.8 
Robinsons Retail 5.8 7.5 7.3 6.0 5.7 
    Holdings Inc      
Southeast Asia Retail Inc 1.9 2.9 2.8 5.1 5.2 
Metro Retail Stores Group 3.9 3.3 3.2 3.0 3.1 
Gaisano Grand Group of 2.5 2.6 2.7 2.3 2.3 
    Cos      
Landmark Corp, The 2.7 2.7 2.9 2.3 2.2 
Gaisano Capital Group 1.8 1.7 1.7 1.4 1.4 
DSG Sons Group Inc 1.3 1.3 1.2 1.1 1.1 
Daiso Sangyo Co Ltd 0.6 0.6 0.7 0.7 0.7 
Unitop General 0.9 0.8 0.9 0.6 0.6 
    Merchandise Inc      
Expressions Stationery 0.7 0.9 0.8 0.6 0.6 
    Shop Inc      
Surplus Marketing Corp 0.9 0.9 0.9 0.7 0.6 
New City Commercial Corp 0.7 0.7 0.7 0.5 0.5 
Marks & Spencer Plc 0.7 0.6 0.5 0.5 0.4 
Liberty Commerical 0.4 0.4 0.5 0.4 0.4 
    Center Inc      
Gaisano Northern 0.3 0.3 0.3 0.2 0.2 
    Mindanao (Unipace Corp)      
Miniso Co Ltd 0.2 0.2 0.2 0.2 0.2 
JHG Trading Inc (JS 0.2 0.2 0.2 0.2 0.2 
    Gaisano)      
Magic Group of Cos 0.2 0.2 0.2 0.1 0.1 
Debenhams Retail Plc 0.2 0.1 0.1 0.1 - 
Rustan Group of Cos 1.6 - - - - 
Others 28.7 26.4 26.0 21.8 21.0 
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 43 Mixed Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
SM Department Store SM Retail Inc 35.7 36.0 30.1 29.8 
S&R Membership Puregold Price Club Inc 10.0 10.3 21.9 23.8 
    Shopping      
Landers Superstore Southeast Asia Retail Inc 2.9 2.8 5.1 5.2 
Robinsons Robinsons Retail 6.0 5.7 4.7 4.4 
 Holdings Inc     
Metro Metro Retail Stores Group 3.3 3.2 3.0 3.1 
Gaisano Grand Mall Gaisano Grand Group of Cos 2.6 2.7 2.3 2.3 
Landmark Landmark Corp, The 2.7 2.9 2.3 2.2 
Gaisano Capital Gaisano Capital Group 1.7 1.7 1.4 1.4 
Rustan Robinsons Retail 1.5 1.5 1.4 1.3 
 Holdings Inc     
GStore DSG Sons Group Inc 1.3 1.2 1.1 1.1 
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Daiso Japan Daiso Sangyo Co Ltd 0.6 0.7 0.7 0.7 
Unitop Department Unitop General 0.8 0.9 0.6 0.6 
    Store Merchandise Inc     
Mi Department Store Expressions Stationery 0.9 0.8 0.6 0.6 
 Shop Inc     
Surplus Shop Surplus Marketing Corp 0.9 0.9 0.7 0.6 
NCCC New City Commercial Corp 0.7 0.7 0.5 0.5 
Marks & Spencer Marks & Spencer Plc 0.6 0.5 0.5 0.4 
LCC Liberty Commerical 0.4 0.5 0.4 0.4 
 Center Inc     
Gaisano City Gaisano Northern 0.3 0.3 0.2 0.2 
 Mindanao (Unipace Corp)     
Miniso Miniso Co Ltd 0.2 0.2 0.2 0.2 
JS Gaisano JHG Trading Inc (JS 0.2 0.2 0.2 0.2 
 Gaisano)     
Others  26.7 26.3 22.0 21.1 
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 44 Mixed Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Daiso Japan (Daiso Robinsons Retail 87 99 103 102 
    Sangyo Co Ltd) Holdings Inc     
Miniso (Miniso Co Miniso Philippines Inc 75 101 113 101 
    Ltd)      
SM Department Store SM Retail Inc 63 65 66 67 
Unitop Department Unitop General 57 62 64 62 
    Store Merchandise Inc     
Surplus Shop Surplus Marketing Corp 55 57 57 57 
Robinsons Robinsons Retail 52 49 49 52 
 Holdings Inc     
Gaisano Capital Gaisano Capital Group 38 41 41 41 
Gaisano Grand Mall Gaisano Grand Group of Cos 39 40 41 41 
Mumuso Greatspan Inc 44 40 40 40 
LCC Liberty Commerical 25 28 28 28 
 Center Inc     
Magic Magic Group of Cos 21 22 22 22 
S&R Membership Puregold Price Club Inc 16 18 20 22 
    Shopping      
Marks & Spencer Stores Specialists Inc 22 21 20 20 
    (Marks & Spencer Plc)      
Mi Department Store Expressions Stationery 19 17 17 17 
 Shop Inc     
NCCC New City Commercial Corp 16 17 17 17 
Metro Metro Retail Stores Group 12 14 12 15 
Gaisano City Gaisano Northern 9 9 9 9 
 Mindanao (Unipace Corp)     
JS Gaisano JHG Trading Inc (JS 7 7 7 7 
 Gaisano)     
GStore DSG Sons Group Inc 6 6 6 6 
Landers Superstore Southeast Asia Retail Inc 5 5 5 5 
Others Others 393 405 406 410 
Total Total 1,061 1,123 1,143 1,141 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 45 Mixed Retailers LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
SM Department Store SM Retail Inc 797.7 807.9 817.0 827.1 
Robinsons Robinsons Retail 284.8 265.1 265.1 278.5 
 Holdings Inc     
Unitop Department Unitop General 171.0 184.5 188.8 181.1 
    Store Merchandise Inc     
Landmark Department Landmark Corp, The 137.3 164.0 164.0 164.0 
    Store      
Metro Metro Retail Stores Group 127.1 138.8 123.3 156.9 
Gaisano Grand Mall Gaisano Grand Group of Cos 151.0 153.4 155.8 155.8 
S&R Membership Puregold Price Club Inc 83.1 94.0 103.4 112.6 
    Shopping      
LCC Liberty Commerical 87.5 97.0 97.0 97.0 
 Center Inc     
Magic Magic Group of Cos 64.3 66.7 66.7 66.7 
Landers Superstore Southeast Asia Retail Inc 44.0 44.0 44.0 44.0 
Mi Department Store Expressions Stationery 43.5 38.6 38.6 38.6 
 Shop Inc     
Daiso Japan (Daiso Robinsons Retail 33.3 37.5 38.6 37.8 
    Sangyo Co Ltd) Holdings Inc     
NCCC New City Commercial Corp 33.0 34.4 34.4 34.4 
Gaisano City Gaisano Northern 27.9 27.9 27.9 27.9 
 Mindanao (Unipace Corp)     
Miniso (Miniso Co Miniso Philippines Inc 26.7 35.3 28.1 24.8 
    Ltd)      
Rustan (Robinsons Rustan Group of Cos 21.5 21.5 21.5 21.5 
    Retail Holdings Inc)      
JS Gaisano JHG Trading Inc (JS 19.2 19.2 19.2 19.2 
 Gaisano)     
GStore DSG Sons Group Inc 18.0 18.0 18.0 18.0 
Gaisano Capital Gaisano Capital Group 15.1 16.1 16.1 16.1 
Surplus Shop Surplus Marketing Corp 14.4 14.7 14.7 14.7 
Others Others 2,632.8 2,677.9 2,659.4 2,702.1 
Total Total 4,833.2 4,956.4 4,941.4 5,038.7 

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

 

 

Table 46 Forecast Sales in Retailing by Store-based vs Non-Store: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
Store-Based Retailing 2,279,95 2,322,70 2,357,13 2,383,54 2,402,58 2,414,67 
 1.3 4.9 2.4 9.1 9.4 2.6 
Non-Store Retailing 353,920.5 428,742.8 470,964.5 489,987.6 495,148.6 493,383.1 
Retailing 2,633,87 2,751,44 2,828,09 2,873,53 2,897,73 2,908,05 
 1.8 7.7 6.9 6.7 8.0 5.7 

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 47 Forecast Sales in Retailing by Store-based vs Non-Store: % Value Growth 
2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Store-Based Retailing 1.9 1.2 5.9 
Non-Store Retailing 21.1 6.9 39.4 
Retailing 4.5 2.0 10.4 

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

 

 

Table 48 Forecast Sales in Store-based Retailing by Channel: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
Grocery Retailers 980,651.9 986,024.3 989,915.4 991,132.0 989,701.9 985,880.7 
Non-Grocery Specialists 1,135,56 1,163,71 1,185,46 1,202,63 1,215,90 1,225,47 
 7.8 3.1 4.9 2.2 5.2 1.4 
Mixed Retailers 163,731.5 172,967.6 181,752.1 189,784.8 196,982.3 203,320.5 
Luxury Retailing 3,971.3 - - - - - 
Off-Price Retailing - - - - - - 
Store-Based Retailing 2,279,95 2,322,70 2,357,13 2,383,54 2,402,58 2,414,67 
 1.3 4.9 2.4 9.1 9.4 2.6 

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

Note 1: Forecast value data in constant terms. 
Note 2: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 

duplicate category already accounted for within non-grocery specialists and mixed retailers. 
Note 3: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 

is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 4: No forecast data available for luxury and off-price retailing. 

 

 

Table 49 Forecast Sales in Store-based Retailing by Channel: % Value Growth 2021-
2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Grocery Retailers 0.5 0.1 0.5 
Non-Grocery Specialists 2.5 1.5 7.9 
Mixed Retailers 5.6 4.4 24.2 
Luxury Retailing - - - 
Off-Price Retailing - - - 
Store-Based Retailing 1.9 1.2 5.9 

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

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 3: No forecast data available for luxury and off-price retailing. 
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Table 50 Forecast Store-based Retailing Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
Grocery Retailers 39,314.0 40,027.0 40,697.0 41,321.0 41,903.0 42,447.0 
Non-Grocery Specialists 119,149.0 121,684.0 124,002.0 126,153.0 128,151.0 130,002.0 
Mixed Retailers 1,141.0 1,175.0 1,208.0 1,237.0 1,266.0 1,292.0 
Luxury Retailing 36.0 - - - - - 
Off-Price Retailing - - - - - - 
Store-Based Retailing 159,604.0 162,886.0 165,907.0 168,711.0 171,320.0 173,741.0 

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

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 3: No forecast data available for luxury and off-price retailing. 

 

 

Table 51 Forecast Store-Based Retailing Outlets by Channel: % Unit Growth 2021-2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Grocery Retailers 1.8 1.5 8.0 
Non-Grocery Specialists 2.1 1.8 9.1 
Mixed Retailers 3.0 2.5 13.2 
Luxury Retailing - - - 
Off-Price Retailing - - - 
Store-Based Retailing 2.1 1.7 8.9 

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

Note 1: Luxury retailing not included in store-based retailing total to avoid double counting as luxury retailing is a 
duplicate category already accounted for within non-grocery specialists and mixed retailers. 

Note 2: Off-price retailing not included in store-based retailing total to avoid double counting as off-price retailing 
is a duplicate category already accounted for within apparel and footwear specialists and department 
stores. 

Note 3: No forecast data available for luxury and off-price retailing. 

 

 

Table 52 Forecast Sales in Non-Store Retailing by Channel: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
Direct Selling 67,361.2 67,598.5 67,734.9 69,089.6 71,162.3 74,008.8 
Homeshopping 141.1 131.2 124.6 122.1 120.3 119.1 
Vending 46.2 48.6 51.1 53.3 55.3 57.4 
E-Commerce (Goods) 286,372.0 360,964.5 403,053.9 420,722.6 423,810.7 419,197.8 
Non-Store Retailing 353,920.5 428,742.8 470,964.5 489,987.6 495,148.6 493,383.1 

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. 
Note 3: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 

category is already accounted for within e-commerce (goods). 
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Table 53 Forecast Sales in Non-Store Retailing by Channel: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Direct Selling 0.4 1.9 9.9 
Homeshopping -7.0 -3.3 -15.6 
Vending 5.1 4.4 24.2 
E-Commerce (Goods) 26.0 7.9 46.4 
Non-Store Retailing 21.1 6.9 39.4 

Source: Euromonitor International from 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. 

Note 2: Mobile e-commerce (goods) not included in non-store retailing total to avoid double counting as this 
category is already accounted for within e-commerce (goods). 

 

 

Table 54 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 980,651.9 986,024.3 989,915.4 991,132.0 989,701.9 985,880.7 
Outlets 39,314.0 40,027.0 40,697.0 41,321.0 41,903.0 42,447.0 
Selling Space '000 sq m 6,125.8 6,434.5 6,731.6 7,016.3 7,287.8 7,545.6 

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

Note: Forecast value data in constant terms. 

 

 

Table 55 Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 0.5 0.1 0.5 
Outlets 1.8 1.5 8.0 
Selling Space '000 sq m 5.0 4.3 23.2 

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

Note: Forecast value data in constant terms. 

 

 

Table 56 Forecast Sales in Grocery Retailers by Channel: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
-- Convenience Stores 60,281.1 61,631.3 62,815.1 63,756.4 64,455.3 64,928.1 
-- Discounters 3,345.5 3,377.9 3,403.6 3,418.7 3,423.4 3,418.6 
-- Forecourt Retailers 2,740.8 2,882.7 3,015.3 3,133.8 3,237.5 3,326.3 
-- Hypermarkets 161,995.4 163,465.2 164,621.3 165,271.6 165,425.7 165,130.8 
-- Supermarkets 505,624.4 511,863.2 517,005.4 520,445.9 522,210.4 522,446.2 
- Modern Grocery 733,987.2 743,220.3 750,860.6 756,026.4 758,752.3 759,250.1 
    Retailers       
- Traditional Grocery 246,664.8 242,804.0 239,054.8 235,105.6 230,949.6 226,630.6 
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    Retailers       
Grocery Retailers 980,651.9 986,024.3 989,915.4 991,132.0 989,701.9 985,880.7 

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

Note: Forecast value data in constant terms. 

 

 

Table 57 Forecast Sales in Grocery Retailers by Channel: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
-- Convenience Stores 2.2 1.5 7.7 
-- Discounters 1.0 0.4 2.2 
-- Forecourt Retailers 5.2 3.9 21.4 
-- Hypermarkets 0.9 0.4 1.9 
-- Supermarkets 1.2 0.7 3.3 
- Modern Grocery Retailers 1.3 0.7 3.4 
- Traditional Grocery Retailers -1.6 -1.7 -8.1 
Grocery Retailers 0.5 0.1 0.5 

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

Note: Forecast value data in constant terms. 

 

 

Table 58 Forecast Grocery Retailers Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
-- Convenience Stores 4,988.0 5,223.0 5,446.0 5,658.0 5,858.0 6,047.0 
-- Discounters 65.0 68.0 71.0 74.0 76.0 78.0 
-- Forecourt Retailers 521.0 536.0 550.0 562.0 574.0 586.0 
-- Hypermarkets 476.0 490.0 503.0 515.0 526.0 536.0 
-- Supermarkets 2,334.0 2,458.0 2,578.0 2,691.0 2,799.0 2,902.0 
- Modern Grocery 8,384.0 8,775.0 9,148.0 9,500.0 9,833.0 10,149.0 
    Retailers       
- Traditional Grocery 30,930.0 31,252.0 31,549.0 31,821.0 32,070.0 32,298.0 
    Retailers       
Grocery Retailers 39,314.0 40,027.0 40,697.0 41,321.0 41,903.0 42,447.0 

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

 

 

Table 59 Forecast Grocery Retailers Outlets by Channel: % Unit Growth 2021-2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
-- Convenience Stores 4.7 3.9 21.2 
-- Discounters 4.6 3.7 20.0 
-- Forecourt Retailers 2.9 2.4 12.5 
-- Hypermarkets 2.9 2.4 12.6 
-- Supermarkets 5.3 4.5 24.3 
- Modern Grocery Retailers 4.7 3.9 21.1 
- Traditional Grocery Retailers 1.0 0.9 4.4 
Grocery Retailers 1.8 1.5 8.0 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 60 Non-Grocery Specialists Forecasts: Value Sales, Outlets and Selling Space 
2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 1,135,56 1,163,71 1,185,46 1,202,63 1,215,90 1,225,47 
 7.8 3.1 4.9 2.2 5.2 1.4 
Outlets 119,149.0 121,684.0 124,002.0 126,153.0 128,151.0 130,002.0 
Selling Space '000 sq m 23,304.5 23,787.3 24,199.8 24,582.0 24,935.6 25,262.2 

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

Note: Forecast value data in constant terms. 

 

 

Table 61 Non-Grocery Specialists Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 2.5 1.5 7.9 
Outlets 2.1 1.8 9.1 
Selling Space '000 sq m 2.1 1.6 8.4 

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

Note: Forecast value data in constant terms. 

 

 

Table 62 Forecast Sales in Non-Grocery Specialists by Channel: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Apparel and Footwear 64,379.5 73,477.6 81,885.4 89,310.0 96,434.1 103,173.6 
    Specialist Retailers       
- Electronics and 244,535.0 248,944.8 252,736.6 255,610.0 257,572.2 258,692.1 
    Appliance Specialist       
    Retailers       
- Health and Beauty 305,228.1 306,803.4 307,944.0 308,276.6 307,809.8 306,619.4 
    Specialist Retailers       
- Home and Garden 348,046.4 354,980.5 359,729.9 363,214.0 365,446.1 366,526.4 
    Specialist Retailers       
- Leisure and Personal 77,743.1 81,492.2 83,466.0 85,203.9 86,683.1 87,903.6 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 95,635.7 98,014.5 99,703.1 101,017.8 101,960.0 102,556.3 
    Specialists       
Non-Grocery Specialists 1,135,56 1,163,71 1,185,46 1,202,63 1,215,90 1,225,47 
 7.8 3.1 4.9 2.2 5.2 1.4 

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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Table 63 Forecast Sales in Non-Grocery Specialists by Channel: % Value Growth 2021-
2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Apparel and Footwear Specialist 14.1 9.9 60.3 
    Retailers    
- Electronics and Appliance Specialist 1.8 1.1 5.8 
    Retailers    
- Health and Beauty Specialist Retailers 0.5 0.1 0.5 
- Home and Garden Specialist Retailers 2.0 1.0 5.3 
- Leisure and Personal Goods 4.8 2.5 13.1 
    Specialist Retailers    
- Other Non-Grocery Specialists 2.5 1.4 7.2 
Non-Grocery Specialists 2.5 1.5 7.9 

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

 

 

Table 64 Forecast Non-Grocery Specialists Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
- Apparel and Footwear 12,374.0 12,868.0 13,334.0 13,774.0 14,187.0 14,573.0 
    Specialist Retailers       
- Electronics and 10,439.0 10,619.0 10,742.0 10,854.0 10,957.0 11,052.0 
    Appliance Specialist       
    Retailers       
- Health and Beauty 13,002.0 13,389.0 13,750.0 14,087.0 14,401.0 14,695.0 
    Specialist Retailers       
- Home and Garden 20,199.0 20,495.0 20,769.0 21,021.0 21,252.0 21,465.0 
    Specialist Retailers       
- Leisure and Personal 7,964.0 8,161.0 8,347.0 8,519.0 8,682.0 8,833.0 
    Goods Specialist       
    Retailers       
- Other Non-Grocery 55,171.0 56,152.0 57,060.0 57,898.0 58,672.0 59,384.0 
    Specialists       
Non-Grocery Specialists 119,149.0 121,684.0 124,002.0 126,153.0 128,151.0 130,002.0 

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

 

 

Table 65 Forecast Non-Grocery Specialists Outlets by Channel: % Unit Growth 2021-
2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
- Apparel and Footwear Specialist 4.0 3.3 17.8 
    Retailers    
- Electronics and Appliance Specialist 1.7 1.1 5.9 
    Retailers    
- Health and Beauty Specialist Retailers 3.0 2.5 13.0 
- Home and Garden Specialist Retailers 1.5 1.2 6.3 
- Leisure and Personal Goods 2.5 2.1 10.9 
    Specialist Retailers    
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- Other Non-Grocery Specialists 1.8 1.5 7.6 
Non-Grocery Specialists 2.1 1.8 9.1 

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

 

 

Table 66 Mixed Retailers Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 163,731.5 172,967.6 181,752.1 189,784.8 196,982.3 203,320.5 
Outlets 1,141.0 1,175.0 1,208.0 1,237.0 1,266.0 1,292.0 
Selling Space '000 sq m 5,038.7 5,235.9 5,422.2 5,597.6 5,762.2 5,916.2 

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

Note: Forecast value data in constant terms 

 

 

Table 67 Mixed Retailers Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 5.6 4.4 24.2 
Outlets 3.0 2.5 13.2 
Selling Space '000 sq m 3.9 3.3 17.4 

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

Note: Forecast value data in constant terms 

 

 

Table 68 Forecast Sales in Mixed Retailers by Channel: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Department Stores 112,468.9 120,609.9 128,416.1 135,654.8 142,245.6 148,154.3 
- Mass Merchandisers - - - - - - 
- Variety Stores 3,851.2 4,228.5 4,600.6 4,957.3 5,293.6 5,606.1 
- Warehouse Clubs 47,411.4 48,129.2 48,735.4 49,172.7 49,443.0 49,560.1 
Mixed Retailers 163,731.5 172,967.6 181,752.1 189,784.8 196,982.3 203,320.5 

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

Note: Forecast value data in constant terms 

 

 

Table 69 Forecast Sales in Mixed Retailers by Channel: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Department Stores 7.2 5.7 31.7 
- Mass Merchandisers - - - 
- Variety Stores 9.8 7.8 45.6 
- Warehouse Clubs 1.5 0.9 4.5 
Mixed Retailers 5.6 4.4 24.2 
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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 70 Forecast Mixed Retailers Outlets by Channel: Units 2021-2026 

 

outlet 
 2021 2022 2023 2024 2025 2026 
 
- Department Stores 734.0 754.0 774.0 791.0 808.0 823.0 
- Mass Merchandisers - - - - - - 
- Variety Stores 380.0 393.0 405.0 416.0 427.0 437.0 
- Warehouse Clubs 27.0 28.0 29.0 30.0 31.0 32.0 
Mixed Retailers 1,141.0 1,175.0 1,208.0 1,237.0 1,266.0 1,292.0 

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

 

 

Table 71 Forecast Mixed Retailers Outlets by Channel: % Unit Growth 2021-2026 

 

% unit growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
- Department Stores 2.7 2.3 12.1 
- Mass Merchandisers - - - 
- Variety Stores 3.4 2.8 15.0 
- Warehouse Clubs 3.7 3.5 18.5 
Mixed Retailers 3.0 2.5 13.2 

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

 

 

 

DISCLAIMER 
Forecast closing date: 17 January 2022 

Report closing date: 23 February 2022 

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

performance in 2021 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 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 2 Research Sources 

Official Sources Bureau of Food & Drugs (BFAD) 

 Department of Trade & Industry 

 National Statistics Office, Republic of 

Philippines 

 Philippine Securities & Exchange Commission 
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 Philippine Star 

Trade Associations Association of Filipino Franchisers Inc 

 Direct Selling Association of the Philippines 

 Drugstores Association of the Philippines 

(DSAP) 

 Pampanga Supermarket & Groceries 

Association 

 Philippine Amalgamated Supermarkets 

Association Inc 

 Philippine Franchisers Association 

 Philippine Retailers Association 

Trade Press ABS-CBN News 

 Business Insight Malaya 

 Business World Online 

 GMA News 

 Manila Bulletin 

 Manila Times 

 Philippine Business 

 Sun Star Cebu Network Online 

 The Philippine Daily Inquirer 

Source: Euromonitor International 
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CONVENIENCE STORES IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 5% in current terms in 2021 to PHP60.3 billion  

▪ Philippine Seven Corp is the leading player in 2021, with a retail value share of 60% 

▪ Retail sales are set to increase at a current value CAGR of 5% (2021 constant value CAGR of 

2%) over the forecast period to PHP75.4 billion 

 

 

2021 DEVELOPMENTS 
 

Value decline continues as operating limitations prevent stronger sales 

Despite being considered essential and allowed to operate during the lockdown period, 

convenience stores will continue to decline in current value terms, albeit at a lesser rate than in 

2020. Most of the decline can be attributed to the fact that many players did not fully operate all 

their stores during the lockdowns, with some even stopping operations for nearly half their 

convenience stores. For example, some players chose to temporarily close outlets near schools, 

offices, or commercial clusters, since those types of institutions were also closed. In fact, the 

leading player 7-Eleven has around half of its stores in such locations and thus lost a significant 

portion of its consumer base due to these mobility restrictions. In addition, convenience stores 

were also negatively affected by the imposition of alcoholic drinks sales bans during the 

lockdown. 

Nevertheless, people in the Philippines are starting to learn to live with the virus and seeking 

to return to a regular routine, albeit with precautionary measures (such as face masks, 

additional hand washing, and social distancing) in place. The economy is also gradually 

opening, aiding the livelihoods of Filipinos, and improving spending confidence. This somewhat 

benefitted convenience stores as it helped slow the rate of decline. However, the category will 

not see a recovery in 2021.  

 

Expansion plans hampered due to COVID-19 issues 

In terms of number of sites and selling space, the category will not see growth in 2021. 

Despite convenience stores previously being one of the fastest growing categories (in terms of 

both value sales and outlet numbers), the significant effect of store closures and lack of foot 

traffic hampered players’ expansion plans. The category leader 7-Eleven was one such brand 

that slowed its expansion, only opening 174 new stores – around half the number of stores 

opened in 2019 before the pandemic began. The exception to the stalled outlet expansion is 

Alfamart, which continued with its aggressive expansion plans even amidst the 2020 lockdown 

period. This helped the brand capture more consumers, gain a greater share of the category, 

and allowed it to move into second place, overtaking formerly second-ranked Ministop. Despite 

showing a stronger performance than 7-Eleven, the latter continues to hold a wide value share 

margin over its competitors. 

With expansion plans in limbo, most convenience stores turned to other initiatives to adapt to 

the lockdown and ongoing pandemic situation. For example, Family Mart launched rolling stores 

(mobile vendors) and a delivery service to provide greater convenience and safety for their 
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customers. Meanwhile, Ministop expanded its offering of frozen goods. This meant that 

consumers could reduce the frequency of their shopping trips (due to the longevity of such 

products) and thus avoid potential exposure to the virus. Frozen food also tends to be quick and 

easy to cook – a strong factor in consumers’ food purchasing decisions. 

 

Alfamart finds new audience in underserved rural communities 

Something of an anomaly, Alfamart managed to record growth amidst the pandemic. This is 

because the brand continued with its expansion plans (where conditions allowed), despite 

severe business and movement restrictions. The player opened its 1000th store in 2020, after 

adding a total of 258 new stores. It followed this by adding over 200 more in 2021. Alfamart is 

focusing on establishing outlet locations in traditionally underserved rural communities where 

modern grocery retailers are few and far between. This not only allows the player to play a 

bigger role in community development by supporting local entrepreneurs (as it invites local 

entrepreneurs to set up businesses in the store vicinity), but also to gain share by establishing 

itself in areas with few strong competitors.  

In terms of playing a larger role in rural communities, a growing number of bills payment 

kiosks, food kiosks, and laundry shops are already partnering with Alfamart to offer their 

products and services to the same shoppers. Partnerships like this are becoming especially 

relevant given how small businesses are struggling under the economic effects of the pandemic 

and how important it now is for major players to demonstrate social responsibility. Furthermore, 

with outlets offering a greater variety of products (and not just groceries), consumers are more 

likely to visit on occasions when they want a one-stop shopping trip – a major trend during the 

pandemic years. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Swift recovery expected as restrictions relax and outlets reopen 

Convenience stores is on track for a quick recovery in the forecast period. Expansion is set to 

continue in terms of number of sites and selling space in the forecast period. Many convenience 

stores which delayed expansion during the pandemic will likely return to these plans in the 

beginning of the forecast period, keen to capitalise on the expected normalisation of consumer 

habits. Furthermore, there are still many untapped areas for convenience stores in the 

Philippines that are prime for expansion. SM Retail’s Alfamart is set to lead this exploration in 

the forecast period, as it has already focused on developing the brand’s presence in 

underserved residential areas. 

From 2022 onwards, current retail value sales are set to continue strengthening with double-

digit growth in line with the relaxation of lockdown restrictions and the acceleration of 

vaccination efforts. The recovery will also be supported by a return to regular operating hours, 

permanent reopening of outlets that closed during the lockdowns, and growing consumer 

confidence. Moreover, convenience stores will benefit from the fact that they can easily adjust 

their product assortment depending on consumer demand. As such, it is anticipated that the 

category will fully recover to pre-pandemic sales levels by the end of the forecast period. 

 

To aid recovery, category players will shift product assortments, 
introduce new shopping concepts, and partner with other brands 

Some permanent changes in consumer behaviour may cause convenience stores to readjust 

their offerings to aid recovery in the forecast period. For example, during pre-lockdown years, 

most convenience stores focused on their ready-to-eat product portfolios as they observed more 
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consumers dining in convenience stores. Given that dining-in was not allowed during lockdown, 

many convenience stores were forced to close their dining spaces. Dine-in restrictions may 

continue at the beginning of the forecast period, and, even when relaxed, consumers may 

continue to be wary of eating out. Therefore, consumers are expected to prioritise food that can 

be taken out and conveniently prepared at home. Thus, convenience store players may adjust 

their offerings by focusing on frozen meals or ready-to-eat meals that can be easily taken home 

and prepared. Furthermore, a larger focus may be seen on essential household items in the 

forecast period, such as cleaning supplies, condiments, and other food ingredients. This is 

already being seen in 7-Eleven convenience stores and well as Ministop, although the latter is 

leaning towards grocery items given the transport challenges of the COVID-19 pandemic. 

As well as altering the product assortments, convenience store players are likely to introduce 

new store concepts and increase the number of partnerships with brands from other categories. 

For example, compact stores (favoured by Family Mart) are set to become more popular as 

customers can shop through the window and thus avoid the potential contamination that comes 

with entering the shop. Similarly, 7-Eleven’s modular store concept (building stores from 

prefabricated materials) means that the brand can open new stores quicker and accelerate its 

expansion plans. The brand is also set to partner with Heineken to provide new alcoholic 

offerings, whilst Alfamart is collaborating with Miniso (which sells high-quality, yet affordable 

lifestyle products such as household goods, cosmetics, food, and toys) with Miniso likely to have 

its own dedicated corner inside the store. With convenience stores increasingly expanding the 

range of products available, consumers will start to visit such stores for more of their shopping 

needs. 

 

Digital payments and delivery services will continue to grow in 
importance 

In the forecast period, consumers will continue expecting services that simplify and streamline 

the purchasing process. Many convenience store players have already accelerated the adoption 

of digital payments and online deliveries (mostly for ready-to-eat food) and are thus an 

accessible channel for this method of payment going forwards. This includes services such as 

e-wallet top-ups and bill payments. For example, as of June 2021, Ministop has 405 stores 

partnered with GCash, PayMaya, Bayad Center, Lazada and other billers, with GCash 

particularly strengthening its partnership as part of its campaign to increase finance control for 

all. Ministop also plans to expand our portfolio of e services to 3% of sales by year end of 2021. 

Such collaborations are set to continue strengthening in the forecast period and bolstering the 

performance of convenience stores, perhaps even giving rise to the idea that convenience 

stores are more accessible than other grocery retailers. Therefore, it will be important for 

convenience stores to continue focusing on building their online presence in the forecast period, 

with such services seeing growing demand. 

 

 

CHANNEL DATA 
 

Table 72 Convenience Stores: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 43,884.8 51,310.9 61,134.5 73,880.7 63,453.0 60,281.1 
Outlets 2,949.0 3,321.0 3,754.0 4,315.0 4,659.0 4,988.0 
Selling Space '000 sq m 360.6 409.1 465.9 540.7 566.5 588.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 73 Convenience Stores: Value Sales, Outlets and Selling Space: % Growth 2016-
2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -5.0 6.6 37.4 
Outlets 7.1 11.1 69.1 
Selling Space '000 sq m 3.8 10.3 63.2 

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

 

 

Table 74 Convenience Stores GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Seven & I Holdings Co Ltd 60.1 62.4 62.7 59.1 59.5 
Sumber Alfaria Trijaya 13.2 14.7 17.0 24.5 25.4 
    Tbk PT      
AEON Group 16.3 14.8 13.3 9.8 8.7 
FamilyMart Uny Holdings 2.9 2.6 2.4 2.1 2.1 
    Co Ltd      
MBV Group of Cos 2.5 2.1 1.7 2.0 2.0 
Lawson Inc 0.9 0.8 0.8 0.8 0.8 
San Miguel Corp 0.0 0.0 0.0 0.0 0.0 
Alimentation Couche- 0.2 0.1 0.0 - - 
    Tard Inc      
FamilyMart Co Ltd - - - - - 
Others 3.9 2.5 2.1 1.7 1.6 
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 75 Convenience Stores GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
7-Eleven Seven & I Holdings Co Ltd 62.4 62.7 59.1 59.5 
Alfamart Sumber Alfaria Trijaya 14.7 17.0 24.5 25.4 
 Tbk PT     
Ministop AEON Group 14.8 13.3 9.8 8.7 
Family Mart FamilyMart Uny Holdings 2.6 2.4 2.1 2.1 
 Co Ltd     
AllDay MBV Group of Cos 2.1 1.7 2.0 2.0 
Lawson Lawson Inc 0.8 0.8 0.8 0.8 
San Mig Food Ave San Miguel Corp 0.0 0.0 0.0 0.0 
Circle K Alimentation Couche- 0.1 0.0 - - 
 Tard Inc     
Family Mart FamilyMart Co Ltd - - - - 
Others  2.5 2.1 1.7 1.6 
Total  100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 76 Convenience Stores LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
7-Eleven (Seven & I Philippine Seven Corp 2,450 2,762 2,876 3,024 
    Holdings Co Ltd)      
Alfamart (Sumber SM Retail Inc 526 754 1,012 1,140 
    Alfaria Trijaya Tbk      
    PT)      
Ministop (AEON Group) Robinsons Retail 499 507 472 516 
 Holdings Inc     
Family Mart Phoenix Petroleum 71 79 72 77 
    (FamilyMart Uny Philippines Inc     
    Holdings Co Ltd)      
AllDay (MBV Group All Value Holdings Corp 77 77 76 72 
    of Cos)      
Lawson (Lawson Inc) PG Lawson Co Inc 40 50 65 71 
San Mig Food Ave San Miguel Foodshop Corp 4 4 4 4 
    (San Miguel Corp)      
Circle K Franchise 8 Inc 8 3 - - 
    (Alimentation      
    Couche-Tard Inc)      
Lawson (Lawson Inc) Puregold Price Club Inc - - - - 
Family Mart Rustan Group of Cos - - - - 
    (FamilyMart Co Ltd)      
Family Mart Rustan Group of Cos - - - - 
    (FamilyMart Uny      
    Holdings Co Ltd)      
Circle K Super8 Retail Systems Inc - - - - 
    (Alimentation      
    Couche-Tard Inc)      
Others Others 79 79 82 84 
Total Total 3,754 4,315 4,659 4,988 

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

 

 

Table 77 Convenience Stores LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
7-Eleven (Seven & I Philippine Seven Corp 274.7 306.4 315.9 328.9 
    Holdings Co Ltd)      
Alfamart (Sumber SM Retail Inc 95.3 135.6 151.7 156.6 
    Alfaria Trijaya Tbk      
    PT)      
Ministop (AEON Group) Robinsons Retail 37.9 39.0 35.8 38.6 
 Holdings Inc     
Family Mart Phoenix Petroleum 8.5 9.5 8.5 9.0 
    (FamilyMart Uny Philippines Inc     
    Holdings Co Ltd)      
Lawson (Lawson Inc) PG Lawson Co Inc 4.7 5.3 8.5 8.9 
AllDay (MBV Group All Value Holdings Corp 6.7 6.7 6.6 6.3 
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    of Cos)      
San Mig Food Ave San Miguel Foodshop Corp 0.3 0.3 0.3 0.3 
    (San Miguel Corp)      
Circle K Franchise 8 Inc 0.8 0.3 - - 
    (Alimentation      
    Couche-Tard Inc)      
Lawson (Lawson Inc) Puregold Price Club Inc - - - - 
Family Mart Rustan Group of Cos - - - - 
    (FamilyMart Co Ltd)      
Family Mart Rustan Group of Cos - - - - 
    (FamilyMart Uny      
    Holdings Co Ltd)      
Circle K Super8 Retail Systems Inc - - - - 
    (Alimentation      
    Couche-Tard Inc)      
Others Others 37.0 37.6 39.1 39.6 
Total Total 465.9 540.7 566.5 588.3 

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

 

 

Table 78 Convenience Stores Forecasts: Value Sales, Outlets and Selling Space 2021-
2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 60,281.1 61,631.3 62,815.1 63,756.4 64,455.3 64,928.1 
Outlets 4,988.0 5,223.0 5,446.0 5,658.0 5,858.0 6,047.0 
Selling Space '000 sq m 588.3 608.8 628.2 646.3 663.3 679.1 

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

Note: Forecast value data in constant terms. 

 

 

Table 79 Convenience Stores Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 2.2 1.5 7.7 
Outlets 4.7 3.9 21.2 
Selling Space '000 sq m 3.5 2.9 15.4 

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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DISCOUNTERS IN THE PHILIPPINES - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 6% in current terms in 2021 to PHP3.3 billion  

▪ Puregold Price Club Inc is the leading player in 2021, with a retail value share of 100% 

▪ Retail sales are set to grow at a current value CAGR of 4% (2021 constant value CAGR of 

0.4%) over the forecast period to PHP4.0 billion 

 

 

2021 DEVELOPMENTS 
 

Puregold Extra remains only brand within discounters and sees decline 

Puregold Price Club continues dominating discounters in 2021 as it is the only player present 

in the channel with its Puregold Extra brand. In 2020, Puregold Extra continued its expansion, 

albeit at a slightly slower rate than pre-pandemic. Nevertheless, Puregold Extra was able to 

enjoy a higher current retail value growth rate in 2020 compared to 2019 thanks to the low 

prices offered and the locality of most discounter outlets. In this regard, Puregold Extra 

benefitted from catering to a smaller residential community than its Puregold Hypermarket 

format. 

In 2021 however, despite the brand continuing to add to its number of sites/outlets, 

discounters will see negative growth in 2021. This is the same as in all other grocery formats as 

prolonged restrictions and weakening consumer spending (even within a channel known for 

budget-friendly prices) take their toll on sales. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Puregold will still be the main player, with A focus on outlet expansion 
and digital growth 

Puregold’s continuous support for its Puregold Extra discounters format will ensure growth for 

the channel in the forecast period. In terms of sites/outlets, notable growth is expected in the 

beginning of the forecast period due to the player’s expansion plans. It is unlikely that another 

major player will enter the category, thus allowing Puregold Extra to maintain its complete 

dominance of the discounters value share. 

Like other Puregold Price Club Inc’s grocery formats (supermarkets and hypermarkets), 

Puregold Extra will also benefit from an increased presence online, with this set to intensify in 

the forecast period. Consumers have become used to online shopping under lockdown 

conditions and will continue to gravitate towards this service due to the convenience it offers. 

 

 

CHANNEL DATA 
 

Table 80 Discounters: Value Sales, Outlets and Selling Space 2016-2021 
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 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 2,581.9 2,800.0 3,108.0 3,251.0 3,569.6 3,345.5 
Outlets 30.0 35.0 42.0 47.0 59.0 65.0 
Selling Space '000 sq m 11.2 12.6 12.8 14.1 17.5 19.0 

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

 

 

Table 81 Discounters: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -6.3 5.3 29.6 
Outlets 10.2 16.7 116.7 
Selling Space '000 sq m 8.8 11.2 69.8 

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

 

 

Table 82 Discounters GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Puregold Price Club Inc 100.0 100.0 100.0 100.0 100.0 
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 83 Discounters GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Puregold Puregold Price Club Inc 100.0 100.0 100.0 100.0 
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 

 

 

Table 84 Discounters LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Puregold Extra Puregold Price Club Inc 42 47 59 65 
Total Total 42 47 59 65 

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

 

 

Table 85 Discounters LBN Brand Shares: Selling Space 2018-2021 
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selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Puregold Extra Puregold Price Club Inc 12.8 14.1 17.5 19.0 
Total Total 12.8 14.1 17.5 19.0 

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

 

 

Table 86 Discounters Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 3,345.5 3,377.9 3,403.6 3,418.7 3,423.4 3,418.6 
Outlets 65.0 68.0 71.0 74.0 76.0 78.0 
Selling Space '000 sq m 19.0 19.8 20.6 21.2 21.7 22.2 

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

Note: Forecast value data in constant terms. 

 

 

Table 87 Discounters Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 1.0 0.4 2.2 
Outlets 4.6 3.7 20.0 
Selling Space '000 sq m 4.4 3.2 16.8 

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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HYPERMARKETS IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 10% in current terms in 2021 to PHP162 billion  

▪ Puregold Price Club Inc is the leading player in 2021, with a retail value share of 54% 

▪ Retail sales are set to rise at a current value CAGR of 3% (2021 constant value CAGR of 

0.4%) over the forecast period to PHP192 billion 

 

 

2021 DEVELOPMENTS 
 

Despite recording value growth in 2020, hypermarkets will see A heavy 
decline 

The lockdown measures leading to home seclusion benefitted hypermarkets in 2020. During 

the initial lockdown hypermarkets experienced surging sales as consumers stockpiled grocery 

products to reduce the frequency of their shopping trips. There was also a general increase in 

demand for grocery items as consumers increased their home-cooking habits. Moreover, 

hypermarkets benefitted from the fact that department stores were required to close under 

stricter quarantine restrictions. Given that hypermarkets also carry non-grocery items, it held an 

advantage over other grocery retailers, allowing the channel to become the go-to option for non-

grocery essentials and on-stop shopping. This phenomenon also led to a higher current retail 

value growth rate for hypermarkets than supermarkets in 2020. 

However, in 2021 the pandemic impact on grocery retailing has extended to hypermarket 

players as well. With the economy heavily affected and consumer spending weakened, Filipinos 

are having to cut down on grocery items and essentials. In addition, since department stores 

and specialist markets have been permitted to reopen, consumers now have more choice for 

their non-grocery shopping needs. This will lead to hypermarket recording a significant decline 

in retail value sales in 2021, with sales dipping below pre-pandemic levels. 

 

SM Hypermarket benefits from helping local food producers 

As hypermarkets, along with supermarkets, are one of the few channels that benefitted from 

the lockdown restrictions in 2020, some grocery brands have focused on giving back and 

helping micro and small and medium enterprises to survive the pandemic and the lockdown. For 

example, the second-ranked company, SM Retail, launched its Kasama ng SM campaign (You 

are with SM) to help businesses bounce back from the pandemic. In line with this campaign, SM 

Hypermarket has been reaching out to farmers and other local food producers to help them sell 

their products in SM Hypermarket outlets. Such measures enhance the reputation of brands and 

can be strongly beneficial for them in the long run with consumers increasingly wanting to shop 

at ethical and responsible retailers. Thus, despite a decline in value sales, its decrease will not 

be as strong as that of first placed player Puregold Price Club. Furthermore, SM Retail will in 

fact see a share gain within the category in 2021. 
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Puregold brands under pressure from COVID-19 but remains on top 

Puregold Price Club’s Puregold will remain the leading hypermarkets brand in 2021. The 

hypermarket continues to be Puregold Price Club’s primary format and the focus of its marketing 

and pricing strategy. Whilst the brand experienced double-digit current retail value growth in 

2020 (benefitting from increased consumer demand during the lockdowns), it will see a decline 

in 2021, mirroring the overall category performance. It initially emerged as one of the pandemics 

winners but is now being affected by prolonged restrictions and weaker consumer spending.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Slightly slower growth expected as stockpiling behaviour dwindles 

Hypermarkets is expected to record a growth in 2022 after its decline in 2021. It will return to 

pre-pandemic current value sales levels in 2023 and continue to grow (albeit at a decelerating 

rate) in the following years as the economy recovers and consumer shopping behaviour 

normalises. Most of the slowdown will likely be attributed to the loss of consumer stockpiling 

behaviours, as the worry of overarching lockdowns will dwindle. In addition, the channel will face 

competition from e-commerce, with the latter set to rise strongly in the coming years. Players 

from all grocery retailers will invest in growing their digital offerings and, given the convenience it 

provides, particularly in terms of delivering large baskets and bulk buys to the customer’s 

doorstep, will reduce the need to visit hypermarkets for a one-stop shop. However, since 

hypermarkets offer essential grocery and non-grocery items, demand will be sustained 

throughout the forecast period, with many preferring to continue in-person shopping.  

Meanwhile, sites/outlets are set to return to stronger growth rates in the forecast period. 

Grocery retailers in general look to take advantage of the heightened demand with consumers 

increasingly seeking large shopping formats closer to home.  

 

Online shopping will continue growing as players explore the digital 
landscape 

More consumers have become accustomed to purchasing their groceries online during the 

pandemic, particularly during the lockdown periods. Thus, the Philippines is likely to see growing 

demand for online shopping thanks to the convenience the channel offers. This is especially true 

when buying bulky food or beverage items that are cumbersome to transport. As such, more 

hypermarkets players are therefore set to strengthen their online presence to capture interested 

consumers. The category is set to enjoy the same innovation as supermarkets in the forecast 

period, as most hypermarket players in the country are larger formats of an existing 

supermarket (such as SM Retail’s SM Supermarket and SM Hypermarket). Furthermore, 

players are realising not just the importance of having functioning website, but also the 

importance of innovating for mobile e-commerce. Consumers are spending an increasing 

amount of time on their mobiles whilst time spent on desktops is diminishing. As such, players 

like Puregold Price Club are strongly investing in developing their mobile apps and well as their 

general e-commerce website.  

Digital strengthening is also extending to provincial hypermarket operators like Prince Retail 

Group, with this player launching its online shopping app Goseri. This is a dark store exclusive 

grocery app for the Prince Retail group. The operator does not have a physical store from which 

consumers can buy from. Instead, the focus is exclusively for online buying with options 

available for varying budgets, including a higher-quality selection for middle and upper-middle 

income consumers. 

 

 
 

Content removed from sample 
 

 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 
 
 
 

Content removed from sample 
 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  48 

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

Convenient shopping services and rebound of sari-sari stores are set to 
aid recovery of category sales 

Due to consumers becoming used to the new services launched by hypermarkets under 

lockdown, these services will likely become normalised in the forecast period. For example, 

some hypermarkets launched personal shopper services, which consumer gravitated towards 

as they ensured a convenient way for consumers to complete their grocery shopping from the 

safety of their own homes. Click and collect or curb-side pick-up options also strongly gained 

popularity as they allowed consumers to collect their shopping without undertaking the in-store 

risk of exposing themselves to the COVID-19 virus. Given that hypermarkets are large outlets 

with a large capacity, many people viewed such stores as greater risk of contracting COVID-19 

than smaller, closer to home outlets, and thus tried to shop in them less during 2021. Although 

the threat of the virus is diminishing and will continue to recede in the coming years, the trend 

for convenience will remain. Therefore, personal shopper programs, as well as curb side pick-up 

options, will continue gaining momentum in the forecast period, supporting category growth. 

Another factor that will aid hypermarkets value sales in the forecast period is the recovery of 

sari-sari stores. Owners of such stores form a major customer group for hypermarkets as they 

purchase products in bulk, then sell them individually from their own stores. Given that sari-sari 

stores were heavily affected during the pandemic, they required less stock and thus purchased 

less from hypermarkets. In 2021, such stores are starting to bounce back, and their continued 

growth may help in the recovery of hypermarkets value sales. 

 

 

CHANNEL DATA 
 

Table 88 Hypermarkets: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 137,843.2 147,954.8 164,369.7 171,629.1 180,615.0 161,995.4 
Outlets 290.0 334.0 400.0 430.0 450.0 476.0 
Selling Space '000 sq m 971.2 1,029.9 1,133.0 1,155.2 1,200.7 1,256.6 

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

 

 

Table 89 Hypermarkets: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -10.3 3.3 17.5 
Outlets 5.8 10.4 64.1 
Selling Space '000 sq m 4.7 5.3 29.4 

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

 

 

Table 90 Hypermarkets GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Puregold Price Club Inc 53.1 53.7 55.0 54.8 53.9 
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SM Retail Inc 24.3 24.1 22.6 22.8 23.3 
Super8 Retail Systems Inc 8.1 7.7 7.6 7.8 7.9 
Metro Retail Stores Group 5.9 5.9 6.2 6.0 5.9 
Prince Warehouse Club Inc 4.7 4.7 4.8 4.9 5.1 
Robinsons Retail - 3.9 3.7 3.8 3.8 
    Holdings Inc      
Rustan Group of Cos 3.9 - - - - 
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 91 Hypermarkets GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Puregold Puregold Price Club Inc 53.7 55.0 54.8 53.9 
SM Hypermarket SM Retail Inc 24.1 22.6 22.8 23.3 
Super8 Grocery Super8 Retail Systems Inc 7.7 7.6 7.8 7.9 
    Warehouse      
Super Metro Metro Retail Stores Group 5.9 6.2 6.0 5.9 
    Hypermarket      
Prince Hypermart Prince Warehouse Club Inc 4.7 4.8 4.9 5.1 
Shopwise Robinsons Retail 3.9 3.7 3.8 3.8 
 Holdings Inc     
Shopwise Rustan Group of Cos - - - - 
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 92 Hypermarkets LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Puregold Puregold Price Club Inc 208 229 244 268 
Super8 Grocery Super8 Retail Systems Inc 68 74 75 75 
    Warehouse      
SM Hypermarket SM Retail Inc 53 52 52 52 
Prince Hypermart Prince Warehouse Club Inc 41 45 50 52 
Shopwise Robinsons Retail - 17 16 16 
 Holdings Inc     
Super Metro Metro Retail Stores Group 13 13 13 13 
    Hypermarket      
Shopwise (Robinsons Rustan Group of Cos 17 - - - 
    Retail Holdings Inc)      
Shopwise Rustan Group of Cos - - - - 
Total Total 400 430 450 476 

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

 

 

Table 93 Hypermarkets LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
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Puregold Puregold Price Club Inc 363.5 394.1 410.7 443.9 
SM Hypermarket SM Retail Inc 353.7 336.9 364.6 384.7 
Shopwise Robinsons Retail - 154.3 146.6 146.6 
 Holdings Inc     
Super8 Grocery Super8 Retail Systems Inc 131.1 141.3 141.6 141.6 
    Warehouse      
Prince Hypermart Prince Warehouse Club Inc 76.1 82.9 91.3 94.0 
Super Metro Metro Retail Stores Group 54.3 45.8 45.8 45.8 
    Hypermarket      
Shopwise (Robinsons Rustan Group of Cos 154.3 - - - 
    Retail Holdings Inc)      
Shopwise Rustan Group of Cos - - - - 
Total Total 1,133.0 1,155.2 1,200.7 1,256.6 

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

 

 

Table 94 Hypermarkets Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 161,995.4 163,465.2 164,621.3 165,271.6 165,425.7 165,130.8 
Outlets 476.0 490.0 503.0 515.0 526.0 536.0 
Selling Space '000 sq m 1,256.6 1,285.8 1,313.0 1,338.3 1,361.7 1,383.3 

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

Note: Forecast value data in constant terms. 

 

 

Table 95 Hypermarkets Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 0.9 0.4 1.9 
Outlets 2.9 2.4 12.6 
Selling Space '000 sq m 2.3 1.9 10.1 

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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SUPERMARKETS IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales decrease by 9% in current terms in 2021 to PHP506 billion  

▪ SM Retail Inc is the leading player in 2021, with a retail value share of 22% 

▪ Retail sales are set to grow at a current value CAGR of 4% (2021 constant value CAGR of 

1%) over the forecast period to PHP607 billion 

 

 

2021 DEVELOPMENTS 
 

Decline in sales as poor economic conditions restrict consumer 
purchases 

In 2020, supermarkets was one of the channels that benefitted from the lockdown restrictions. 

Firstly, players benefitted from stockpiling upon the announcement of the initial lockdown in 

March. Though the demand stabilised throughout the year (as consumers became less worried 

about access to retailers), the category nevertheless saw growth in 2020 as consumers spent 

more time cooking and eating from home. Whilst store-based current retail value sales 

increased strongly, this was complimented by online supermarkets sales as grocery items were 

one of the highest demand online products of 2020. Furthermore, store expansions, although 

somewhat slowed, continued for most supermarket players as they sought to take advantage of 

the growing demand for groceries. 

In 2021 however, like the rest of the grocery retailing categories, supermarkets are now 

feeling the negative impact of the pandemic. The decline can mainly be attributed to low 

customer traffic and customer’s lower propensity to spend given that the economy has suffered. 

As such, the rate of decline in 2021 is greater than the rate of growth seen in 2020 and the 

category will record lower current value sales in 2021 than it did pre-pandemic.  

 

Expansion continues with notable developments from AllDay and 
MerryMart 

The leading operator in supermarkets, SM Retail, collectively names its supermarket and 

hypermarket formats the SM Markets. These include SM Supermarket, Save More 

Supermarket, and SM Hypermarket. The two supermarket formats ranked first and second 

respectively in the supermarkets channel in 2021 despite the channel remaining a fragmented 

category in the Philippines. Key players like SM Retail and Robinsons Retail Holdings (with its 

brands Robinsons Supermarket, Marketplace, Robinsons Selection, Robinsons Easymart, and 

Shopwise Express/Wellcome) lead in most major cities. However, localised players are more 

capable of capturing provinces, with players such as Metro Retail Stores Group, Gaisano 

Capital Group and New City Commercial Corp (with its NCCC Supermarket and NCCC Choice 

Mart) performing well in these areas. 

Despite the poorer category results in 2021 (mostly due to weaker consumer spending), the 

expansion of supermarket outlets remains ongoing. For example, MerryMart Supermarket, 

AllDay Supermarket, Metro Supermarket, Robinsons, and SM Supermarket all established new 

sites/outlets in 2021. Most notably, AllDay Supermarket expanded to provincial areas such as 
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Talisay, Bacolod, Cauayan, and Sto.Tomas. It also announced that in 2022 it will open 10 more 

stores (to grow its network to 45) and that it aims to have 100 locations nationwide by 2026. The 

brand is also garnering attention because of its innovative self-checkout counters powered by 

PayMaya as well as the launch of its dark store concept. Its owner, AllDay Mart, recognises that 

importance of accepting different digital payment methods (such as card and QR payments via 

banks and e-wallets) with consumers increasingly demanding ease and efficiency of purchase, 

as well as security of the payment platform. Finally, the player filed for IPO (Initial Public 

Offering) in August 2021 and is planning on selling up to 7.5 billion shares. With such 

developments, AllDay Mart is future proofing its outlets and becoming more appealing to 

consumers. 

MerryMart, a relative newcomer to supermarkets in the Philippines, is also expanding rapidly. 

In 2020, it opened 22 new stores, hitting its goal of 25 branches at the end of 2020, and it aims 

to reach 100 stores by the end of 2021. It has launched its “dark groceries” offering in 

partnership with online delivery service foodpanda, which caters only to online deliveries within 

the branch’s vicinity. In addition, MerryMart announced the launch of its MBOX smart lockers in 

April 2021 - the first business under its consumer technology portfolio. Further developments 

can be expected from the player in the coming years.  

 

Third-party e-commerce partnerships and shopper programs maintain 
popularity 

During the pandemic, many supermarket players realised the benefits of partnering with third 

party e-commerce platforms. Even players that had established their own e-commerce websites 

turned to e-commerce platforms such as Lazada and Shopee to help them reach a wider 

audience. As such, third party players took advantage of the demand for groceries and helped 

drive e-commerce sales for supermarkets in 2020. For example, Grab Philippines launched an 

on-demand grocery service called GrabMart in April 2020. It then entered a partnership with 

Robinsons Supermarket to help deliver essential needs to local consumers. Despite, 

supermarkets seeing an overall decline in value sales in 2021, shopping for supermarket goods 

via e-commerce remained popular. 

Aside from e-commerce, supermarket players introduced other services that increased 

convenience for consumers. These included personal shopper programs, curb side pick-up, and 

other pabili services (pabili is a Tagalog word meaning ‘to ask someone else to buy’). For 

example, AllDay Supermarket was among the first to launch a personal shopper delivery service 

at the onset of the enhanced community quarantine in 2020. The overarching company soon 

expanded this service to its AllHome outlets (home and garden specialist retailers). Likewise, 

leading player SM Retail launched a SM Personal Shopper Program. Such services became 

popular amongst local consumers, leading to the creation of a Takeout and Delivery Viber 

community for groceries. Likewise, pabili services through third party players were heavily 

expanded during the pandemic, including delivery through GrabFood and Lalamove. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Supermarkets set for steady recovery as shopping behaviour 
normalises 

Supermarkets is expected to return to positive current retail value growth in 2022. Grocery 

items will remain essential and in-demand as people are likely to stay at home more in the early 

forecast period, or at least until the vaccine is made more widely available. Following a return to 

pre-pandemic value sales in 2023, the rate of increase is anticipated to gradually slow as 
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demand normalises, and sales continue to be transferred to e-commerce. In terms of selling 

space and number of sites/outlets, supermarkets will continue to record moderate growth as 

grocery retailers look to take advantage of the heightened demand for close-to-home outlets 

ignited by the pandemic. For example, SM Markets will likely continue expanding in rural areas 

to strengthen its share lead, making an important contribution to overall category growth. 

 

Online grocery expected to remain A significant contributor to sales 

The consumer habit of online grocery shopping grew rapidly during the pandemic and is only 

likely to rise further in the forecast period. The experience of shopping online offers consumers 

unparalleled convenience, particularly when ordering bulky or heavy items. Before the 

pandemic, few local consumers had tried e-commerce due to lack of awareness or trust in such 

shopping channels. However, the lockdowns and pandemic restrictions forced many consumers 

to adapt to online shopping, with some expected to prefer it to in-store retailing channels in the 

forecast period. As such, players are swiftly expanding their e-commerce coverage and 

improving digital infrastructure. For example, during the pandemic Robinsons saw its e-

commerce sales exceed the PHP1 billion mark, recording more than double the sales of 2019. 

SM Supermarket also saw markedly strong growth via its smmarkets.ph website, as did 

Waltermart with its waltermartdelivery.com.ph platform. The latter gained additional attention 

through its direct work with local farmers to create a steady supply of fresh produce and an 

efficient supply chain. Even small grocery stores are increasingly exploring online grocery 

platforms, with this allowing them to reach customers that would not previously have been 

aware of them.  

 

Dark grocery store concept has strong potential to take off 

More supermarkets players launched and strengthened their online presence, especially via 

mobile e-commerce, during the pandemic, with this expected to become a part of the new 

normal in terms of shopping in the forecast period. For example, Puregold’s supermarket 

strengthened its digital presence by launching a Puregold Mobile app and becoming more active 

on social media sites such as Facebook and YouTube to strengthen consumer engagement. 

Likewise, Robinsons Supermarket is likely continue expanding the nationwide availability of its 

online store, GoRobinsons. 

Taking online shopping to the extreme, ‘dark grocery’ stores may also see strong expansion 

in the forecast period. Such stores exclusively offer online shopping, with MerryMart Consumer 

Corp and foodpanda partnering to launch the concept towards the end of 2020. Such concepts 

may have an advantage over traditional supermarkets in the forecast period as they will likely be 

able to delivery items at a faster pace, thus satisfying consumers’ urges for swift, convenient 

shopping experiences.  

It is also expected that GrabMart will want to take advantage of the growing acceptance and 

popularity of online grocery in the Philippines and the opening of its first online supermarket in 

the country in 2021. This follows the success of its online supermarkets in Malaysia and 

Singapore that have been established for a few years. GrabSupermarket Fresh is a new format 

under GrabMart that is intended to meet the fast-growing and evolving grocery needs of Filipino 

consumers and is well placed to see growing sales in the coming years. 

 

 

CHANNEL DATA 
 

Table 96 Supermarkets: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
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Value sales PHP million 454,389.1 478,152.7 503,957.3 528,784.5 555,150.4 505,624.4 
Outlets 1,832.0 1,933.0 2,054.0 2,146.0 2,226.0 2,334.0 
Selling Space '000 sq m 2,857.7 3,074.9 3,316.6 3,450.8 3,538.1 3,752.3 

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

 

 

Table 97 Supermarkets: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -8.9 2.2 11.3 
Outlets 4.9 5.0 27.4 
Selling Space '000 sq m 6.1 5.6 31.3 

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

 

 

Table 98 Supermarkets GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 23.2 24.0 24.5 24.9 25.5 
Robinsons Retail 10.9 15.4 15.7 14.4 14.1 
    Holdings Inc      
Puregold Price Club Inc 3.6 3.6 3.6 3.6 3.5 
Metro Retail Stores Group 3.2 2.7 3.0 2.9 2.9 
Gaisano Grand Group of 2.0 2.1 2.1 2.1 2.0 
    Cos      
New City Commercial Corp 1.6 1.7 1.9 1.8 1.6 
Gaisano Capital Group 1.1 1.2 1.2 1.1 1.1 
MerryMart Consumer Corp - - 0.5 0.6 0.8 
Prince Warehouse Club Inc 0.8 0.8 0.8 0.8 0.7 
MBV Group of Cos 0.6 0.6 0.6 0.7 0.7 
Liberty Commerical 0.5 0.5 0.5 0.5 0.5 
    Center Inc      
Landmark Corp, The 0.4 0.4 0.5 0.5 0.5 
Ultra Mega Wholesale & 0.4 0.4 0.4 0.5 0.5 
    Retail Mart      
DSG Sons Group Inc 0.4 0.4 0.4 0.4 0.4 
Unitop General 0.2 0.2 0.2 0.2 0.2 
    Merchandise Inc      
Gaisano Northern 0.2 0.2 0.2 0.2 0.2 
    Mindanao (Unipace Corp)      
City Supermarket Inc 0.2 0.2 0.2 0.2 0.2 
CVC Supermart Inc 0.1 0.1 0.1 0.1 0.1 
JHG Trading Inc (JS 0.1 0.1 0.1 0.1 0.1 
    Gaisano)      
Magic Group of Cos 0.1 0.1 0.1 0.1 0.1 
Rustan Group of Cos 3.9 - - - - 
Others 46.4 45.3 43.3 44.3 44.2 
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 
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Table 99 Supermarkets GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Robinsons Robinsons Retail 11.6 12.2 11.8 11.5 
 Holdings Inc     
SM Supermarket SM Retail Inc 11.1 11.2 11.4 11.5 
Save More Supermarket SM Retail Inc 9.8 10.1 10.4 10.7 
Puregold Puregold Price Club Inc 3.6 3.6 3.6 3.5 
Waltermart SM Retail Inc 3.1 3.2 3.2 3.3 
    Supermarket      
Metro Supermarket Metro Retail Stores Group 2.7 3.0 2.9 2.9 
Marketplace Robinsons Retail 0.6 2.7 2.6 2.5 
 Holdings Inc     
Gaisano Grand Mall Gaisano Grand Group of Cos 2.1 2.1 2.1 2.0 
NCCC New City Commercial Corp 1.7 1.9 1.8 1.6 
Gaisano Capital Gaisano Capital Group 1.2 1.2 1.1 1.1 
MerryMart MerryMart Consumer Corp - 0.5 0.6 0.8 
Prince Town Prince Warehouse Club Inc 0.8 0.8 0.8 0.7 
AllDay Supermarket MBV Group of Cos 0.6 0.6 0.7 0.7 
LCC Liberty Commerical 0.5 0.5 0.5 0.5 
 Center Inc     
Landmark Landmark Corp, The 0.4 0.5 0.5 0.5 
Ultra Mega Ultra Mega Wholesale & 0.4 0.4 0.5 0.5 
    Supermarket Retail Mart     
GMarket DSG Sons Group Inc 0.4 0.4 0.4 0.4 
Unitop Unitop General 0.2 0.2 0.2 0.2 
 Merchandise Inc     
Gaisano City Gaisano Northern 0.2 0.2 0.2 0.2 
 Mindanao (Unipace Corp)     
City Supermarket City Supermarket Inc 0.2 0.2 0.2 0.2 
Rustan Robinsons Retail 2.4 - - - 
 Holdings Inc     
Wellcome Robinsons Retail 0.6 - - - 
 Holdings Inc     
Others  45.8 44.4 44.6 44.5 
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 100 Supermarkets LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Save More Supermarket SM Retail Inc 195 201 209 217 
Robinsons Supermarket Robinsons Retail 136 140 143 151 
 Holdings Inc     
Puregold Puregold Price Club Inc 104 103 100 100 
Waltermart Waltermart Supermarket 52 60 71 77 
    Supermarket (SM Inc     
    Retail Inc)      
Robinsons Easymart Robinsons Retail 22 66 70 70 
 Holdings Inc     
MerryMart MerryMart Consumer Corp - 3 25 68 
SM Supermarket SM Retail Inc 56 58 52 63 
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Gaisano Capital Gaisano Capital Group 44 47 47 47 
    Supermarket      
Gaisano Grand Mall Gaisano Grand Group of 39 39 39 39 
    Supermarket Cos     
LCC Supermarket Liberty Commerical 32 35 38 38 
 Center Inc     
Metro Supermarket Metro Retail Stores Group 28 30 31 35 
Ultra Mega Ultra Mega Wholesale & 19 26 32 33 
    Supermarket Retail Mart     
AllDay Supermarket All Value Holdings Corp 14 22 25 32 
    (MBV Group of Cos)      
Marketplace Robinsons Retail - 34 35 31 
 Holdings Inc     
Unitop Supermarket Unitop General 29 29 30 30 
 Merchandise Inc     
LCC Expressmart Liberty Commerical 22 25 25 25 
 Center Inc     
NCCC Choice Mart New City Commercial Corp 18 25 24 24 
Magic Supermarket Magic Group of Cos 20 20 23 23 
NCCC Supermarket New City Commercial Corp 18 22 21 21 
City Supermarket City Supermarket Inc 15 16 18 19 
Rustan's Rustan Group of Cos 21 - - - 
    Supermarket      
    (Robinsons Retail      
    Holdings Inc)      
Shopwise Express Rustan Group of Cos 19 - - - 
    (Robinsons Retail      
    Holdings Inc)      
Wellcome (Robinsons Rustan Group of Cos 17 - - - 
    Retail Holdings Inc)      
Others Others 1,134 1,145 1,168 1,191 
Total Total 2,054 2,146 2,226 2,334 

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

 

 

Table 101 Supermarkets LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Save More Supermarket SM Retail Inc 531.3 543.8 558.6 575.3 
SM Supermarket SM Retail Inc 357.1 361.3 337.0 419.3 
Robinsons Supermarket Robinsons Retail 277.2 297.3 291.5 294.9 
 Holdings Inc     
Waltermart Waltermart Supermarket 144.8 164.4 184.4 193.1 
    Supermarket (SM Inc     
    Retail Inc)      
MerryMart MerryMart Consumer Corp - 5.0 41.3 111.6 
Robinsons Easymart Robinsons Retail 44.8 101.2 105.1 102.8 
 Holdings Inc     
AllDay Supermarket All Value Holdings Corp 36.6 57.5 65.7 84.5 
    (MBV Group of Cos)      
Marketplace Robinsons Retail - 90.8 91.6 79.5 
 Holdings Inc     
Gaisano Grand Mall Gaisano Grand Group of 75.5 75.5 75.5 75.5 
    Supermarket Cos     
Puregold Puregold Price Club Inc 74.5 72.3 69.0 67.9 
Metro Supermarket Metro Retail Stores Group 46.4 50.3 55.2 64.3 
Ultra Mega Ultra Mega Wholesale & 47.5 49.2 59.1 60.2 
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    Supermarket Retail Mart     
LCC Supermarket Liberty Commerical 44.6 48.4 49.7 49.7 
 Center Inc     
Magic Supermarket Magic Group of Cos 34.3 34.3 39.0 39.0 
NCCC Supermarket New City Commercial Corp 26.7 32.1 30.4 30.4 
City Supermarket City Supermarket Inc 21.0 22.2 24.8 24.8 
LCC Expressmart Liberty Commerical 21.8 24.5 24.5 24.5 
 Center Inc     
Unitop Supermarket Unitop General 23.1 23.1 23.9 23.9 
 Merchandise Inc     
Gaisano Capital Gaisano Capital Group 21.3 22.4 22.4 22.4 
    Supermarket      
Prince Town Prince Warehouse Club Inc 21.3 21.3 21.3 21.3 
Rustan's Rustan Group of Cos 58.0 - - - 
    Supermarket      
    (Robinsons Retail      
    Holdings Inc)      
Marketplace Rustan Group of Cos 34.2 - - - 
    (Robinsons Retail      
    Holdings Inc)      
Wellcome (Robinsons Rustan Group of Cos 19.3 - - - 
    Retail Holdings Inc)      
Others Others 1,355.5 1,353.9 1,368.1 1,387.5 
Total Total 3,316.6 3,450.8 3,538.1 3,752.3 

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

 

 

Table 102 Supermarkets Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 505,624.4 511,863.2 517,005.4 520,445.9 522,210.4 522,446.2 
Outlets 2,334.0 2,458.0 2,578.0 2,691.0 2,799.0 2,902.0 
Selling Space '000 sq m 3,752.3 4,002.3 4,244.6 4,478.2 4,702.3 4,916.3 

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

Note: Forecast value data in constant terms. 

 

 

Table 103 Supermarkets Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 1.2 0.7 3.3 
Outlets 5.3 4.5 24.3 
Selling Space '000 sq m 6.7 5.6 31.0 

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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TRADITIONAL GROCERY RETAILERS 
IN THE PHILIPPINES - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 1% in current terms in 2021 to PHP247 billion  

▪ Goldilocks Bake Shop Inc is the leading player in 2021, with a retail value share of 4% 

▪ Retail sales are set to rise at a current value CAGR of 1% (2021 constant value CAGR of -

2%) over the forecast period to PHP263 billion 

 

 

2021 DEVELOPMENTS 
 

Modern grocery retailers expanding faster at expense of category sales 

In the pandemic, local consumers have been shown to largely prefer shopping trips to modern 

grocery retailers. This is in part because traditional grocery retailers struggled to keep their 

shelves stocked, particularly for items that were in high demand under lockdown. In addition, 

modern grocery retailers benefitted from providing a greater variety of products (including non-

food and beverage items) to consumers. Therefore, consumers could visit them as a one-stop 

shop to purchase essential goods during lockdown. Thus, traditional grocery retailers saw 

dwindling sales of in 2020. 

Given the poor results of 2020, the category will see minimal growth in 2021, signalling the 

start of a return to more normal shopping behaviours. However, the decline was not as 

significant as in many other retailing channels and the traditional grocery retailers does not have 

as far to recover.  

 

Expanding via e-commerce proves to be A challenge for traditional 
retailers 

Unlike modern grocery retailers, traditional grocery retailers mostly rely on the neighbourhood 

community and therefore word-of-mouth. Given this, traditional retailers have had a more 

difficult time adjusting to the growing demand for e-commerce. Furthermore, even if traditional 

grocery retailers were able to build up their e-commerce presence, the fact that they typically 

cater to a smaller consumer base will make such endeavours ineffective, with modern grocery 

retailers able to benefit from their wider store network. As such, the main digital solutions 

traditional grocery retailers are offering are in the form of digital payment options. This will still 

contribute to the development of Philippines digital economy. 

The largest traditional grocery retailers however can offer e-commerce services, both in terms 

of their own websites and through partnering with delivery aggregators (such as Grabfood and 

foodpanda). Such players include mall-based traditional grocery players like Goldilocks and 

Breadtalk. Goldilocks Bake Shop will remain the largest player in traditional grocery retailing in 

2021 thanks to its long-held reputation in the country; initially a family business, its brand has 

been present in the Philippines since 1966. The success of Goldilocks can be attributed not only 

to its product assortment but also its franchising programme, which was adopted in 1991. 

 

 
 

Content removed from sample 
 

 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 
 

Content removed from sample 
 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  59 

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

Traditional groceries, especially SMEs are on track to recovery 

Since most traditional grocery retailers are small and medium enterprises, they had a harder 

time keeping up with the lockdowns during the pandemic. Despite being considered essential, 

traditional grocery retailers struggled to adapt to the new requirements and experienced lower 

foot traffic. This led to some outlets temporarily closing. Sari-sari stores, which are 

predominantly informal retailers classified under traditional grocery retailers, were also severely 

affected by the pandemic as they are typically located in cities and commercial hubs. With the 

country under strict movement restrictions and office workers told to work from home, this 

heavily reduced potential clientele. 

In 2021 however, sari-sari stores are on track to recover thanks to the gradually relaxing 

restrictions. Many also benefitted from registering their business with the DTI (Department of 

Trade and Industry) as this allowed them to seek financial support to cope with the crisis. In fact, 

in 2021, sari-sari were responsible for 140,371 business names – a significantly higher number 

than pre-pandemic. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Slow growth expected as consumers increasingly turn to modern 
channels 

Following the current retail value decline in 2020 and partial recovery in 2021, traditionally 

grocery is anticipated to see a full recovery to pre-pandemic levels in 2022. Thanks to the 

channel’s relevance in smaller communities, neighbourhoods, and rural areas, traditional 

grocery retailers is set to post consistent growth throughout the forecast period, although the 

growth will be small. The lack of dynamism can be attributed to consumers’ growing preference 

for modern grocery retailers with such channels benefitting from their wide assortment of goods 

and stronger hygiene standards. In addition, because modern grocery retailers were not as 

affected as other retail categories, they have greater resources to continue expanding in the 

forecast period. They are also taking advantage of the increase demand for essentials and other 

grocery items.  

 

Selling space and sites/outlets set for decline 

The selling space and number of sites/outlets of traditional grocery retailers will continue to 

increase only minimally in the forecast period due to the modern channel’s aggressive 

expansion and competition. Even before the pandemic, sites/outlets for traditional grocery 

retailers were already seeing slowing growth as modern grocery retailers were expanding to 

rural areas where traditional groceries typically thrive. This strategy is not expected to change in 

the forecast period, so modern grocery retailers may even see faster growth at the expense of 

traditional grocery retailers. This is another reason for the lack of dynamism expected in the 

coming years. 

 

Traditional retailers will retain significant presence in smaller, rural 
communities 

The geographical character of the Philippines means that many areas remain underserved by 

modern retailing. Even though a consumer shift to modern formats is expected to continue, 

traditional grocery retailing will continue to be relevant in the Philippines, especially in remote 

areas that are not yet penetrated by modern trade. Additionally, some neighbourhood and 

communities are used to having sari-sari stores nearby and will continue to shop at such outlets 

 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 

Content removed from sample 
 

 
 
 

Content removed from sample 
 

 
 

Content removed from sample 
 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  60 

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

out of loyalty, trust, and habit. Therefore, value sales of traditional grocery retailers will continue 

growing, albeit at a slow pace and the channel is not likely to be completely replaced by modern 

retail within the forecast period. 

 

 

CHANNEL DATA 
 

Table 104 Traditional Grocery Retailers: Value Sales, Outlets and Selling Space 2016-
2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 226,975.5 239,242.7 252,044.7 247,608.5 243,188.7 246,664.8 
Outlets 30,209.0 30,403.0 30,596.0 30,333.0 30,639.0 30,930.0 
Selling Space '000 sq m 455.4 458.3 461.3 453.4 458.6 464.2 

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

 

 

Table 105 Traditional Grocery Retailers: Value Sales, Outlets and Selling Space: % 
Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million 1.4 1.7 8.7 
Outlets 0.9 0.5 2.4 
Selling Space '000 sq m 1.2 0.4 1.9 

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

 

 

Table 106 Traditional Grocery Retailers GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Goldilocks Bake Shop Inc 3.5 3.5 3.5 3.7 4.0 
Werdenberg 0.6 0.6 0.6 0.6 0.6 
    International Corp      
San Miguel Corp 0.2 0.2 0.3 0.3 0.3 
BreadTalk Group Ltd 0.1 0.1 0.1 0.1 0.0 
Others 95.6 95.6 95.6 95.3 95.1 
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 107 Traditional Grocery Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Goldilocks Goldilocks Bake Shop Inc 3.5 3.5 3.7 4.0 
Santis Delicatessen Werdenberg 0.6 0.6 0.6 0.6 
 International Corp     
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Monterey Meatshop San Miguel Corp 0.2 0.3 0.3 0.3 
BreadTalk BreadTalk Group Ltd 0.1 0.1 0.1 0.0 
Others  95.6 95.6 95.3 95.1 
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 108 Traditional Grocery Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Goldilocks Goldilocks Bake Shop Inc 590 578 598 630 
Monterey Meatshop Monterey Foods Corp 448 468 470 471 
    (San Miguel Corp)      
BreadTalk BreadTalk Philippines Inc 36 28 28 28 
    (BreadTalk Group Ltd)      
Santis Delicatessen Werdenberg 12 12 12 13 
 International Corp     
Others Others 29,510 29,247 29,531 29,788 
Total Total 30,596 30,333 30,639 30,930 

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

 

 

Table 109 Traditional Grocery Retailers LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Goldilocks Goldilocks Bake Shop Inc 37.5 36.7 38.0 40.0 
Monterey Meatshop Monterey Foods Corp 21.0 21.8 21.9 22.0 
    (San Miguel Corp)      
BreadTalk BreadTalk Philippines Inc 3.6 2.8 2.8 2.8 
    (BreadTalk Group Ltd)      
Santis Delicatessen Werdenberg 0.9 0.9 0.9 1.0 
 International Corp     
Others Others 398.2 391.1 394.9 398.3 
Total Total 461.3 453.4 458.6 464.2 

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

 

 

Table 110 Traditional Grocery Retailers Forecasts: Value Sales, Outlets and Selling Space 
2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 246,664.8 242,804.0 239,054.8 235,105.6 230,949.6 226,630.6 
Outlets 30,930.0 31,252.0 31,549.0 31,821.0 32,070.0 32,298.0 
Selling Space '000 sq m 464.2 470.4 476.1 481.4 486.2 490.7 

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 111 Traditional Grocery Retailers Forecasts: Value Sales, Outlets and Selling 
Space: % Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million -1.6 -1.7 -8.1 
Outlets 1.0 0.9 4.4 
Selling Space '000 sq m 1.3 1.1 5.7 

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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APPAREL AND FOOTWEAR 
SPECIALIST RETAILERS IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales decrease by 36% in current terms in 2021 to PHP64.4 billion  

▪ Fast Retailing Philippines Inc is the leading player in 2021, with a retail value share of 9% 

▪ Retail sales are set to grow at a current value CAGR of 13% (2021 constant value CAGR of 

10%) over the forecast period to PHP120 billion 

 

 

2021 DEVELOPMENTS 
 

Another year of poor sales despite retailers adapting their product 
portfolios 

Apparel and footwear specialist retailers has been one of the worst hit channels during the 

pandemic and will see another year of significant declines in 2021. Since apparel and footwear 

is considered non-essential, local consumers easily forewent buying new products. 

Furthermore, since consumers stayed home due to lockdown restrictions for most of 2020 and a 

notable part of 2021, there was even less need to buy new apparel and footwear items. 

Similarly, work from home policies negated the need for smart, office wear and those who did 

want to purchase apparel and footwear increasingly turned to e-commerce. Despite the boom in 

e-commerce sales, this was not enough to offset the losses in store-based sales. 

Despite the continuing poor results for the channel, the decline in 2021 is less severe than it 

was in the first year of the pandemic. Although there were sporadic lockdowns throughout 2021, 

the gradual re-opening of shopping malls and economy have prevented a stronger decline. In 

addition, apparel and footwear specialist retailers have been implemented several strategies to 

adapt to the situation. For example, Penshoppe diversified its offerings, which included a new 

line of protection essentials (namely face masks and shields) and personal hygiene products 

(hand sanitisers/gels and fabric disinfectants). The brand Bench meanwhile focused on 

producing essential goods such as everyday basics, underwear, and alcohol disinfectants. The 

brand has also been offering bundling promotions which give consumers more value for money 

– a major purchasing incentive given the economic difficulties triggered by the pandemic. 

 

Upper class consumers continue to spend on luxury items amidst the 
pandemic 

The economic effects of the pandemic have disproportionately impacted lower-income 

consumers, with such individuals more likely to lose their jobs or see a reduction in pay. More 

affluent consumers tend to be in safer employment and more likely to be able to work from 

home. Given that they can continue earning and have had fewer ways in which to spend their 

earnings (because of travel, socialising, and dining-out restrictions), many affluent customers 

have continued to invest in premium apparel and footwear. As such, upscale brands have 

experienced lower declines than the overall category.  
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In response to this, luxury brands have started to focus on providing more experiences for 

consumers to encourage purchases. In fact, more high-end brands have entered the channel in 

the Philippines as they recognise the opportunities of targeting the higher income consumers 

and boost sales. For example, Birkenstock and Champion (the latter being a popular lifestyle 

brand) both opened their first retail concepts/stores in the Philippines in 2021. The same is true 

for Converse which opened its new concept store in Powerplant Mall in Manila, with sustainable, 

creative skate- and basketball-inspired furnishings. 

 

Brands adopt different strategies to cope with pandemic but not all 
survive 

Various strategies were adopted by apparel and footwear specialist retailers to adapt to the 

difficult circumstances of the pandemic. Outlets were required to close during the initial 

lockdown due to their non-essential nature, causing business to significantly shrink in 2020. 

Upon reopening, brands were forced to focus on ensuring the safety of their staff and customers 

to encourage a return to pre-pandemic shopping behaviour. Even in 2021, this has not fully 

normalised. Meanwhile, some apparel and footwear specialist retailers also adjusted their 

product portfolios to align with shifting consumer demands. Although overall apparel took a hit 

during the lockdowns (with consumers having few opportunities to wear or show off new 

clothing), exercise- or yoga-focused apparel fared better. This is because more consumers 

resorted to exercising at home. In addition, such apparel is comfortable and can be worn during 

leisure time as well as when working from home. Thus, some apparel and footwear specialist 

retailers strengthened their athleisure assortments. 

Despite companies doing their best to weather the storm of the COVID-19 crisis, not all will 

survive the pandemic years. For example, the Robinson’s Retail Holding Inc (RRHI) fashion 

branch (which is comprised of the global fast fashion brands Topshop/Topman, Dorothy 

Perkins, and Burton) decided to permanently close all its shop in the Philippines from April 2021. 

This resulted in RRHI’s complete exit from apparel and footwear specialist retailers in the 

Philippines. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Slow recovery expected with safety and locality to remain the main 
trends 

Apparel and footwear specialist retailers is set to return to growth in 2022 but will face a long 

and slow recovery. In fact, current value sales are not expected to resume pre-pandemic levels 

even by the end of the forecast period. With Filipinos prioritising their spending on essentials, it 

will be a slow recovery for fashion, with the effect set to be long-term not just for brands, but for 

the entire supply chain and its ancillary industries. However, it is likely that the shift towards 

store safety and buying locally will stay in the post-pandemic era and become long-term habits. 

As such, it will be important for retailers to create unique in-store experiences to encourage 

consumers back to outlets and to reignite their love of shopping as a leisure activity.  

 

Apparel and footwear companies for different causes 

Since apparel and footwear are not considered essential during this time of lockdowns and 

movement restrictions, companies are having to think of ways to remain relevant and to help the 

industry and country. As such, many manufacturers have turned to producing protective gear for 

frontline staff members (such as doctors and nurses), including reusable face masks and PPE 

gowns. Alternatively, some (like Bench) have launched multiple donations drives to provide 
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fresh clothes for displaced residents of flooded areas in the country. In this way, fashion brands 

are proven themselves to be relevant and responsible, which will aid sales once purchasing 

behaviour are more normalised.  

In the future, players will also have to adapt to rising sustainability concerns. Globally, 

consumers are increasingly evaluating the products they intend to buy and avoiding those that 

are harmful to animal welfare, the environment, or workers. Whilst environmental awareness 

and sustainability is not yet a common issue in the Philippines it is likely to pick up momentum 

as such ideas infiltrate the country through media and the internet. As such, innovation in terms 

of creating more ethical apparel and footwear is unlikely to become a major trend until later in 

the forecast period. 

 

Enhancing the e-commerce experience seen by apparel and footwear 
companies 

In the forecast period, e-commerce will continue to play a key role in the recovery of apparel 

and footwear specialist retailers. Many retailers already had e-commerce in place before the 

pandemic but now realise the need to improve the digital experience to appeal to their 

customers and boost sales. For example, whilst the newcomer studio Chris Nick has always had 

online store options, the brand has added personal shopping and online consultations to its 

digital offerings. Such services are designed to make the experience of shopping online as 

seamless as if the customer was in thestudio. Similarly, H&M Philippines launched its catalogue 

delivery service (updated on a weekly basis) to continue to attract customers who remain 

uncomfortable visiting physical stores. With increasing internet access in the country and the 

rising prominence of social media in consumers’ everyday lives, sales of apparel and footwear 

will continue to be significantly bolstered in the forecast period. 

 

 

CHANNEL DATA 
 

Table 112 Apparel And Footwear Specialist Retailers: Value Sales, Outlets and Selling 
Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 154,059.1 165,809.1 173,986.9 186,027.1 99,874.8 64,379.5 
Outlets 14,184.0 14,454.0 14,787.0 15,073.0 14,056.0 12,374.0 
Selling Space '000 sq m 1,472.2 1,503.1 1,542.8 1,607.1 1,506.9 1,355.3 

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

 

 

Table 113 Apparel And Footwear Specialist Retailers: Value Sales, Outlets and Selling 
Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -35.5 -16.0 -58.2 
Outlets -12.0 -2.7 -12.8 
Selling Space '000 sq m -10.1 -1.6 -7.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 114 Apparel And Footwear Specialist Retailers GBO Company Shares: % Value 
2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Fast Retailing Co Ltd 4.0 4.4 4.9 7.1 9.0 
H&M Hennes & Mauritz AB 3.3 3.2 3.8 3.8 4.5 
Golden ABC Inc 2.5 2.6 2.6 2.7 2.9 
Suyen Corp 2.3 2.1 1.9 2.4 2.8 
Maus Frères SA 1.1 1.1 1.2 1.6 2.0 
Forever 21 Inc 1.8 1.9 2.0 1.9 1.7 
Inditex, Industria de 1.5 1.5 1.5 1.5 1.4 
    Diseño Textil SA      
Levi Strauss & Co 1.5 1.4 1.5 1.4 1.2 
Gap Inc, The 0.8 0.8 0.9 0.8 1.1 
Punto Fa SL (Mango) 0.5 0.5 0.4 0.4 0.5 
Cotton On Clothing Pty 0.4 0.4 0.3 0.3 0.3 
    Ltd      
Cinderella Marketing Corp 0.3 0.3 0.3 0.3 0.2 
Rusty Lopez Enterprises 0.3 0.3 0.3 0.2 0.2 
    Inc      
Salvatore Ferragamo SpA 0.1 0.1 0.1 0.1 0.1 
Burberry Group Plc 0.1 0.1 0.1 0.1 0.1 
VF Corp 0.2 0.2 0.1 0.1 0.1 
LVMH Moët Hennessy 0.0 0.0 0.0 0.1 0.1 
    Louis Vuitton SA      
Arcadia Group Ltd 0.6 0.6 0.5 0.2 - 
Aurora Fashions Ltd 0.1 0.1 0.1 - - 
Hang Ten Group Holdings - - - - - 
    Ltd      
Others 78.5 78.6 77.6 74.8 71.5 
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 115 Apparel And Footwear Specialist Retailers GBN Brand Shares: % Value 2018-
2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Uniqlo Fast Retailing Co Ltd 4.4 4.9 7.1 9.0 
H&M H&M Hennes & Mauritz AB 3.2 3.8 3.8 4.5 
Bench Suyen Corp 1.4 1.3 1.8 2.2 
Lacoste Maus Frères SA 1.1 1.2 1.6 2.0 
Forever 21 Forever 21 Inc 1.9 2.0 1.9 1.7 
Penshoppe Golden ABC Inc 1.2 1.3 1.5 1.7 
Levi's Levi Strauss & Co 1.4 1.5 1.4 1.2 
Zara Inditex, Industria de 1.1 1.1 1.1 1.0 
 Diseño Textil SA     
Gap Gap Inc, The 0.7 0.7 0.7 0.8 
Oxygen Golden ABC Inc 0.6 0.5 0.5 0.5 
Mango Punto Fa SL (Mango) 0.5 0.4 0.4 0.5 
Memo Golden ABC Inc 0.4 0.5 0.4 0.4 
Human Suyen Corp 0.4 0.3 0.3 0.3 
Cotton On Cotton On Clothing Pty Ltd 0.4 0.3 0.3 0.3 
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Kashieca Suyen Corp 0.3 0.3 0.3 0.3 
ForMe Golden ABC Inc 0.3 0.3 0.3 0.3 
Banana Republic Gap Inc, The 0.1 0.2 0.2 0.3 
Cinderella Cinderella Marketing Corp 0.3 0.3 0.3 0.2 
Rusty Lopez Rusty Lopez Enterprises 0.3 0.3 0.2 0.2 
 Inc     
Massimo Dutti Inditex, Industria de 0.1 0.1 0.1 0.2 
 Diseño Textil SA     
Topshop Arcadia Group Ltd 0.3 0.2 0.1 - 
Dorothy Perkins Arcadia Group Ltd 0.2 0.2 0.1 - 
Others  79.4 78.4 75.5 72.2 
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 116 Apparel And Footwear Specialist Retailers LBN Brand Shares: Outlets 2018-
2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Penshoppe Golden ABC Inc 351 366 346 310 
Bench Suyen Corp 143 145 142 140 
ForMe Golden ABC Inc 107 117 112 109 
Rusty Lopez Rusty Lopez Enterprises 116 116 111 106 
 Inc     
Oxygen Golden ABC Inc 79 81 72 103 
Levi's (Levi Levi Strauss 58 70 72 72 
    Strauss & Co) Philippines Inc     
Uniqlo (Fast Fast Retailing 55 60 63 65 
    Retailing Co Ltd) Philippines Inc     
Human Suyen Corp 56 50 49 48 
H&M H&M Hennes & Mauritz AB 34 40 41 41 
Memo Golden ABC Inc 52 57 48 40 
Lacoste (Maus Stores Specialists Inc 29 30 34 38 
    Frères SA)      
Mango Punto Fa SL (Mango) 32 33 32 32 
Cotton On (Cotton Suyen Corp 28 27 26 26 
    On Clothing Pty Ltd)      
Forever 21 (Forever Forever 21 15 15 15 15 
    21 Inc) (Philippines) Inc     
Nautica (VF Corp) Planet Sports Inc 15 15 15 15 
Kashieca Suyen Corp 20 19 16 13 
Zara (Inditex, Stores Specialists Inc 8 9 9 9 
    Industria de Diseño      
    Textil SA)      
Gap (Gap Inc, The) Stores Specialists Inc 10 10 9 8 
Cinderella Cinderella Marketing Corp 6 6 6 6 
Bershka (Inditex, Stores Specialists Inc 4 4 4 4 
    Industria de Diseño      
    Textil SA)      
Dorothy Perkins Robinsons Retail 10 10 5 - 
    (Arcadia Group Ltd) Holdings Inc     
Topshop & Topman Robinsons Retail 15 9 4 - 
    (Arcadia Group Ltd) Holdings Inc     
Warehouse (Aurora Robinsons Retail 6 5 - - 
    Fashions Ltd) Holdings Inc     
Others Others 13,538 13,779 12,825 11,174 
Total Total 14,787 15,073 14,056 12,374 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 

 

 

Table 117 Apparel And Footwear Specialist Retailers LBN Brand Shares: Selling Space 
2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Penshoppe Golden ABC Inc 153.7 158.7 148.5 131.7 
H&M H&M Hennes & Mauritz AB 92.5 107.8 109.2 109.2 
Uniqlo (Fast Fast Retailing 58.2 67.4 68.5 69.6 
    Retailing Co Ltd) Philippines Inc     
Bench Suyen Corp 37.2 37.3 36.2 35.2 
Forever 21 (Forever Forever 21 30.6 30.6 30.6 30.6 
    21 Inc) (Philippines) Inc     
Oxygen Golden ABC Inc 13.3 13.5 11.9 16.9 
Zara (Inditex, Stores Specialists Inc 13.3 15.5 15.5 15.5 
    Industria de Diseño      
    Textil SA)      
ForMe Golden ABC Inc 13.0 14.4 13.6 13.1 
Rusty Lopez Rusty Lopez Enterprises 14.1 14.1 13.4 12.8 
 Inc     
Human Suyen Corp 11.3 10.0 9.7 9.4 
Levi's (Levi Levi Strauss 5.2 6.2 6.3 6.3 
    Strauss & Co) Philippines Inc     
Memo Golden ABC Inc 8.3 9.0 7.5 6.2 
Lacoste (Maus Stores Specialists Inc 4.0 4.0 4.5 4.9 
    Frères SA)      
Mango Punto Fa SL (Mango) 4.6 4.7 4.5 4.5 
Gap (Gap Inc, The) Stores Specialists Inc 5.0 5.0 4.5 3.9 
Cotton On (Cotton Suyen Corp 3.6 3.5 3.3 3.3 
    On Clothing Pty Ltd)      
Nautica (VF Corp) Planet Sports Inc 2.7 2.7 2.7 2.7 
Kashieca Suyen Corp 3.2 3.0 2.5 2.0 
Massimo Dutti Stores Specialists Inc 0.9 0.9 0.9 0.9 
    (Inditex, Industria      
    de Diseño Textil SA)      
Cinderella Cinderella Marketing Corp 0.9 0.9 0.9 0.9 
Dorothy Perkins Robinsons Retail 3.2 3.2 1.6 - 
    (Arcadia Group Ltd) Holdings Inc     
Topshop & Topman Robinsons Retail 5.8 3.5 1.6 - 
    (Arcadia Group Ltd) Holdings Inc     
Others Others 1,058.2 1,091.2 1,008.9 875.5 
Total Total 1,542.8 1,607.1 1,506.9 1,355.3 

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

 

 

Table 118 Apparel And Footwear Specialist Retailers Forecasts: Value Sales, Outlets and 
Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 64,379.5 73,477.6 81,885.4 89,310.0 96,434.1 103,173.6 
Outlets 12,374.0 12,868.0 13,334.0 13,774.0 14,187.0 14,573.0 
Selling Space '000 sq m 1,355.3 1,400.8 1,443.5 1,483.4 1,520.8 1,555.6 
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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 119 Apparel And Footwear Specialist Retailers Forecasts: Value Sales, Outlets and 
Selling Space: % Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 14.1 9.9 60.3 
Outlets 4.0 3.3 17.8 
Selling Space '000 sq m 3.4 2.8 14.8 

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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ELECTRONICS AND APPLIANCE 
SPECIALIST RETAILERS IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 8% in current terms in 2021 to PHP245 billion  

▪ SM Retail Inc is the leading player in 2021, with a retail value share of 6% 

▪ Retail sales are set to grow at a current value CAGR of 4% (2021 constant value CAGR of 

1%) over the forecast period to PHP300 billion 

 

 

2021 DEVELOPMENTS 
 

Continuing decline in 2021 as electronics were bought in first year of 
pandemic 

Electronics and appliance specialist retailers faced several challenges from the COVID-19 

pandemic with store closures and restrictions in operating hours having a major impact on sales. 

In addition, electronics and appliance specialist retailers were heavily affected by supply issues 

in 2020. As many countries enforced lockdowns and restrictions on roads and ports, delivery 

delays were frequent, creating logistical problems. Likewise, lockdown restrictions resulted in 

production delays. Therefore, the current retail value sales of electronics and appliance 

specialist retailers were severely dampened by the challenges brought by COVID-19. 

The decline for the channel will reduce to single-digit figures in 2021 but nevertheless 

continue. The category is less affected by pandemic restrictions, but those who required 

additional electronics generally purchased them in the first year of the pandemic. For example, 

laptops and computer saw demand in 2020 due to the increased practice of working and 

studying from home. In addition, with economic instability rife in the country, consumers are 

reigning in their spending on potentially expensive electronics. On the other hand, demand for 

appliances is on the rise but not enough to offset the overall category decline.  

 

Automatic Centre to shut down whilst XTREME Appliances continues to 
grow 

Retailers are having a hard time catching up with the losses from pandemic, particularly given 

the rising popularity of new channels such as e-commerce. Mall-based electronics and 

appliance stores have been even more affected than stand-alone outlets because they must 

follow the shopping mall’s directive and have not had the flexibility to extend store hours. Even 

some of the oldest, well-established chains in the country have endured tremendous challenges 

to their businesses with some unable to continue operating. For example, Automatic Centre (the 

oldest appliances chain in the Philippines) announced in 2021 that it is set to close its stores 

permanently. 

Meanwhile, XTREME Appliances (which has been active in the country since 2016 under Sun 

Group of Companies) has continued to evolve and grown to a total of 40 concept stores all over 

the country. The brand envisions to be a local one-stop appliance shop and, to aid this, has 

established partnerships with most trusted retail stores including Abenson, Ansons, SNR, All 
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Homes, and Puregold. Despite the economic challenges brought about by COVID-19, the brand 

has managed to significantly increase its overall sales with growth particularly driven by the 

consistent demand for its hero products. This range includes TVs, gas ranges, aircons, washing 

machines, and refrigerators.  

 

Financing options regain popularity due to economic instability 

Pre-pandemic, consumers were inclined to pay for electronics and appliances in cash and 

therefore avoid interest being added to purchases. However, given the economic uncertainties 

created by job losses and reduced earnings in the pandemic, instalment options have returned 

to greater popularity in the Philippines. As such, demand for electronics and appliance products 

does not mean that consumer purchasing power has improved in the country. In fact, many 

consumers are turning to instalment options through credit cards or financing loan companies, 

such as Home Credit. This benefits SM Appliances, the leading brand in the channel, as it 

already has a strong partnership with Home Credit. The brand offers this payment option both 

in-store and online, with the latter enjoying great developments during the pandemic, including 

shopping tips and product comparison features. The online store is available both locally and 

abroad. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Channel unlikely to make full recovery despite essential nature of many 
electronics and appliances 

Electronics and appliance specialist retailers is set to begin its recovery in 2022 followed by 

gradually slowing growth rates. Logistical and supply chain issues that prevented strong sales in 

2020 will likely be resolved at the beginning of the forecast period as players and manufacturers 

become accustomed to the new operating and logistical requirements. Moreover, intermittent 

lockdowns will become less frequent and will cause less disruption in distribution than the 

consistent lockdown period in 2020. The recovery will also be supported by the fact that several 

electronics and appliance products are seen as necessities by many consumers with brands’ 

aggressive marketing and promotions anticipated to assert this. Despite the continuing growth, 

economic problems and the rise of e-commerce will continue to plague the channel and will 

prevent it from returning to pre-pandemic current value sales levels within the forecast period. 

 

E-commerce becoming more relevant even to electronics and appliance 
retailers 

Prior to the pandemic, most consumers were not comfortable purchasing electronics and 

appliances online as Filipinos are accustomed to trying and testing items in-store to ensure 

quality. However, with limited access to stores and many consumers wary of spending time 

outside the home, e-commerce has also become a common channel for such items. In fact, 

electronics and appliances specialist retailers are reporting growth in their respective e-

commerce channels, leading them to further invest in their digital development. For example, 

Robinsons Appliances activated its own website (robinsonsappliances.com.ph) in August 2020 

and has been continuously introducing new options designed to cater to the changing shopping 

habits of customers. Amongst these is its recently launched click and collect service. 

Meanwhile, XTREME has focused on partnering with various third party e-commerce platforms 

including Lazada, Shopee, Ayala Malls Zing, Linkshop, MetroMart, Nest Genie, and GLife-

Gcash. Given the range of online options available as well as Filipino consumers becoming 
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increasingly accepting of purchasing via e-commerce, this will continue to be a strong sales 

channel for electronics and appliances in the forecast period. 

 

Brands continue to push for growth with aggressive promotions 

In the first few years of the forecast period, retailers may put off outlet expansion plans due to 

losses incurred during the last couple of years. As such, the retail volume growth of sites/outlets 

is set to remain stagnant throughout the coming years. Nevertheless, brands are expected to be 

aggressive in promoting new products and stores. Examples of brands who are very active in 

promotion are Acer (which launched its first flagship store in the Philippines in January 2021), 

Beko (a leading home appliance brand from Europe that entered the Philippines in early 2021), 

and Panasonic (which unveiled its innovative COVID-19-fighting air conditioner). Heavy 

investment in product development and promotion is anticipated to continue to be seen by these 

brands and others as the category strives to recover from the pandemic years. 

 

 

CHANNEL DATA 
 

Table 120 Electronics and Appliance Specialist Retailers: Value Sales, Outlets and Selling 
Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 271,165.8 286,238.6 303,191.5 321,213.2 264,569.0 244,535.0 
Outlets 9,634.0 9,987.0 10,326.0 10,665.0 10,561.0 10,439.0 
Selling Space '000 sq m 6,731.8 6,953.4 7,168.0 7,407.3 7,328.4 7,229.4 

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

 

 

Table 121 Electronics and Appliance Specialist Retailers: Value Sales, Outlets and Selling 
Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -7.6 -2.0 -9.8 
Outlets -1.2 1.6 8.4 
Selling Space '000 sq m -1.4 1.4 7.4 

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

 

 

Table 122 Electronics and Appliance Specialist Retailers GBO Company Shares: % Value 
2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 6.9 7.4 8.0 7.1 5.9 
Abenson Inc 4.4 4.7 4.8 4.1 3.3 
Robinsons Retail 2.8 3.0 2.9 2.2 2.0 
    Holdings Inc      
Suntouch Technology Corp - - - 0.4 0.9 
Western Marketing Corp 0.6 0.6 0.6 0.5 0.4 
Anson Marketing & 0.4 0.5 0.5 0.4 0.3 
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    Commercial Inc      
Automatic Appliances Inc 0.3 0.3 0.3 0.2 0.1 
Others 84.6 83.6 82.9 84.9 87.2 
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 123 Electronics and Appliance Specialist Retailers GBN Brand Shares: % Value 
2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
SM Appliance SM Retail Inc 7.4 8.0 7.1 5.9 
Abenson Abenson Inc 4.7 4.8 4.1 3.3 
Robinsons Robinsons Retail 3.0 2.9 2.2 2.0 
 Holdings Inc     
Xtreme Suntouch Technology Corp - - 0.4 0.9 
Western Appliance Western Marketing Corp 0.6 0.6 0.5 0.4 
Anson's Anson Marketing & 0.5 0.5 0.4 0.3 
 Commercial Inc     
Automatic Centre Automatic Appliances Inc 0.3 0.3 0.2 0.1 
Others  83.6 82.9 84.9 87.2 
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 124 Electronics and Appliance Specialist Retailers LBN Brand Shares: Outlets 2018-
2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Abenson (Abenson Inc) Abenson Ventures Inc 115 132 132 132 
Robinsons Appliances Robinsons Retail 94 92 92 91 
 Holdings Inc     
SM Appliance SM Retail Inc 85 88 87 91 
XTREME Appliances Suntouch Technology Corp - - 5 42 
Western Appliance Western Marketing Corp 20 20 19 19 
Anson's Anson Marketing & 13 16 15 14 
 Commercial Inc     
Automatic Centre Automatic Appliances Inc 19 20 20 10 
Others Others 9,980 10,297 10,191 10,040 
Total Total 10,326 10,665 10,561 10,439 

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

 

 

Table 125 Electronics and Appliance Specialist Retailers LBN Brand Shares: Selling 
Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
SM Appliance SM Retail Inc 89.9 95.3 94.6 96.5 
Abenson (Abenson Inc) Abenson Ventures Inc 61.1 66.8 66.8 66.8 
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Robinsons Appliances Robinsons Retail 30.5 30.0 30.2 30.1 
 Holdings Inc     
XTREME Appliances Suntouch Technology Corp - - 2.7 22.8 
Western Appliance Western Marketing Corp 10.4 10.4 9.7 9.7 
Automatic Centre Automatic Appliances Inc 12.8 14.6 14.6 7.1 
Anson's Anson Marketing & 6.1 7.4 6.8 6.3 
 Commercial Inc     
Others Others 6,957.3 7,182.9 7,102.9 6,990.1 
Total Total 7,168.0 7,407.3 7,328.4 7,229.4 

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

 

 

Table 126 Electronics and Appliance Specialist Retailers Forecasts: Value Sales, Outlets 
and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 244,535.0 248,944.8 252,736.6 255,610.0 257,572.2 258,692.1 
Outlets 10,439.0 10,619.0 10,742.0 10,854.0 10,957.0 11,052.0 
Selling Space '000 sq m 7,229.4 7,375.9 7,475.5 7,567.3 7,651.8 7,729.5 

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

Note: Forecast value data in constant terms 

 

 

Table 127 Electronics and Appliance Specialist Retailers Forecasts: Value Sales, Outlets 
and Selling Space: % Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 1.8 1.1 5.8 
Outlets 1.7 1.1 5.9 
Selling Space '000 sq m 2.0 1.3 6.9 

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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HEALTH AND BEAUTY SPECIALIST 
RETAILERS IN THE PHILIPPINES - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 3% in current terms in 2021 to PHP305 billion  

▪ Mercury Drug Corp is the leading player in 2021, with a retail value share of 59% 

▪ Retail sales are set to grow at a current value CAGR of 3% (2021 constant value CAGR of 

0.1%) over the forecast period to PHP356 billion 

 

 

2021 DEVELOPMENTS 
 

Health and wellness retailers see growth amid pandemic concerns 

The growth of health and beauty specialist retailers during the pandemic has mostly been 

driven by drugstores/parapharmacies and chemists/pharmacies. In fact, these channels have so 

far been able to offset the substantial decline witnessed in beauty specialist retailers and optical 

goods stores, ensuring consistent positive results in current value sales. With 

drugstores/parapharmacies and chemists/pharmacies being considered essential, such outlets 

have been permitted to remain open throughout the pandemic years. Furthermore, the onset of 

COVID-19 has led to a much greater interest in health and wellbeing, leading Filipinos to invest 

more on products from such stores.  

Another important sales driver for drugstores/parapharmacies is the in-store activities, such 

as free consultations and medical services like vaccinations. Drugstores/parapharmacies were 

able to continue these activities even during lockdown, albeit with safety measures in place. 

Thus, these activities helped boost sales in this channel. This was not the same with 

chemists/pharmacies as, due to their typically smaller spaces, chemists/pharmacies could not 

easily offer these kinds of activities. As such, the growth of chemists/pharmacies during the 

pandemic has not been as strong as that of drugstores/parapharmacies. Whilst e-commerce 

became especially relevant for grocery retailers during the pandemic, most of the growth 

recorded within this category has been through physical stores. Nevertheless, sales via e-

commerce are increasing as retailers evolve their offerings to meet the changing needs of 

consumers. 

 

Beauty specialist retailers one of the worst hit by pandemic restrictions 

Beauty specialist retailers experienced a declining rate of current retail value growth in 2020 

that will continue into 2021. Such stores were not considered essential under lockdown and thus 

underwent temporary closures, restricting sales. Many beauty specialist retailers quickly shifted 

their focus to the online channel, leaving store-based sales to take an even worse hit. 

Furthermore, because people are still mostly staying at home in 2021 (due to lingering fears of 

the virus as well as work and school remote arrangements remaining the same) demand for 

beauty products, especially colour cosmetics is low. As such, beauty retailers and companies 

that stock colours cosmetic are focusing on other more relevant product lines. For example, 

Ever Bilena (also a direct selling company), has shifted its focus from cosmetics to its skin care 
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products. Nevertheless, the company is still maintaining its cosmetic line as its core business 

and offering generous promotions to encourage greater volume sales. 

 

Mercury Drug remains in top position whilst RRHI expands drugstores 
portfolio 

Mercury Drug will continue dominating health and beauty specialist retailers in 2021 operating 

in both the chemists/pharmacies and drugstores/parapharmacies formats. The retailer thus 

benefitted from being considered an essential store and was allowed to continue operating even 

during the strictest lockdown periods. Since the company has drugstores/parapharmacies 

outlets, it was able to benefit from the surging demand for items from this channel. To capitalise 

on the heightened demand, the retailer has expanded its offerings to compete more directly with 

convenience stores. 

Meanwhile, Robinsons Retail Holdings Inc (RRHI) has increased its penetration in the 

drugstores/parapharmacies category via the acquisition of Rose Pharmacy Inc. from the Hong 

Kong-based Jardine Matheson Group. The acquisition was completed in 2020 and is a notable 

addition to the company’s current portfolio of health retailers, including Southstar Drug (which it 

owns completely) and The Generics Pharmacy (for which it is a majority stake holder). In 2021, 

RRHI claimed it plans to aggressively expand its drugstores/parapharmacies business in the 

country since a large portion of the market remains unserved. As such, RRHI could prove a 

significant challenger to Mercury Drug in the coming years. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Continuous growth expected as heightened health-consciousness 
lingers 

Following the surging demand of the pandemic years, drugstores/parapharmacies and 

chemists/pharmacies are set to experience slower, yet constant current retail value growth in 

the forecast period as purchasing behaviour stabilises. Demand for health supplements will 

continue to be high as consumers concerns over wellbeing and immunity are set to linger even 

after COVID-19 is no longer a threat. Thus, expansion is likely to continue for 

drugstores/parapharmacies and chemists/pharmacies. However, the widening offer of health 

and beauty products in e-commerce channels will a have a somewhat moderating effect on in-

store retailing sales, thus diminishing the expected rate of growth.  

Another interesting development for the forecast period is likely to be the prioritisation of 

community stores. For example, SM Retail has reported that community-based outlets of 

Watsons are growing at a much faster rate than other formats (such as mall-based Watsons). 

This is most likely because consumers will value locality, convenience, and authenticity from 

their chosen stores. Therefore, there is expected to be a shift away from the focus on shopping 

centres towards community-based stores in the forecast period with more category players 

investing in establishing these. 

 

Beauty specialist retailers prospects set to depend on speed of 
pandemic recovery 

Beauty specialist retailers are expected to have a challenging few years and, given the drastic 

declines of 2020 and 2021, are unlikely to resume pre-pandemic current value sales levels 

within the forecast period. Even when consumers start spending more time outside the home, 

face masks and face shield are likely to be worn which will limit the need for beauty products. In 

addition, whilst remote work and study practices continue, fewer consumers are likely to wear 
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beauty products daily. As such, the recovery of beauty specialist retailers largely depends on 

when work and school arrangements normalises, which, in turn, depends on the vaccination 

rate and control of the virus within the country.  

Given the poor expected demand for colour cosmetics, some brands will continue to highlight 

their skin care line instead. In addition, brands and retailers will continue working on becoming 

relevant by introducing products that are sustainable, designed to deal with specific health or 

skin problems (such as dry hands, given the increased need to wash hands regularly during the 

pandemic), or address certain elements of modern life and work (such as anti-blue light 

protection to fight daily exposure to screens). Such strategies will help beauty specialist retailers 

start growing again but will not be enough to make a full recovery. 

 

More partnerships expected, especially for e-commerce distribution 

Given the overall increasing demand for health-focused category items, pharmaceutical 

companies are increasingly partnering with health and beauty specialist retailers to help boost 

distribution and value sales. For example, Sanofi partnered with Watsons, Southstar Drug, and 

Rose Pharmacy to use their e-pharmacy services for its prescription medicines. All three 

pharmacies have systems for the validation of the prescriptions, as required by law, and are 

thus trustworthy amongst consumers. E-commerce is also becoming more relevant to essential 

products as well with A.S. Watson Group (the world’s largest international health and beauty 

retailer) and Grab (Southeast Asia’s leading delivery super-app) launching their Philippines 

partnership. This makes essentials such as medicines and self-care products more accessible 

to Filipinos. Similarly, Shopee provides a one-stop shopping destination for beauty products. As 

such, consumers will increasingly be drawn to purchasing products via e-commerce in the 

future. 

Nevertheless, the in-store experience will remain relevant for many Filipinos, with some 

continuing to prefer the experience of shopping in-store. Thus, other companies are seeking 

opportunities to enter the channel and make the in-store experience appealing. For example, 

LOOK (which opened in 2020) commissioned the international creative and digital agency 

Malherbe Paris to create its store concept, design, and brand identity as a multi-brand beauty 

concept store. Similarly, MerryMart Consumer Corp is set to purchase a majority (or a minimum 

post-investment stake of 67%) in the pharmacy chain Carlos Drugs-Lucena Inc. Such 

investments could lead to a shake-up of the competitive landscape in the coming years, with the 

in-store concept remaining a vital part of the channel. 

 

 

CHANNEL DATA 
 

Table 128 Health and Beauty Specialist Retailers: Value Sales, Outlets and Selling Space 
2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 240,387.7 254,058.0 268,603.8 287,968.5 297,687.1 305,228.1 
Outlets 11,481.0 11,876.0 12,274.0 12,530.0 12,631.0 13,002.0 
Selling Space '000 sq m 1,307.7 1,368.9 1,435.3 1,460.1 1,481.4 1,540.9 

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

 

 

Table 129 Health and Beauty Specialist Retailers: Value Sales, Outlets and Selling Space: 
% Growth 2016-2021 
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% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million 2.5 4.9 27.0 
Outlets 2.9 2.5 13.2 
Selling Space '000 sq m 4.0 3.3 17.8 

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

 

 

Table 130 Sales in Health and Beauty Specialist Retailers by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
-- Beauty Specialist 39,505.9 39,785.2 40,198.4 38,923.6 21,594.2 15,263.0 
    Retailers       
-- Chemists/Pharmacies 74,422.2 81,489.4 88,912.0 96,173.9 104,612.0 108,445.6 
-- Optical Goods Stores 3,120.4 3,407.5 3,815.0 4,000.0 3,444.9 3,671.6 
-- Drugstores/ 121,780.4 127,832.4 134,104.1 147,255.0 166,403.3 176,173.1 
    Parapharmacies       
-- Vitamins and Dietary 1,558.9 1,543.4 1,574.3 1,616.1 1,632.7 1,674.9 
    Supplements Specialist       
    Retailers       
- Health and Beauty 240,387.7 254,058.0 268,603.8 287,968.5 297,687.1 305,228.1 
    Specialist Retailers       

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

 

 

Table 131 Sales in Health and Beauty Specialist Retailers by Channel: % Value Growth 
2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Beauty Specialist Retailers -29.3 -17.3 -61.4 
-- Chemists/Pharmacies 3.7 7.8 45.7 
-- Optical Goods Stores 6.6 3.3 17.7 
-- Drugstores/Parapharmacies 5.9 7.7 44.7 
-- Vitamins and Dietary Supplements 2.6 1.4 7.4 
    Specialist Retailers    
- Health and Beauty Specialist Retailers 2.5 4.9 27.0 

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

 

 

Table 132 Health and Beauty Specialist Retailers GBO Company Shares: % Value 2017-
2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Mercury Drug Corp 51.2 52.8 53.4 57.0 59.3 
AS Watson Group 10.0 11.2 12.2 13.4 14.2 
Robinsons Retail 6.4 6.2 6.4 6.1 5.6 
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    Holdings Inc      
Rose Pharmacy Inc 3.1 3.0 2.8 3.0 2.8 
Generika Group of Cos 1.4 1.4 1.5 1.5 1.5 
HBC Inc 1.1 0.9 0.8 0.4 0.2 
Cedar Executive 0.2 0.3 0.2 0.2 0.2 
    Holdings Group      
Ideal Vision Center Inc 0.2 0.2 0.2 0.2 0.2 
Sunnies by Charlie Inc 0.1 0.2 0.2 0.2 0.2 
Owndays Co Ltd 0.1 0.1 0.2 0.1 0.1 
Harbin Pharmaceutical - - - 0.1 0.1 
    Group Co Ltd      
LG Household & Health 0.1 0.1 0.1 0.1 0.1 
    Care Ltd      
Natura&Co 0.1 0.1 0.1 0.1 0.0 
Sarabia Optical Inc 0.0 0.0 0.0 0.0 0.0 
Lush Retail Ltd 0.1 0.1 0.1 0.0 0.0 
Optical Shop Inc, The 0.0 0.0 0.0 0.0 0.0 
General Nutrition 0.2 0.1 0.1 - - 
    Centers Inc      
Rustan Group of Cos 0.3 - - - - 
L'Oréal Groupe - - - - - 
Generics Pharmacy - - - - - 
    Franchising Corp      
Others 25.3 23.2 21.6 17.5 15.4 
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 133 Health and Beauty Specialist Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Mercury Drug Mercury Drug Corp 52.8 53.4 57.0 59.3 
Watsons AS Watson Group 11.2 12.2 13.4 14.2 
South Star Drug Robinsons Retail 3.8 4.0 3.9 3.6 
 Holdings Inc     
Rose Pharmacy Rose Pharmacy Inc 3.0 2.8 3.0 2.8 
The Generics Pharmacy Robinsons Retail 2.1 2.2 2.1 1.9 
 Holdings Inc     
Generica Generika Group of Cos 1.4 1.5 1.5 1.5 
HBC HBC Inc 0.9 0.8 0.4 0.2 
Executive Optical Cedar Executive 0.3 0.2 0.2 0.2 
 Holdings Group     
Ideal Vision Ideal Vision Center Inc 0.2 0.2 0.2 0.2 
Sunnies Studios Sunnies by Charlie Inc 0.2 0.2 0.2 0.2 
Owndays Owndays Co Ltd 0.1 0.2 0.1 0.1 
GNC Harbin Pharmaceutical - - 0.1 0.1 
 Group Co Ltd     
Beauty Bar Robinsons Retail 0.3 0.3 0.1 0.1 
 Holdings Inc     
The Face Shop LG Household & Health 0.1 0.1 0.1 0.1 
 Care Ltd     
The Body Shop Natura&Co 0.1 0.1 0.1 0.0 
Sarabia Optical Sarabia Optical Inc 0.0 0.0 0.0 0.0 
Lush Lush Retail Ltd 0.1 0.1 0.0 0.0 
The Optical Shop Optical Shop Inc, The 0.0 0.0 0.0 0.0 
GNC General Nutrition 0.1 0.1 - - 
 Centers Inc     
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Beauty Bar Rustan Group of Cos - - - - 
Others  23.2 21.6 17.5 15.4 
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 134 Health and Beauty Specialist Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
The Generics Pharmacy Robinsons Retail 1,992 2,001 2,025 2,082 
 Holdings Inc     
Mercury Drug Mercury Drug Corp 1,159 1,196 1,210 1,226 
Watsons (AS Watson Watsons Personal Care 750 831 874 863 
    Group) Store Philippines Inc     
Generika Generika Group of Cos 787 837 844 852 
South Star Drug Robinsons Retail 510 519 532 593 
 Holdings Inc     
Rose Pharmacy Rose Pharmacy Inc 253 292 297 322 
Executive Optical Executive Optical Inc 182 196 198 200 
    (Cedar Executive      
    Holdings Group)      
Ideal Vision Ideal Vision Center Inc 133 133 132 128 
HBC HBC Inc 182 167 142 124 
Sunnies Studios Sunnies by Charlie Inc 89 102 90 89 
The Face Shop (LG Suyen Corp 61 76 84 84 
    Household & Health      
    Care Ltd)      
The Body Shop JVS Worldwide Inc 69 64 61 61 
    (Natura&Co)      
Owndays (Owndays Co Owndays Philippines 34 47 49 55 
    Ltd)      
GNC (Harbin Healthy You Inc - - 39 42 
    Pharmaceutical      
    Group Co Ltd)      
Sarabia Optical Sarabia Optical Inc 32 31 31 31 
Beauty Bar Stores Specialists Inc 19 17 16 16 
    (Robinsons Retail      
    Holdings Inc)      
The Optical Shop Optical Shop Inc, The 11 9 9 9 
Lush (Lush Retail Stores Specialists Inc 9 9 8 8 
    Ltd)      
GNC (General Healthy You Inc 35 37 - - 
    Nutrition Centers      
    Inc)      
Beauty Bar (Rustan Stores Specialists Inc - - - - 
    Group of Cos)      
Others Others 5,967 5,966 5,990 6,217 
Total Total 12,274 12,530 12,631 13,002 

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

 

 

Table 135 Health and Beauty Specialist Retailers LBN Brand Shares: Selling Space 2018-
2021 

 

selling space '000 sq m 
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Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Mercury Drug Mercury Drug Corp 177.8 183.5 185.6 188.0 
Watsons (AS Watson Watsons Personal Care 146.3 160.4 167.1 163.1 
    Group) Store Philippines Inc     
South Star Drug Robinsons Retail 47.9 49.3 51.1 57.7 
 Holdings Inc     
The Generics Pharmacy Robinsons Retail 53.0 51.9 51.2 51.1 
 Holdings Inc     
Rose Pharmacy Rose Pharmacy Inc 27.2 31.0 31.1 33.2 
Generika Generika Group of Cos 17.1 18.3 18.4 18.5 
Executive Optical Executive Optical Inc 12.8 13.0 13.0 13.0 
    (Cedar Executive      
    Holdings Group)      
HBC HBC Inc 16.7 15.4 13.0 11.3 
Ideal Vision Ideal Vision Center Inc 10.3 10.3 10.1 9.7 
Owndays (Owndays Co Owndays Philippines 5.0 6.8 7.1 7.9 
    Ltd)      
The Face Shop (LG Suyen Corp 5.8 6.7 7.7 7.7 
    Household & Health      
    Care Ltd)      
The Body Shop JVS Worldwide Inc 6.5 6.0 5.7 5.7 
    (Natura&Co)      
Sunnies Studios Sunnies by Charlie Inc 5.6 6.3 5.6 5.5 
Beauty Bar Stores Specialists Inc 2.9 2.6 2.4 2.4 
    (Robinsons Retail      
    Holdings Inc)      
GNC (Harbin Healthy You Inc - - 1.9 2.0 
    Pharmaceutical      
    Group Co Ltd)      
Sarabia Optical Sarabia Optical Inc 2.0 1.7 1.7 1.7 
The Optical Shop Optical Shop Inc, The 0.9 0.7 0.7 0.7 
Lush (Lush Retail Stores Specialists Inc 0.7 0.7 0.6 0.6 
    Ltd)      
GNC (General Healthy You Inc 1.7 1.8 - - 
    Nutrition Centers      
    Inc)      
Beauty Bar (Rustan Stores Specialists Inc - - - - 
    Group of Cos)      
Others Others 895.2 893.8 907.6 961.1 
Total Total 1,435.3 1,460.1 1,481.4 1,540.9 

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

 

 

Table 136 Health and Beauty Specialist Retailers Forecasts: Value Sales, Outlets and 
Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 305,228.1 306,803.4 307,944.0 308,276.6 307,809.8 306,619.4 
Outlets 13,002.0 13,389.0 13,750.0 14,087.0 14,401.0 14,695.0 
Selling Space '000 sq m 1,540.9 1,581.3 1,619.0 1,654.2 1,687.0 1,717.4 

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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Table 137 Health and Beauty Specialist Retailers Forecasts: Value Sales, Outlets and 
Selling Space: % Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 0.5 0.1 0.5 
Outlets 3.0 2.5 13.0 
Selling Space '000 sq m 2.6 2.2 11.5 

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

Note: Forecast value data in constant terms. 

 

 

Table 138 Forecast Sales in Health and Beauty Specialist Retailers by Channel: Value 
2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
-- Beauty Specialist 15,263.0 16,237.1 17,161.4 18,007.1 18,765.9 19,435.5 
    Retailers       
-- Chemists/Pharmacies 108,445.6 107,663.4 106,828.2 105,809.8 104,611.4 103,259.1 
-- Optical Goods Stores 3,671.6 3,815.7 3,947.6 4,061.8 4,157.9 4,236.3 
-- Drugstores/ 176,173.1 177,413.8 178,340.6 178,745.3 178,638.8 178,072.1 
    Parapharmacies       
-- Vitamins and Dietary 1,674.9 1,673.4 1,666.3 1,652.6 1,635.8 1,616.4 
    Supplements Specialist       
    Retailers       
- Health and Beauty 305,228.1 306,803.4 307,944.0 308,276.6 307,809.8 306,619.4 
    Specialist Retailers       

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

Note: Forecast value data in constant terms. 

 

 

Table 139 Forecast Sales in Health and Beauty Specialist Retailers by Channel: % Value 
Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
-- Beauty Specialist Retailers 6.4 5.0 27.3 
-- Chemists/Pharmacies -0.7 -1.0 -4.8 
-- Optical Goods Stores 3.9 2.9 15.4 
-- Drugstores/Parapharmacies 0.7 0.2 1.1 
-- Vitamins and Dietary Supplements -0.1 -0.7 -3.5 
    Specialist Retailers    
- Health and Beauty Specialist Retailers 0.5 0.1 0.5 

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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HOME AND GARDEN SPECIALIST 
RETAILERS IN THE PHILIPPINES - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 0.4% in current terms in 2021 to PHP348 billion  

▪ Wilcon Depot Inc is the leading player in 2021, with a retail value share of 7% 

▪ Retail sales are set to rise at a current value CAGR of 4% (2021 constant value CAGR of 1%) 

over the forecast period to PHP426 billion 

 

 

2021 DEVELOPMENTS 
 

Category begins recovery as consumers look to make soft renovations 

Given that home and garden specialist retailers were not considered essential retailers, such 

outlets were required to close during the 2020 lockdown. Whilst this led to particularly poor 

current value sales during the first half of the year, continued border restrictions, weakened 

consumer spending, supply issues, a restricted workforce, and limited public transportation 

continued to affect the channel for the rest of 2020. 

Home and garden specialist retailers, specifically home improvement and garden stores, will 

see the start of a recovery in 2021 due to Filipinos continuing to stay at home for significant 

periods of time. Whilst the desire to improve and upgrade the home began in the latter end of 

2020, it has shown little sign of fading in 2021 because with work and schooling continuing to be 

done from home, consumers have been inspired to create a comfortable and functional space to 

live in. ‘Soft renovations’ have been the focus for consumers during the pandemic. These are 

relatively simple home improvement projects that add value but don’t require extensive outside 

help from contractors. However, continuing economic concerns are leading consumers to be 

cautious with their spending. As such, the current value growth for home improvement and 

gardening stores in 2021 will be only minimal. 

 

Store-based growth limited because sales are increasingly completed 
online 

Another reason for the minimal retail value growth in 2021 is because sales are increasingly 

completed online. Many retailers, recognising the continued demand for products despite store 

closures during the lockdowns, swiftly developed or launched an e-commerce presence. Since 

most players only started building their own online presence in 2020, e-commerce was not able 

to significantly contribute to sales in the first year of the pandemic. However, it is gaining 

strength in 2021 thanks to improved digitalisation in the channel. In addition, Filipinos have 

become more accepting of making purchases via e-commerce (even if many were forced to try 

the channel in the pandemic due to lack of access to physical stores). This has had a significant 

impact on the home improvement and furnishing sector as several customers have bought their 

home improvement needs and furniture exclusively online. In fact, on the third party e-

commerce platform Shopify "home and furniture" has become the third-highest category in 
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terms of number of stores in the Philippines with more than 2,000 brands now using the platform 

to sell goods online. 

 

Leading brand Wilcon innovates with various strategies 

Like most home and garden players, leading brand Wilcon suffered losses in 2020. However, 

given its lead it was also able to swiftly implement strategies and procedures to aid its recovery. 

For example, in its physical stores it implemented the necessary precautionary measures to 

maintain the health and wellbeing of both employees and customers, thus allowing consumers 

to feel more confident about returning to their outlets. The retailer also provides contactless 

payment options (including bank transfers, Alipay, GCash, InstaPay, PayMaya, PesoNet, and 

WeChat) as well as personal shopper services to enhance or ease the shopping experience. 

For those unwilling to visit the physical outlets, Wilcon improved its digital offerings including 

upgrading its website, launching an online flagship store on Lazada (including exclusive access 

to the brands Hamden and Ariston), and virtual shopping tours around its physical stores via 

Facebook Messenger. Furthermore, although Wilcon is traditionally known for hard ranges like 

building materials, the brand was able to shift its focus to offer appliances and accessories that 

are more relevant to the current consumer demands. As such, Wilcon will remain the leading 

brand and will see a return to retail current value growth in 2021. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Growth to be hampered by weak consumer spending and higher 
construction costs 

Consumer interest in home improvements already began increasing towards the end of 2020, 

with this behaviour expected to carry into the forecast period. Despite the increase in demand 

for home improvement to continue the category will however be challenged by budget 

constraints brought about by weaker consumer spending and pandemic-related economic 

problems (like job losses and business closures). For example, with Filipinos being more 

conservative about their decisions to expand and invest, and the challenges around building 

leading to most costly construction, this will act as a deterrent against major construction 

projects. As such, home and garden players will be anticipating the bulk of sales from smaller 

home renovations (that consumers can complete themselves) rather than new home 

construction (which is a much bigger, expensive project). In fact, new home purchases are likely 

to significantly slow in the forecast period due to low purchasing power. Therefore, the category 

may see slowing growth to the point where it is minimal with a return to pre-pandemic levels not 

likely until 2025. 

This is already evident in key players’ strategies where almost all managed to add new outlets 

in 2021 immediately, even after suffering some losses in 2020. 

It is also an interesting time for the home and garden consumers in the Philippines as IKEA is 

anticipated to open very soon (as of review period there’s no announcement of official opening 

date yet but first batch of products arrived June 2021, and online store opened in the second 

quarter of 2021. 

 

Retailers outside key urban cities are set to grow faster 

Given that work and school shifted to the online space during the pandemic, there is an 

increasing trend amongst urban dwellers to live outside the Metro Manilla. This trend suggests 

that the Philippines is experiencing the same global phenomenon of migration from urban city 

centres to the countryside as consumers increasingly search for more space. This is even true 
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amongst the upper class, who are seeking to build rest houses and holiday homes away from 

the city. As such, demand for home improvement and even home furnishings is set to see 

greater sales from areas outside the key cities in the forecast period. This will lead home and 

garden specialist retailers to return to its historical pace in terms of expansion. In terms of 

number of sites/outlets, home improvement and gardening stores are likely to lead the way, with 

homewares and home furnishing stores seeing a declining growth rate with such items more 

easily purchased online or from other types of retailers. 

Despite the expansion of stores outside in the major city regions, the channel’s selling space 

is set to stagnate in the coming years as players respond to changing consumer buying 

behaviours. For example, Wilcon Depot, which previously thrived upon its big-box formats, will 

begin establishing community-based stores that are much smaller than its usual stores. 

Likewise, AllHome also made an announcement that it will introduce a smaller format of its big-

box stores called AllHome Quick Fix. Furthermore, with a continuing shift onto digital platforms, 

there is less need for retailers to have large spaces for consumers to peruse items, given that 

they can do their research online. 

 

Urban gardening trend may provide new avenue for category profit 

The urban gardening trend that started at the end of 2020 may gain momentum in the 

forecast period and support the recovery of home and garden specialist retailers. Towards the 

end of 2020, consumers that were laid off from their jobs (which was especially common for 

those working in tourism, travel, and hospitality) turned their attention towards urban gardens. 

As such, real estate developers have begun looking into the potential of growing high-value 

crops in small regions, and even on top of residential towers. If consumers continue to seek the 

pleasure of gardening in city spaces and this trend continues gaining momentum, it could 

provide a focus area for home and garden specialist retailers to capitalise on in the forecast 

period. 

 

 

CHANNEL DATA 
 

Table 140 Home and Garden Specialist Retailers: Value Sales, Outlets and Selling Space 
2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 317,803.2 344,234.7 369,865.0 409,232.8 346,806.9 348,046.4 
Outlets 18,189.0 18,314.0 18,518.0 19,129.0 19,692.0 20,199.0 
Selling Space '000 sq m 8,075.0 8,197.0 8,529.7 9,284.9 9,492.5 9,804.4 

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

 

 

Table 141 Home and Garden Specialist Retailers: Value Sales, Outlets and Selling Space: 
% Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million 0.4 1.8 9.5 
Outlets 2.6 2.1 11.1 
Selling Space '000 sq m 3.3 4.0 21.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 142 Sales in Home and Garden Specialist Retailers by Channel: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
-- Home Improvement and 287,622.1 312,357.6 335,997.0 374,293.5 317,608.5 320,402.4 
    Gardening Stores       
-- Homewares and Home 30,181.1 31,877.1 33,868.0 34,939.3 29,198.4 27,644.0 
    Furnishing Stores       
- Home and Garden 317,803.2 344,234.7 369,865.0 409,232.8 346,806.9 348,046.4 
    Specialist Retailers       

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

 

 

Table 143 Sales in Home and Garden Specialist Retailers by Channel: % Value Growth 
2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Home Improvement and Gardening Stores 0.9 2.2 11.4 
-- Homewares and Home Furnishing Stores -5.3 -1.7 -8.4 
- Home and Garden Specialist Retailers 0.4 1.8 9.5 

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

 

 

Table 144 Home and Garden Specialist Retailers GBO Company Shares: % Value 2017-
2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Wilcon Depot Inc 5.2 5.7 6.0 6.5 6.9 
Ace Hardware Corp 5.3 5.3 5.1 4.9 4.7 
SM Retail Inc 4.6 4.7 4.3 4.3 4.0 
MBV Group of Cos 1.4 1.9 2.9 3.4 3.5 
Robinsons Retail 2.8 3.0 2.9 2.6 2.5 
    Holdings Inc      
CitiHardware Inc 0.7 0.7 0.7 0.7 0.7 
True Value Hardware Corp 0.6 0.7 0.6 0.6 0.6 
Automatic Appliances Inc 0.3 0.3 0.3 0.3 0.3 
Waltermart Handyman Inc - - - - - 
Others 79.2 77.7 77.1 76.8 76.8 
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 145 Home and Garden Specialist Retailers GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
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Wilcon Depot Wilcon Depot Inc 5.7 6.0 6.5 6.9 
Ace Ace Hardware Corp 5.3 5.1 4.9 4.7 
All Home MBV Group of Cos 1.9 2.9 3.4 3.5 
SM SM Retail Inc 4.0 3.7 3.6 3.4 
Handyman Do It Best Robinsons Retail 3.0 2.9 2.6 2.5 
 Holdings Inc     
Citi Hardware CitiHardware Inc 0.7 0.7 0.7 0.7 
Our Home SM Retail Inc 0.7 0.6 0.6 0.6 
True Value True Value Hardware Corp 0.7 0.6 0.6 0.6 
Blims Fine Furniture Automatic Appliances Inc 0.3 0.3 0.3 0.3 
The Handyman Waltermart Handyman Inc - - - - 
Others  77.7 77.1 76.8 76.8 
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 146 Home and Garden Specialist Retailers LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Ace Hardware (Ace Ace Hardware 184 199 206 208 
    Hardware Corp) Philippines Inc     
Handyman Do It Best Robinsons Retail 165 175 177 180 
 Holdings Inc     
SM Homeworld (SM Homeworld Shopping Corp 91 94 97 99 
    Retail Inc)      
Citi Hardware CitiHardware Inc 60 67 71 75 
Wilcon Depot Wilcon Depot Inc 51 57 63 69 
All Home (MBV Group All Value Holdings Corp 23 45 50 57 
    of Cos)      
True Value (True Robinsons Retail 27 30 32 33 
    Value Hardware Corp) Holdings Inc     
Our Home (SM Retail Casamia Furniture 27 28 31 31 
    Inc) Center Inc     
Blims Fine Furniture Automatic Appliances Inc 18 19 17 17 
The Handyman Waltermart Handyman Inc - - - - 
Others Others 17,872 18,415 18,948 19,430 
Total Total 18,518 19,129 19,692 20,199 

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

 

 

Table 147 Home and Garden Specialist Retailers LBN Brand Shares: Selling Space 2018-
2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Wilcon Depot Wilcon Depot Inc 328.2 363.4 397.6 430.7 
All Home (MBV Group All Value Holdings Corp 186.7 296.8 311.6 379.7 
    of Cos)      
Citi Hardware CitiHardware Inc 158.9 175.4 184.0 192.2 
Ace Hardware (Ace Ace Hardware 161.5 166.8 169.6 168.4 
    Hardware Corp) Philippines Inc     
SM Homeworld (SM Homeworld Shopping Corp 135.6 136.8 137.3 137.5 
    Retail Inc)      
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Handyman Do It Best Robinsons Retail 126.4 132.6 132.5 132.9 
 Holdings Inc     
True Value (True Robinsons Retail 20.7 22.7 23.9 24.4 
    Value Hardware Corp) Holdings Inc     
Our Home (SM Retail Casamia Furniture 18.8 19.3 21.2 21.0 
    Inc) Center Inc     
Blims Fine Furniture Automatic Appliances Inc 6.2 6.5 5.7 5.7 
The Handyman Waltermart Handyman Inc - - - - 
Others Others 7,386.7 7,964.6 8,109.1 8,311.9 
Total Total 8,529.7 9,284.9 9,492.5 9,804.4 

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

 

 

Table 148 Home and Garden Specialist Retailers Forecasts: Value Sales, Outlets and 
Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 348,046.4 354,980.5 359,729.9 363,214.0 365,446.1 366,526.4 
Outlets 20,199.0 20,495.0 20,769.0 21,021.0 21,252.0 21,465.0 
Selling Space '000 sq m 9,804.4 9,985.3 10,152.9 10,307.8 10,450.8 10,582.7 

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

Note: Forecast value data in constant terms. 

 

 

Table 149 Home and Garden Specialist Retailers Forecasts: Value Sales, Outlets and 
Selling Space: % Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 2.0 1.0 5.3 
Outlets 1.5 1.2 6.3 
Selling Space '000 sq m 1.8 1.5 7.9 

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

Note: Forecast value data in constant terms 

 

 

Table 150 Forecast Sales in Home and Garden Specialist Retailers by Channel: Value 
2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
-- Home Improvement and 320,402.4 326,893.9 331,267.1 334,475.2 336,530.4 337,525.0 
    Gardening Stores       
-- Homewares and Home 27,644.0 28,086.6 28,462.8 28,738.7 28,915.6 29,001.4 
    Furnishing Stores       
- Home and Garden 348,046.4 354,980.5 359,729.9 363,214.0 365,446.1 366,526.4 
    Specialist Retailers       

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

Note: Forecast value data in constant terms. 
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Table 151 Forecast Sales in Home and Garden Specialist Retailers by Channel: % Value 
Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
-- Home Improvement and Gardening Stores 2.0 1.0 5.3 
-- Homewares and Home Furnishing Stores 1.6 1.0 4.9 
- Home and Garden Specialist Retailers 2.0 1.0 5.3 

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

Note: Forecast value data in constant terms. 
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DEPARTMENT STORES IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 12% in current terms in 2021 to PHP113 billion  

▪ SM Retail Inc is the leading player in 2021, with a retail value share of 43% 

▪ Retail sales are set to fall at a current value CAGR of 9% (2021 constant value CAGR of 6%) 

over the forecast period to PHP172 billion 

 

 

2021 DEVELOPMENTS 
 

Stagnant growth observed for department stores in 2021 

In 2021, despite the gradual re-opening of the economy, shopping malls continue to suffer 

from slow foot traffic as consumers avoid potentially busy venues with large capacity. For 

example, Ayala Malls reports that foot traffic remains at around half the level of that experienced 

pre-pandemic levels whilst Robinsons Malls reports that consumers are now making single-

person purposeful visits of one hour or less rather than spending a full afternoon at the mall with 

the whole family. Given that department stores previously benefitted from being a key 

destination for family leisure time, this change in behaviour has been strongly detrimental to 

sales as it prevents browsing several shops and impulse buying. Thus, after being one of the 

worst hit categories in 2020, the channel will continue to witness a current value sales decline in 

2021, albeit not at the same rate as in the first year of the pandemic. 

In terms of outlet and selling space, there has been minimal change for department stores 

over the last couple of years because most department stores are a standard part of a shopping 

mall. Given the size of such venues, it takes a long time and large investment to build. Similarly, 

given that they are integral parts of shopping malls (which typically include other foodservice, 

entertainment, and hospitality services), such outlet can be retained even if sales are not strong.  

 

SM Department Store retains lead by adapting to consumers’ changing 
needs 

SM Department Store will retain a strong lead in department stores in 2021. The brand 

strengthened its position in the first year of the pandemic by launching its official e-commerce 

store, ShopSM, as well as boost its presence on third party e-commerce websites such as 

Lazada and Shopee. On ShopSM, the brand saw big demand for home items, beauty products, 

and fashion – items that previously had not been particularly popular via e-commerce. In fact, 

home category products were particularly in demand and can be attributed to a dominant share 

of the brand’s online transactions. SM Store also upgraded its product assortment to carry OTC 

medicines and other relevant, health-related products – a major demand from consumers during 

the pandemic. As department stores usually carry a wide assortment of items, they are more 

flexible to focus on in-demand and relevant items to adapt to the changing consumer behaviour. 

This brand also launched a new delivery program called SM's Call to Deliver. This program 

provides consumers with a personal shopper through Viber or video call as well as an option for 

virtual shopping. Furthermore, it offers consumers multiple payment options, including cash 

upon delivery, online payment with credit/debit cards, a contactless payment options with 
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GrabPay and GCash, or bank transfer. Click & collect as well as partnerships with on-demand 

delivery services also provide consumers with plenty of options and opportunities to shop with 

SM Department Store. These offerings simplify the shopping experience for consumers and 

meets a range of different needs, thus promoting sales via the retailer. 

 

Rise of e-commerce sales not capable of preventing overall decline 

Despite the increasing presence of department stores on online channels, sales through e-

commerce have not been able to offset the total current value decline experienced during the 

pandemic. Whilst the channel benefits from having a vast product assortment, this also means 

that it faces a wide range of competition, both from brand website as well as third party e-

commerce players. In addition, some department stores only started building their online 

shopping options in 2020, placing them behind their competitors and preventing stronger sales. 

For example, the second ranked brand, Robinsons Department Store, entered a partnership 

with e-commerce player Lazada in 2020 to make use of Lazada’s already vast digital presence. 

Beyond e-commerce, department stores focused on fine tuning their product assortments to 

cater to changing demands. For example, Rustan's Department Store recognised the declining 

interest in general apparel, and the increasing interest in sports and lounge wear. Therefore, the 

retailer focused on expanding its offering of fitness apparel made of technologically superior 

fabrics. The trend of mixing sportswear with casual clothing is set to be a trend that will continue 

into the forecast period, thus placing Rustan's Department Store in a strong position. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Recovery expected, despite uncertainty about reaching pre-pandemic 
sales level 

Following the major pandemic declines in 2020 and 2021, it will take some time for 

department stores to recover to pre-pandemic levels and is unlikely that the channel will do so 

within the forecast period. However, from 2022 onwards, department stores is set to return to a 

positive rate of current retail value growth, with this continuing in the coming years. Shopping 

malls are also optimistic that foot traffic will recover. In fact, many venues are supporting 

proposals of “vaccine bubble” as they believe this will help boost sales. Under the “vaccine 

bubble” proposal customers will be allowed to enter malls freely, restoring consumer confidence 

in visiting such venues, and thus aiding recovery. 

In terms of sites/outlets, department stores will likely put off expansion plans in the forecast 

period with low projected current value sales preventing major investments. Thus, department 

stores will likely focus their efforts on non-store-based strategies in the forecast period and 

shopping malls will invest in other offerings within their venues. 

 

Personal shoppers via e-commerce set to drive channel growth as 
consumers continue to value premium, customised services 

Remote personal shopping services have been one of the main features allowing department 

stores to manage their losses during the pandemic. As such, online personal shoppers are 

expected to continue to be a major part of the department store experience in the coming years. 

For example, during the pandemic Rustan’s Department Store introduced a Personal Shop on 

Call Service to give customers a specialised experience from the comfort of their own home. It 

also launched an online catalogue (available via its website), a gift registry service, free of 

charge doorstep delivery, and its signature gift-wrapping service for online purchases. Thus, 

even with remote purchases, consumers can feel like they are receiving a premium, customised 
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service. Meanwhile, ShopSMS (the online space for SM Department Stores) claims to use deep 

analysis of extensive customer data to deliver a personalised online service and relevant, 

targeted offers. This is translating to increased usage of the online platform and greater basket 

sizes. It is also helping to attract a younger consumer base. 

However, to maximise e-commerce and omnichannel retailing in the forecast period, 

department store will need to integrate new technology into their systems. For example, SM 

Department Store turned to the Aptos Merchandise Financial Planning system to help optimise 

product distribution and stock levels across channels in 2020. This system serves as a powerful 

differentiator as it advances the company’s omnichannel vision, and more department stores 

may follow suit in the forecast period. In addition, Robinsons Department Store, which launched 

in GoRobinsons in May 2021, is also planning to grow its online business via Lazada and 

Shopee. Given that e-commerce sales comprise only a very niche portion of Robinsons 

Department Store sales, there is still huge room for growth in the coming years. In fact, the 

integration of these kinds of technologies and developing a seamless omnichannel retailing 

strategy is expected to be the focus of department stores in the forecast period. 

 

Department stores to enhance in-store experience and keep hygiene 
measures 

Despite the growing popularity of e-commerce, some department store players believe that 

the in-store experience is still an integral part of the channel that can adapt to changing 

consumer behaviour and help attract sales. Thus, over the forecast period, players are 

anticipated to continue investing in displays and services that improve the overall shopping 

experience. For example, Rustan’s Department Store continues to promote the luxury aspect of 

its in-store experience to its consumers, claiming that in this way customers can be assured of 

high-quality service and the quality and authenticity of the products they purchase. Given fears 

of the COVID-19 virus, the retailer is also emphasising the measures it has put in place to keep 

customers safe and secure. 

In fact, all retail stores are currently mandated to enact health protocols to keep their 

customers and staff members safe. SM Stores, for example, ensures that its stores are regularly 

cleaned and disinfected, and shoppers must undergo temperature checks and wear face masks 

and shields before entering the shopping facilities to reduce the risk of virus transmission. Public 

areas such as aisles and escalators are marked, and access points are controlled to regulate 

the number of entrants and promote social distancing practices. In addition, hand sanitisers/gels 

and hand soaps have been placed in strategic locations, ensuring that both customers and 

employees are practicing proper hand hygiene. Shopping carts and baskets are also regularly 

sanitised. Such safety measures are likely to remain in place even in the aftermath of the 

pandemic, with consumers expected to base their decision on where to shop on how confident 

they feel about the safety and hygiene measures. 

 

 

CHANNEL DATA 
 

Table 152 Department Stores: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 228,457.1 239,266.8 251,720.1 263,942.0 127,403.4 112,468.9 
Outlets 688.0 674.0 705.0 725.0 724.0 734.0 
Selling Space '000 sq m 4,302.0 4,430.0 4,616.7 4,715.4 4,697.4 4,789.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
trade interviews, trade sources 
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Table 153 Department Stores: Value Sales, Outlets and Selling Space: % Growth 2016-
2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -11.7 -13.2 -50.8 
Outlets 1.4 1.3 6.7 
Selling Space '000 sq m 2.0 2.2 11.3 

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

 

 

Table 154 Department Stores GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
SM Retail Inc 40.5 42.4 42.9 42.9 43.4 
Robinsons Retail 6.7 8.9 8.6 8.6 8.3 
    Holdings Inc      
Metro Retail Stores Group 4.5 3.9 3.8 4.3 4.5 
Gaisano Grand Group of 2.9 3.1 3.2 3.3 3.4 
    Cos      
Landmark Corp, The 3.2 3.2 3.4 3.3 3.3 
Gaisano Capital Group 2.0 2.1 2.0 2.0 2.0 
DSG Sons Group Inc 1.5 1.5 1.5 1.5 1.6 
Unitop General 1.0 1.0 1.0 0.9 0.9 
    Merchandise Inc      
Expressions Stationery 0.8 1.1 0.9 0.9 0.9 
    Shop Inc      
New City Commercial Corp 0.8 0.8 0.8 0.8 0.8 
Marks & Spencer Plc 0.8 0.7 0.6 0.7 0.6 
Liberty Commerical 0.5 0.5 0.6 0.5 0.5 
    Center Inc      
Gaisano Northern 0.4 0.3 0.3 0.3 0.3 
    Mindanao (Unipace Corp)      
JHG Trading Inc (JS 0.2 0.2 0.2 0.2 0.2 
    Gaisano)      
Magic Group of Cos 0.2 0.2 0.2 0.2 0.2 
Boohoo.com Plc - - - - 0.1 
Lopue's Supermarket 0.1 0.1 0.1 0.1 0.1 
Debenhams Retail Plc 0.2 0.2 0.2 0.2 - 
Rustan Group of Cos 1.8 - - - - 
Stores Specialists Inc - - - - - 
Others 31.8 29.8 29.5 29.3 29.0 
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 155 Department Stores GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 

Brand Company (GBO) 2018 2019 2020 2021 
 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  94 

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

SM Department Store SM Retail Inc 42.4 42.9 42.9 43.4 
Robinsons Robinsons Retail 7.1 6.8 6.6 6.4 
 Holdings Inc     
Metro Metro Retail Stores Group 3.9 3.8 4.3 4.5 
Gaisano Grand Mall Gaisano Grand Group of Cos 3.1 3.2 3.3 3.4 
Landmark Landmark Corp, The 3.2 3.4 3.3 3.3 
Gaisano Capital Gaisano Capital Group 2.1 2.0 2.0 2.0 
Rustan Robinsons Retail 1.8 1.8 1.9 1.9 
 Holdings Inc     
GStore DSG Sons Group Inc 1.5 1.5 1.5 1.6 
Unitop Department Unitop General 1.0 1.0 0.9 0.9 
    Store Merchandise Inc     
Mi Department Store Expressions Stationery 1.1 0.9 0.9 0.9 
 Shop Inc     
NCCC New City Commercial Corp 0.8 0.8 0.8 0.8 
Marks & Spencer Marks & Spencer Plc 0.7 0.6 0.7 0.6 
LCC Liberty Commerical 0.5 0.6 0.5 0.5 
 Center Inc     
Gaisano City Gaisano Northern 0.3 0.3 0.3 0.3 
 Mindanao (Unipace Corp)     
JS Gaisano JHG Trading Inc (JS 0.2 0.2 0.2 0.2 
 Gaisano)     
Magic Magic Group of Cos 0.2 0.2 0.2 0.2 
Debenhams Boohoo.com Plc - - - 0.1 
Lopue's Department Lopue's Supermarket 0.1 0.1 0.1 0.1 
    Store      
Debenhams Debenhams Retail Plc 0.2 0.2 0.2 - 
Rustan Rustan Group of Cos - - - - 
Others  29.8 29.5 29.3 29.0 
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 

 

 

Table 156 Department Stores LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
SM Department Store SM Retail Inc 63 65 66 67 
Unitop Department Unitop General 57 62 64 62 
    Store Merchandise Inc     
Robinsons Robinsons Retail 52 49 49 52 
    Department Store Holdings Inc     
Gaisano Capital Gaisano Capital Group 38 41 41 41 
    Department Store      
Gaisano Grand Mall Gaisano Grand Group of 39 40 41 41 
    Department Store Cos     
LCC Department Store Liberty Commerical 25 28 28 28 
 Center Inc     
Magic Department Magic Group of Cos 21 22 22 22 
    Store      
Marks & Spencer Stores Specialists Inc 22 21 20 20 
    (Marks & Spencer Plc)      
Mi Department Store Expressions Stationery 19 17 17 17 
 Shop Inc     
NCCC Department Store New City Commercial Corp 16 17 17 17 
Metro Metro Retail Stores Group 12 14 12 15 
Gaisano Department Gaisano Northern 9 9 9 9 
    Store Mindanao (Unipace Corp)     
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JS Gaisano JHG Trading Inc (JS 7 7 7 7 
    Department Store Gaisano)     
GStore DSG Sons Group Inc 6 6 6 6 
Rustan's Department Rustan Group of Cos 5 5 5 5 
    Store (Robinsons      
    Retail Holdings Inc)      
Landmark Department Landmark Corp, The 3 4 4 4 
    Store      
Debenhams Stores Specialists Inc - - - 4 
    (Boohoo.com Plc)      
Lopue's Department Lopue's Supermarket 2 2 2 2 
    Store      
Debenhams Stores Specialists Inc 4 4 4 - 
    (Debenhams Retail      
    Plc)      
Rustan's Department Rustan Group of Cos - - - - 
    Store      
Others Others 305 312 310 315 
Total Total 705 725 724 734 

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

 

 

Table 157 Department Stores LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
SM Department Store SM Retail Inc 797.7 807.9 817.0 827.1 
Robinsons Robinsons Retail 284.8 265.1 265.1 278.5 
    Department Store Holdings Inc     
Unitop Department Unitop General 171.0 184.5 188.8 181.1 
    Store Merchandise Inc     
Landmark Department Landmark Corp, The 137.3 164.0 164.0 164.0 
    Store      
Metro Metro Retail Stores Group 127.1 138.8 123.3 156.9 
Gaisano Grand Mall Gaisano Grand Group of 151.0 153.4 155.8 155.8 
    Department Store Cos     
LCC Department Store Liberty Commerical 87.5 97.0 97.0 97.0 
 Center Inc     
Magic Department Magic Group of Cos 64.3 66.7 66.7 66.7 
    Store      
Mi Department Store Expressions Stationery 43.5 38.6 38.6 38.6 
 Shop Inc     
NCCC Department Store New City Commercial Corp 33.0 34.4 34.4 34.4 
Gaisano Department Gaisano Northern 27.9 27.9 27.9 27.9 
    Store Mindanao (Unipace Corp)     
Rustan's Department Rustan Group of Cos 21.5 21.5 21.5 21.5 
    Store (Robinsons      
    Retail Holdings Inc)      
JS Gaisano JHG Trading Inc (JS 19.2 19.2 19.2 19.2 
    Department Store Gaisano)     
GStore DSG Sons Group Inc 18.0 18.0 18.0 18.0 
Gaisano Capital Gaisano Capital Group 15.1 16.1 16.1 16.1 
    Department Store      
Marks & Spencer Stores Specialists Inc 15.1 14.2 13.4 13.4 
    (Marks & Spencer Plc)      
Lopue's Department Lopue's Supermarket 5.6 5.6 5.6 5.6 
    Store      
Debenhams Stores Specialists Inc - - - 4.1 
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    (Boohoo.com Plc)      
Debenhams Stores Specialists Inc 4.1 4.1 4.1 - 
    (Debenhams Retail      
    Plc)      
Rustan's Department Rustan Group of Cos - - - - 
    Store      
Others Others 2,593.0 2,638.5 2,621.1 2,664.0 
Total Total 4,616.7 4,715.4 4,697.4 4,789.8 

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

 

 

Table 158 Department Stores Forecasts: Value Sales, Outlets and Selling Space 2021-
2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 112,468.9 120,609.9 128,416.1 135,654.8 142,245.6 148,154.3 
Outlets 734.0 754.0 774.0 791.0 808.0 823.0 
Selling Space '000 sq m 4,789.8 4,978.4 5,156.5 5,324.2 5,481.7 5,629.0 

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

Note: Forecast value data in constant terms 

 

 

Table 159 Department Stores Forecasts: Value Sales, Outlets and Selling Space: % 
Growth 2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 7.2 5.7 31.7 
Outlets 2.7 2.3 12.1 
Selling Space '000 sq m 3.9 3.3 17.5 

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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VARIETY STORES IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 27% in current terms in 2021 to PHP3.9 billion  

▪ Robinsons Retail Holdings Inc is the leading player in 2021, with a retail value share of 28% 

▪ Retail sales are set to increase at a current value CAGR of 11% (2021 constant value CAGR 

of 8%) over the forecast period to PHP6.5 billion 

 

 

2021 DEVELOPMENTS 
 

Decline continues as non-essential products and lack of specific focus 
reduces consumer demand 

Variety stores was among the hardest hit retailers in the Philippines in 2020. During strict 

lockdown periods, variety stores were not considered as essential, and they therefore 

underwent store closures for a significant period. Furthermore, like department stores, variety 

stores are not typically known for a specific product or brand. This meant that variety stores 

were not in consumers’ top of mind when they were seeking to make a purchase. 

The same issues continue to plague variety stores in 2021, with the channel continuing its 

steep current value decline. Nevertheless, the gradual opening of shopping malls this year and 

the channel’s ability to quickly adapt to product offerings has slowed the negative growth. For 

example, many variety stores have pivoted to focus on small electronics and tech accessories 

that are relevant for online schooling and work-from-home set ups. Some variety retailers can 

also easily shift to trends like K-pop to attract customers. However, whilst students represented 

a key demographic pre-lockdown, school closures moderated the need to make purchases at 

variety stores, leading the consumer base of younger consumers to show minimal interest.  

 

Pandemic closures lead players to seek new selling formats 

Most sales for variety stores tend to derive from the in-store channel due to the important the 

in-store experience has for consumers. However, with in-store outlets experiencing temporary 

closures during the pandemic, variety stores have had to adapt and introduce more formats of 

retailing. For example, Daiso Japan has introduced click & collect and DriveBuy services at its 

mall branches. Similarly, MUJI has launched an e-magazine, pick-up, and home delivery 

options. Mumuso has made many of its products available on the third party e-commerce 

websites Shopee and Lazada, whilst Miniso is experimenting by setting up a small store within 

Alfamart (which has been allowed to remain open during the pandemic due to its essential 

status). With consumers becoming increasingly familiar with these formats as well as 

increasingly reliant on e-commerce, such selling formats are likely to remain important and 

comprise a larger portion of variety store sales in the forecast period. 

 

Variety stores continue to invest in in-store improvements 

Variety stores is a retailing category in which the in-store experience will continue being 

relevant and key driver of sales. This is because variety stores usually offer a wide assortment 
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of items that consumers enjoy browsing and being entertained by when shopping. Variety stores 

tend to be great outlets for leisure shopping and thus have a high proportion of impulse buys. E-

commerce cannot offer the same experience. Thus, variety store players will continue to invest 

in the design of their physical outlets. For example, in September 2020, MUJI closed its original 

mall outlet to make way for a major expansion and renovation. This involved turning the 

previously 400-square meter store into a 1,400-square meter space—more than triple the 

original size. As such, the brand will be ready to not only welcome a greater number of 

customers into the store at once, but also to offer and display a much greater range of items. 

Similarly, to improve the in-store experience, Daiso Japan launched Daiso Japan Food Hub in 

some of its stores to offer ready-to-eat food items like chips, bread, ice cream, and hot meals. It 

also offers frozen meals and ready-to-cook meals that can be taken home and easily prepared.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Slow recovery expected as pandemic continues to hamper sales 

The current retail value sales within variety stores are not set to recovery quickly in the 

forecast period. Given that growth has been negative for two years, the channel has a long way 

to go to recover to pre-pandemic levels of sales and is unlikely to do so within the forecast 

period. The ongoing effects of the pandemic will continue to represent a barrier to sales, as the 

country experienced one of the longest lockdown periods in the world, and local consumers will 

not be encouraged to spend much time out of the home until the vaccine is made more widely 

available. Since variety stores rely on in-store visits and impulse purchases for a significant 

proportion of sales, this will strongly hamper channel growth. Nevertheless, the channel will see 

improvements on the pandemic years and is set to return to positive current retail value growth 

in 2022.  

 

Innovations and brand partnerships needed to entice consumers to 
stores 

In the forecast period, variety stores must continually introduce new products, style ranges, or 

other advantages to encourage consumers to choose to shop at their stores rather than at other 

retailers that offer same products. For example, small electronics and tech accessories are also 

available in electronics specialist retailers, so variety stores tend to offer quirky designs at 

affordable prices to entice consumers. Some variety stores are also anticipated to partner with 

specific, well-known brands to offer something new to their customers. One of the most active 

retailers in this way is Miniso, with the retailer having already partnered with Marvel, Mickey 

Mouse, and Coca Cola in 2020 and 2021 to release exclusive collections.  

 

Expansion boom to be delayed, with players instead set to focus on e-
commerce 

Although the success of variety stores in the review period encouraged a growing number of 

players to enter the category, this trend will slow in the forecast period. In terms of sites/outlets, 

variety stores is set to post much more gradual growth with key retailers likely put off expansion 

plans due to losses incurred under the pandemic years. 

As such, variety store operators will further explore e-commerce in the forecast period as 

another avenue to boost profits. Some players have already started strengthening their e-

commerce presence, with Korean-inspired Miniso finally launching its own online shop with pick-

up and delivery options (previously the brand was only available on e-commerce websites, 

Lazada and Shopee). Similarly, MUJI was the first to introduce an e-catalogue/e-magazine 
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offering on its e-commerce platform. More variety stores players will explore e-commerce 

options in the forecast period as consumers became accustomed to the convenience of e-

commerce shopping during lockdown. 

 

 

CHANNEL DATA 
 

Table 160 Variety Stores: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 6,680.0 7,606.2 8,705.7 9,205.0 5,246.2 3,851.2 
Outlets 223.0 260.0 335.0 375.0 394.0 380.0 
Selling Space '000 sq m 58.1 66.9 89.4 103.0 96.6 92.2 

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

 

 

Table 161 Variety Stores: Value Sales, Outlets and Selling Space: % Growth 2016-2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -26.6 -10.4 -42.3 
Outlets -3.6 11.2 70.4 
Selling Space '000 sq m -4.5 9.7 58.7 

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

 

 

Table 162 Variety Stores GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Daiso Sangyo Co Ltd 20.6 22.3 22.4 25.2 28.3 
Surplus Marketing Corp 31.2 29.2 29.2 25.9 23.5 
Miniso Co Ltd 5.7 6.2 7.1 7.3 7.2 
Greatspan Inc 2.8 3.4 3.1 3.2 3.1 
Ryohin Keikaku Co Ltd 1.1 1.0 1.0 1.0 0.9 
Others 38.6 37.8 37.3 37.5 37.0 
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 163 Variety Stores GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Daiso Japan Daiso Sangyo Co Ltd 22.3 22.4 25.2 28.3 
Surplus Shop Surplus Marketing Corp 29.2 29.2 25.9 23.5 
Miniso Miniso Co Ltd 6.2 7.1 7.3 7.2 
Mumuso Greatspan Inc 3.4 3.1 3.2 3.1 
MUJI Ryohin Keikaku Co Ltd 1.0 1.0 1.0 0.9 
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Others  37.8 37.3 37.5 37.0 
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 

 

 

Table 164 Variety Stores LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Daiso Japan (Daiso Robinsons Retail 87 99 103 102 
    Sangyo Co Ltd) Holdings Inc     
Miniso (Miniso Co Miniso Philippines Inc 75 101 113 101 
    Ltd)      
Surplus Shop Surplus Marketing Corp 55 57 57 57 
Mumuso Greatspan Inc 44 40 40 40 
MUJI (Ryohin Muji Philippines Corp 5 5 5 5 
    Keikaku Co Ltd)      
Others Others 69 73 76 75 
Total Total 335 375 394 380 

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

 

 

Table 165 Variety Stores LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Daiso Japan (Daiso Robinsons Retail 33.3 37.5 38.6 37.8 
    Sangyo Co Ltd) Holdings Inc     
Miniso (Miniso Co Miniso Philippines Inc 26.7 35.3 28.1 24.8 
    Ltd)      
Surplus Shop Surplus Marketing Corp 14.4 14.7 14.7 14.7 
Mumuso Greatspan Inc 3.1 2.8 2.8 2.8 
MUJI (Ryohin Muji Philippines Corp 2.8 2.8 2.8 2.8 
    Keikaku Co Ltd)      
Others Others 9.1 9.9 9.5 9.3 
Total Total 89.4 103.0 96.6 92.2 

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

 

 

Table 166 Variety Stores Forecasts: Value Sales, Outlets and Selling Space 2021-2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 3,851.2 4,228.5 4,600.6 4,957.3 5,293.6 5,606.1 
Outlets 380.0 393.0 405.0 416.0 427.0 437.0 
Selling Space '000 sq m 92.2 96.0 99.6 103.0 106.1 109.1 

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

Note: Forecast value data in constant terms 

 

 

Table 167 Variety Stores Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 
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% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 9.8 7.8 45.6 
Outlets 3.4 2.8 15.0 
Selling Space '000 sq m 4.1 3.4 18.3 

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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WAREHOUSE CLUBS IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales decrease by 3% in current terms in 2021 to PHP47.4 billion  

▪ Puregold Price Club Inc is the leading player in 2021, with a retail value share of 82% 

▪ Retail sales are set to increase at a current value CAGR of 4% (2021 constant value CAGR of 

1%) over the forecast period to PHP57.5 billion 

 

 

2021 DEVELOPMENTS 
 

Warehouse clubs value sales observed decline but retains higher value 
sales than pre-pandemic 

Warehouse clubs offer a similar product assortment as grocery retailers, so they benefitted 

from being able to remain open throughout the national lockdown in 2020. In addition, the 

channel particularly benefitted from increased stockpiling behaviours. Consumers appreciated 

the offer of bulk buys in warehouse clubs, which allowed them to ensure sufficient supply as well 

as decreasing the number of shopping trips. However, like grocery retailers, the spike in 

demand in spring 2020 gradually normalised over the rest of the year and into 2021. As such, 

the category will experience a decline in 2021 as it normalises following the spike of 2020. 

Current value sales will nevertheless remain higher than they were pre-pandemic as 

consumers continue to shop at such venues to bulk buy and avoid too frequent shopping trips. 

In addition, like hypermarkets, they have a wide array of products and are seen as one-stop 

shopping options for consumers. Furthermore, warehouse clubs tend to have more spacious 

aisles: in an era of face masks, face shields, and social distancing, this helps make consumers 

feel more comfortable when shopping, encouraging loyalty from warehouse clubs customers. 

 

Expansion of warehouse clubs driven by S&R Membership Shopping 

In the Philippines, two main brands continue to represent warehouse clubs, namely S&R 

Membership Shopping (by Puregold Price Club) and Landers Superstore (by Southeast Asia 

Retail). S&R Membership Shopping continues to notably dominate the warehouses competitive 

landscape in current value terms in 2021, further strengthening its presence through store 

network expansion despite the impact of the pandemic. In fact, S&R Membership Shopping 

reported double-digit current retail value growth in 2020 (more than six time that of Lander) 

because of increased demand. In 2021, the brand will record a small decline, but nevertheless 

retain sales that are clearly higher than those seen pre-pandemic. Its sites/outlets continues to 

grow at a marginally reduced rate compared with last year. 

 

E-commerce options grow but retain only A niche share of category 
sales 

Given the heightened pandemic demand, warehouse clubs ventured into e-commerce in 

2020. Both S&R Membership Shopping and Landers Superstore strengthened their online 

presence in the pandemic, though the former did this only via partnering with the third party e-
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commerce platform Metromart. Whilst the brand’s offer of online and home delivery options is 

welcome, the share of its online sales remains highly niche, with the retailer continuing to focus 

more on its strong physical store coverage. Meanwhile, Landers Superstore has been far more 

aggressive in its digital expansion, even launching its own e-commerce site in 2020. From this 

platform it offers strong price promotions and strives to redirect consumers there from its social 

media presence. Nevertheless, e-commerce will need further significant investment if it is to play 

a larger role in warehouse clubs sales. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Growth set to be observed in value sales and sites/outlets, with the 
latter particularly driven by S&R Membership Shopping 

The dip in 2021 is only likely to be a small set back in the development of warehouse clubs, 

with the channel set to return to growth in 2022 and continue posting a strong performance in 

the forecast period. With the same economic pattern prevailing in the next few years, S&R 

Membership Shopping and Landers Superstore can expect constant product demand and foot 

traffic, with consumers continuing to bulk buy the channel’s essential products. 

In terms of sites/outlets, the channel is set to continue increasing in the forecast period as 

players will look to take advantage of the heightened demand stemming from the first year of the 

pandemic. S&R Membership Shopping will continue to be notably prominent in this respect, as 

location has always been a priority for the retailer when picking a spot for a new branch. 

Landers Superstore, on the other hand, is likely to focus more on its existing store outlets and 

the strengthening of its e-commerce platforms and other marketing initiatives. 

 

Wide variety of international offerings likely to continue to attract higher-
income consumers 

The business model of warehouse clubs will likely stay the same in the forecast period as the 

channel benefits from its wide selection of unique offerings. Filipino consumers are increasingly 

aware of international products, and this will likely remain a key selling point of membership 

shopping clubs in the forecast period. The target market will likely not change in the forecast 

period as well, as warehouse clubs have already focused on middle- to higher-income 

consumers. In fact, seeing as this consumer group has remained more resilient than lower-

income consumers during the pandemic, with their spending power likely to remain high during 

the forecast period. However, more focus may be paid towards younger consumers and young 

mothers, who are increasingly contributing to the rising membership base. 

 

E-commerce set to grow in relevance as consumers seek convenience 

E-commerce will also remain relevant for warehouse clubs over the forecast period with 

consumers increasingly adopting this new retailing channel and becoming used to its ease and 

convenience. This is particularly relevant for warehouse clubs given that consumers tend to bulk 

buy, and it would be welcome to have such bulky, heavy baskets delivered to the front door. As 

such, a strong digital presence and delivery options is a must have for every retail store. Thus, 

Landers Superstore will continue to strengthen its e-commerce website and expand its delivery 

coverage to nationwide. Meanwhile, S&R Membership Shopping will continue partnering with 

third party e-commerce platforms to enhance its e-commerce presence. It is however in a strong 

position to continue growing its in-store presence throughout the country. 
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CHANNEL DATA 
 

Table 168 Warehouse Clubs: Value Sales, Outlets and Selling Space 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Value sales PHP million 23,850.8 29,829.7 38,466.1 41,256.8 48,961.7 47,411.4 
Outlets 14.0 17.0 21.0 23.0 25.0 27.0 
Selling Space '000 sq m 78.0 96.9 127.1 138.0 147.4 156.6 

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

 

 

Table 169 Warehouse Clubs: Value Sales, Outlets and Selling Space: % Growth 2016-
2021 

 

% growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Value sales PHP million -3.2 14.7 98.8 
Outlets 8.0 14.0 92.9 
Selling Space '000 sq m 6.2 15.0 100.7 

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

 

 

Table 170 Warehouse Clubs GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Puregold Price Club Inc 82.4 77.7 78.4 81.2 82.2 
Southeast Asia Retail Inc 17.6 22.3 21.6 18.8 17.8 
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 171 Warehouse Clubs GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
S&R Membership Puregold Price Club Inc 77.7 78.4 81.2 82.2 
    Shopping      
Landers Superstore Southeast Asia Retail Inc 22.3 21.6 18.8 17.8 
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 172 Warehouse Clubs LBN Brand Shares: Outlets 2018-2021 

 

sites/outlets 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
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S&R Membership Puregold Price Club Inc 16 18 20 22 
    Shopping      
Landers Superstore Southeast Asia Retail Inc 5 5 5 5 
Total Total 21 23 25 27 

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

 

 

Table 173 Warehouse Clubs LBN Brand Shares: Selling Space 2018-2021 

 

selling space '000 sq m 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
S&R Membership Puregold Price Club Inc 83.1 94.0 103.4 112.6 
    Shopping      
Landers Superstore Southeast Asia Retail Inc 44.0 44.0 44.0 44.0 
Total Total 127.1 138.0 147.4 156.6 

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

 

 

Table 174 Warehouse Clubs Forecasts: Value Sales, Outlets and Selling Space 2021-
2026 

 

 2021 2022 2023 2024 2025 2026 
 
Value sales PHP million 47,411.4 48,129.2 48,735.4 49,172.7 49,443.0 49,560.1 
Outlets 27.0 28.0 29.0 30.0 31.0 32.0 
Selling Space '000 sq m 156.6 161.5 166.1 170.4 174.4 178.1 

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

Note: Forecast value data in constant terms 

 

 

Table 175 Warehouse Clubs Forecasts: Value Sales, Outlets and Selling Space: % Growth 
2021-2026 

 

% growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Value sales PHP million 1.5 0.9 4.5 
Outlets 3.7 3.5 18.5 
Selling Space '000 sq m 3.1 2.6 13.7 

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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DIRECT SELLING IN THE PHILIPPINES 
- CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales fall by 4% in current terms in 2021 to PHP67.4 billion  

▪ Avon Cosmetics Inc is the leading player in 2021, with a retail value share of 28% 

▪ Retail sales are set to grow at a current value CAGR of 5% (2021 constant value CAGR of 

2%) over the forecast period to PHP85.9 billion 

 

 

2021 DEVELOPMENTS 
 

Direct selling heavily affected as lack of face-to-face interactions 
hampers sales 

In 2020, it was initially forecasted that direct selling would be resilient during the pandemic 

because it is non-store based and thus would not be impacted by mandated close of operations. 

However, many direct selling companies still suffered huge losses during the pandemic as sales 

agent were not able to go out and sell face-to-face. Even with the rising prevalence of e-

commerce in the country, personal interaction and relationship building remain vital to the 

success of selling agents, with consumers less quick to build trust online. 

One strong positive for direct selling was the growing number of sales agents. Given the 

economic instability and higher rate of unemployment during the pandemic, more Filipinos 

started looking for additional sources of income. This created a great opportunity for direct 

selling companies to attract more sales representatives, allowing the numbers to grow. Against 

direct selling however is the ease in which consumers can set up their own online stores, either 

via their own website or through third party marketplaces such as Facebook Marketplace. The 

rise of independent stores will challenge direct selling as many seeking extra income will create 

their own businesses rather than becoming a sales agent. 

 

Success of companies in pandemic is dependent on product offerings, 
with health and sports products seeing much greater demand than 
beauty products 

The performance of direct selling companies varied greatly during the pandemic and largely 

depended on the products that companies sold. For example, direct selling companies that sell 

consumer health products, such as Amway Philippines LLC, benefitted from the increased 

health consciousness during the pandemic. As such, in 2020 the company saw rising current 

value growth, whilst in 2021, the decline will be less than for most other direct selling categories. 

Likewise, Herbalife was also able to benefit from double-digit current retail value growth in 2020 

due to its offer of sports nutrition. Such products experienced heightened demand as consumers 

were looking to adopt healthier lifestyles under lockdown.  

Most direct selling companies however took a hit in 2020 due to weakened consumer 

spending in general. This will continue in 2021 with beauty products set to see some of the 

strongest declines due to lack of demand. Consumers continued to stay at home more in 2021 

and thus had little need to dress up or wear beauty products, particularly colour cosmetics and 

fragrances. As such, the leading brand Avon will witness a current value sales decrease even 
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though it will retain the largest share of make-up, lotions, intimate apparel, and fragrances. Mary 

Kay (another direct seller with a focus on beauty products) adapted to the changing demands by 

introducing new products. For example, since colour cosmetics currently have weak demand, 

the seller focused on offering products for use inside the house, such as skin care and 

fragrances. 

 

Focus on digital intensifies as COVID-19 drives business online 

Even before the emergence of COVID-19, direct selling companies had begun utilising digital 

channels to strengthen customer engagement and sales. However, during the pandemic, 

engagement though digital platforms intensified as companies tried to adapt to the situation and 

reach clients that they could not communicate with face-to-face. For example, Amway 

Philippines LLC has shifted its focus from person-to-person selling to online and invested in 

strengthening its digital platforms, including the Amway Exclusive Shopper program. 

Nevertheless, the company believes that building strong personal connections will remain 

important to the business model. Many other direct sellers also focused on strengthening their 

online presence in 2020, including Herbalife, leading some direct sellers to turn towards social 

media to connect with consumers on a more one-on-one basis.  

Avon Cosmetics will remain the leading direct seller in the Philippines in 2021, benefitting 

from its pre-COVID-19 moves to digitalise its offerings to better meet consumers’ increasingly 

online lifestyles. For example, it had already launched the Avon app - an electronic version of its 

brochure and shop with delivery services - towards the end of the review period. However, at 

the onset of the pandemic it accelerated its focus on digital sales and provided its sellers with 

digital training and tools to help them succeed. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Full recovery expected despite continuation of unauthorised selling 
problems 

The recovery of direct selling in the forecast period will be supported by the growing number 

of consumers interested in becoming a sales representative for a direct selling company. In fact, 

Amway Philippines LLC stated that it saw over 100% increase in new Amway business owner 

(ABO) signups from April to June 2020 as consumers tried to find ways to augment their income 

amid the ongoing health crisis. The ongoing increase in sales representatives will benefit direct 

selling in the forecast period as they will ensure a wider audience. This is set to ensure a full 

current value sales recovery by 2025, with sales set to continue growing in the following years. 

However, direct selling is still facing challenges brought about not just by the pandemic but 

also by the changing retailing landscape. Barriers, such as unauthorised selling via third party e-

commerce websites like Shopee and Lazada (which is against the rules of direct selling), have 

existed long before the pandemic, with some individuals seeking to take advantage of these 

platforms to boost their incomes. As such, some direct selling companies are in communication 

with these websites to help flag unauthorised sellers. It is however unlikely that the problem will 

be completely eradicated within the forecast period. 

 

Personal relationship will continue to be at the core of direct selling 

The pandemic forced direct selling retailers to explore other channels and strategies to 

generate income during the last couple of years, particularly during the lockdown period. Some 

of these strategies are likely to be carried over into the coming years as a more permanent 

operation. For example, the leading brand Avon reported that its sales agents used social media 
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to find new ways to deliver products to clients without bypassing the social distancing measures. 

The brand saw a significant proportion of its sales transfer online as consumers increasingly 

went digital during the pandemic. The brand Mary Kay also reported greater online usage as the 

seller trained its consultants to utilise online platforms as well as more heavily investing in the 

development of its IT infrastructure. This was not just in terms of direct selling to clients but also 

in helping to manage the accounts of consultants. 

Although e-commerce has become more popular within the direct selling industry, personal 

relationship with consultants and agents will continue be one of the main features of direct 

selling companies. As such, many will transform their business into a hybrid structure (online 

and offline) to garner the benefits of both formats in the future. For example, the recruitment of 

new customers can now be easily done online, through social media connections and 

promotions. However, it is likely that the introduction and demonstration of new products will 

primarily be done offline so that a close and personal relationship can be established with the 

client. This will ensure continuous growth throughout the forecast period.  

 

Local culture will support channel growth as trust remains vital to sales 

Direct selling will continue to benefit from the fact that it is a well-established format in local 

culture and the additional number of consumers wishing to become sales agents. In terms of 

purchasing goods, Filipinos generally rely on the recommendation of family and friends, with this 

business model serving to build relationships between buyers and sellers. In addition, such 

relationships mean instalment payments can be arranged, which will appeal to economically 

constrained consumers in the forecast period. 

 

 

CHANNEL DATA 
 

Table 176 Direct Selling by Category: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Apparel and Footwear 14,701.7 15,508.3 15,806.9 17,158.0 9,525.3 11,271.5 
    Direct Selling       
- Beauty and Personal 17,849.4 18,895.2 18,659.2 19,735.6 13,795.4 16,327.6 
    Care Direct Selling       
- Consumer Electronics - - - - - - 
    Direct Selling       
- Consumer Health 7,397.1 7,703.4 7,998.2 8,322.8 10,331.8 11,631.2 
    Direct Selling       
- Consumer Appliances 26.2 28.4 33.8 33.4 20.8 6.0 
    Direct Selling       
- Food and Drink Direct 14,030.6 14,659.3 15,445.0 16,240.2 15,086.9 14,551.2 
    Selling       
- Home Care Direct 200.5 205.7 212.7 228.8 209.4 219.1 
    Selling       
- Home Improvement and - - - - - - 
    Gardening Direct Selling       
- Homewares and Home 1,924.0 2,071.1 2,236.6 2,460.1 1,901.7 2,089.1 
    Furnishings Direct       
    Selling       
- Media Products Direct 48.5 49.5 50.5 51.9 45.8 43.1 
    Selling       
- Personal Accessories 2,178.2 2,259.7 2,385.2 2,260.5 1,650.9 1,848.7 
    and Eyewear Direct       
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    Selling       
- Pet Care Direct Selling - - - - - - 
- Traditional Toys and - - - - - - 
    Games Direct Selling       
- Video Games Hardware - - - - - - 
    Direct Selling       
- Other Direct Selling 932.8 4,726.4 9,426.9 9,529.2 17,514.2 9,373.9 
Direct Selling 59,289.0 66,107.0 72,255.0 76,020.6 70,082.0 67,361.2 

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

 

 

Table 177 Direct Selling by Category: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Apparel and Footwear Direct Selling 18.3 -5.2 -23.3 
- Beauty and Personal Care Direct 18.4 -1.8 -8.5 
    Selling    
- Consumer Electronics Direct Selling - - - 
- Consumer Health Direct Selling 12.6 9.5 57.2 
- Consumer Appliances Direct Selling -71.3 -25.6 -77.2 
- Food and Drink Direct Selling -3.6 0.7 3.7 
- Home Care Direct Selling 4.6 1.8 9.3 
- Home Improvement and Gardening - - - 
    Direct Selling    
- Homewares and Home Furnishings 9.9 1.7 8.6 
    Direct Selling    
- Media Products Direct Selling -5.9 -2.3 -11.1 
- Personal Accessories and Eyewear 12.0 -3.2 -15.1 
    Direct Selling    
- Pet Care Direct Selling - - - 
- Traditional Toys and Games Direct - - - 
    Selling    
- Video Games Hardware Direct Selling - - - 
- Other Direct Selling -46.5 58.6 904.9 
Direct Selling -3.9 2.6 13.6 

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

 

 

Table 178 Direct Selling GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Natura&Co - - - 28.0 28.0 
USANA Health Sciences Inc 8.6 8.3 9.8 11.6 12.7 
Herbalife Nutrition Ltd - 3.3 4.6 5.8 6.3 
Tupperware Brands Corp 6.2 5.3 4.8 4.7 4.6 
Shoecat Inc 3.1 3.1 3.2 3.1 3.0 
Amway Corp 1.6 1.7 1.3 1.7 1.8 
Ever Bilena Cosmetics Inc 2.1 2.0 1.9 1.8 1.7 
Mary Kay Inc 1.5 1.5 1.6 1.5 1.5 
Boardwalk Business 1.2 1.2 1.3 1.2 1.2 
    Ventures Inc      
Nu Skin Enterprises Inc 1.2 0.9 0.8 0.8 0.8 
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Forever Living Products 0.5 0.4 0.4 0.4 0.4 
    International LLC      
Avon Products Inc 34.2 30.9 27.8 - - 
Splash Corp 0.1 0.1 - - - 
Herbalife Ltd 3.4 - - - - 
Others 36.4 41.3 42.5 39.4 38.0 
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 179 Direct Selling GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Avon Natura&Co - - 28.0 28.0 
USANA USANA Health Sciences Inc 8.3 9.8 11.6 12.7 
Herbalife Nutrition Herbalife Nutrition Ltd 3.3 4.6 5.8 6.3 
Natasha Shoecat Inc 3.1 3.2 3.1 3.0 
Amway Amway Corp 1.7 1.3 1.7 1.8 
Ever Bilena Ever Bilena Cosmetics Inc 2.0 1.9 1.8 1.7 
Tupperware Tupperware Brands Corp 1.8 1.6 1.6 1.6 
Mary Kay Mary Kay Inc 1.5 1.6 1.5 1.5 
Nutrimetics Tupperware Brands Corp 1.7 1.4 1.3 1.2 
Boardwalk Boardwalk Business 1.2 1.3 1.2 1.2 
 Ventures Inc     
Nu Skin Nu Skin Enterprises Inc 0.9 0.8 0.8 0.8 
Forever Forever Living Products 0.4 0.4 0.4 0.4 
 International LLC     
Avon Avon Products Inc 30.9 27.8 - - 
Splash Splash Corp 0.1 - - - 
Herbalife Nutrition Herbalife Ltd - - - - 
Others  43.1 44.3 41.2 39.8 
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 180 Direct Selling Forecasts by Category: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Apparel and Footwear 11,271.5 13,125.2 13,631.4 13,912.6 14,165.1 14,456.4 
    Direct Selling       
- Beauty and Personal 16,327.6 18,185.1 19,046.3 20,111.9 21,628.6 23,259.6 
    Care Direct Selling       
- Consumer Electronics - - - - - - 
    Direct Selling       
- Consumer Health 11,631.2 12,673.7 13,428.0 14,241.2 15,212.8 16,276.2 
    Direct Selling       
- Consumer Appliances 6.0 9.1 17.7 31.8 32.1 37.7 
    Direct Selling       
- Food and Drink Direct 14,551.2 14,556.9 14,544.8 14,497.7 14,416.5 14,305.2 
    Selling       
- Home Care Direct 219.1 221.9 224.4 225.7 226.4 227.1 
    Selling       
- Home Improvement and - - - - - - 
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    Gardening Direct Selling       
- Homewares and Home 2,089.1 2,157.6 2,222.8 2,322.6 2,404.9 2,490.0 
    Furnishings Direct       
    Selling       
- Media Products Direct 43.1 43.4 43.6 43.7 43.7 43.5 
    Selling       
- Personal Accessories 1,848.7 2,107.3 2,207.6 2,319.0 2,447.2 2,592.4 
    and Eyewear Direct       
    Selling       
- Pet Care Direct Selling - - - - - - 
- Traditional Toys and - - - - - - 
    Games Direct Selling       
- Video Games Hardware - - - - - - 
    Direct Selling       
- Other Direct Selling 9,373.9 4,518.3 2,368.4 1,383.3 584.9 320.6 
Direct Selling 67,361.2 67,598.5 67,734.9 69,089.6 71,162.3 74,008.8 

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

Note: Forecast value data in constant terms. 

 

 

Table 181 Direct Selling Forecasts by Category: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Apparel and Footwear Direct Selling 16.4 5.1 28.3 
- Beauty and Personal Care Direct 11.4 7.3 42.5 
    Selling    
- Consumer Electronics Direct Selling - - - 
- Consumer Health Direct Selling 9.0 7.0 39.9 
- Consumer Appliances Direct Selling 51.6 44.5 530.8 
- Food and Drink Direct Selling 0.0 -0.3 -1.7 
- Home Care Direct Selling 1.3 0.7 3.6 
- Home Improvement and Gardening - - - 
    Direct Selling    
- Homewares and Home Furnishings 3.3 3.6 19.2 
    Direct Selling    
- Media Products Direct Selling 0.7 0.2 1.0 
- Personal Accessories and Eyewear 14.0 7.0 40.2 
    Direct Selling    
- Pet Care Direct Selling - - - 
- Traditional Toys and Games Direct - - - 
    Selling    
- Video Games Hardware Direct Selling - - - 
- Other Direct Selling -51.8 -49.1 -96.6 
Direct Selling 0.4 1.9 9.9 

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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HOMESHOPPING IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales decrease by 72% in current terms in 2021 to PHP141 million  

▪ Homeshopping Network Inc is the leading player in 2021, with a retail value share of 43% 

▪ Retail sales are set to fall at a current value CAGR of 0.4% (2021 constant value CAGR of -

3%) over the forecast period to PHP138 million 

 

 

2021 DEVELOPMENTS 
 

Exit of the leading brand O Shopping signifies major difficulties for the 
channel 

Homeshopping was already on the decline before the pandemic emerged in 2020. However, 

the channel has faced stronger competition from e-commerce as all forms of retailing turned 

online during the pandemic and subsequent lockdowns. As such, the channel has faced even 

steeper decline in 2020 and 2021, being one of the worst affected by COVID-19. 

The strong declines for the channel have led the top player A CJ O Shopping Corp to cease 

operations within the Philippines. The player withdrew its leading brand O Shopping at the end 

of 2020, leading the player Homeshopping Network Inc in first place. The success of online 

shopping firms and sellers especially amid the pandemic was a huge factor in the decision to 

shut down the home TV shopping firm's operations. This move is also responsible for 

significantly reducing the channel’s retail value sales as O Shopping was one of the biggest and 

most active homeshopping companies in the country. 

 

Livestream shopping emerges creating strong competition for 
homeshopping 

The pandemic has triggered the rise of livestream shopping - new e-commerce feature that is 

emerging as both competition and a possibility for homeshopping companies. Filipino 

consumers are becoming ever more receptive to the new form of shopping as it allows 

consumers to see someone else try and test the product when they are not willing or able to 

venture into stores to test it themselves. This will likely be the natural evolution of home TV 

Shopping, particularly given its more interactive qualities, and it has proven to be a rapidly 

growing industry in 2020 and 2021.  

Whilst live streaming is a completely new and different platform, it brings with it home 

shopping broadcasting fundamentals. For example, the streams need to be long because 

viewers dip in and out of the platform. The important information also needs to be constantly 

repeated for the same reason. Large brands like Nestlé, Unilever, Pedigree, and Whiskas have 

already partnered with Shoppertainment, as brands increasingly realise the importance of going 

digital. The vision for live shopping long-term with the format showing great potential for growth.  

 

 
 

Content removed from sample 
 

 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 

Content removed from sample 
 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  113 

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

E-commerce and social media become essential selling platforms 

Players like Shop TV from Homeshopping Network Inc are increasingly focusing on e-

commerce to generate sales. Since homeshopping players have had to compete more directly 

with e-commerce during the pandemic, they have had to find more innovative and personalised 

ways to promote their products and brands. Most operators have focused on developing multi-

channel strategies, including establishing online stores or making products available through e-

commerce websites such as Lazada. In addition, social media has provided a way in which 

players can connect directly with their customers and thus seen much greater use in the last 

couple of years. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Increased competition from e-commerce set to hinder recovery of the 
category 

Homeshopping is expected to continue declining, to the extent that it may become an 

irrelevant channel in the forecast period. This is especially true given the exit of key player, O 

Shopping, and the rapid emergence of e-commerce (including livestream shopping and live 

selling), which was already strongly challenging home shopping before the pandemic. With the 

ongoing digitalisation of other retailers, including store-based retailers, homeshopping will 

continue struggling to differentiate itself from other players shifting towards e-commerce. 

Therefore, the continuously blurring boundaries between homeshopping and e-commerce may 

pose a challenge in the forecast period. 

 

Declining popularity of TV and cable viewing to be detrimental to 
channel prospects 

Moreover, TV and cable viewing in the Philippines is declining as the popularity of streaming 

services and online video sharing platforms continues to rise. The closure of ABS-CBN, the 

largest network in the Philippines, has also contributed to the decline in TV viewership. If TV and 

cable viewership continues to decline, the popularity of homeshopping will also fade because 

this is where such advertisements are usually seen. As such, strong competition from other 

channels will prevent a stronger recovery for the channel. 

 

Live selling set to become more popular as players turn to social media 

Engagement with digital channels will become essential if homeshopping companies wish to 

survive in the forecast period. As such, players may focus on offering online stores or making 

products more widely available through third party e-commerce platforms. Furthermore, 

increasing marketing activity via social media, including live streaming (also known as live 

selling) will become essential to maintain consumer engagement in the forecast period. Live 

selling is effective because it’s another kind of a personalised shopping experience. Even luxury 

shops are turning to live selling to promote their products and boost sales. It has proven to be 

effective during the pandemic because live selling at least allows consumers to see someone 

else try and test products when they are not willing or able to visit the store and test products 

themselves. With technology set to become an ever more prominent part of everyday life and 

consumers increasingly seeking convenience from their shopping, live selling is likely to become 

a more popular phenomenon in the Philippines in the forecast period. 
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CHANNEL DATA 
 

Table 182 Homeshopping by Category: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Apparel and Footwear - - - - - - 
    Homeshopping       
- Beauty and Personal - - - - - - 
    Care Homeshopping       
- Consumer Appliances 47.2 45.4 60.8 60.2 21.7 6.2 
    Homeshopping       
- Consumer Electronics - - - - - - 
    Homeshopping       
- Consumer Health - - - - - - 
    Homeshopping       
- Food and Drink - - - 37.9 7.8 16.4 
    Homeshopping       
- Home Care Homeshopping 1.3 1.2 1.2 1.2 1.1 1.0 
- Home Improvement and - - - - - - 
    Gardening Homeshopping       
- Homewares and Home - - - - - - 
    Furnishings Homeshopping       
- Media Products - - - - - - 
    Homeshopping       
- Personal Accessories - - - - - - 
    and Eyewear Homeshopping       
- Pet Care Homeshopping - - - - - - 
- Traditional Toys and - - - - - - 
    Games Homeshopping       
- Video Games Hardware - - - - - - 
    Homeshopping       
- Other Homeshopping 1,118.6 1,172.5 1,202.5 1,081.2 465.9 117.4 
Homeshopping 1,167.1 1,219.1 1,264.5 1,180.4 496.5 141.1 

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

 

 

Table 183 Homeshopping by Category: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Apparel and Footwear Homeshopping - - - 
- Beauty and Personal Care Homeshopping - - - 
- Consumer Appliances Homeshopping -71.3 -33.3 -86.8 
- Consumer Electronics Homeshopping - - - 
- Consumer Health Homeshopping - - - 
- Food and Drink Homeshopping 109.9 - - 
- Home Care Homeshopping -9.0 -5.3 -24.0 
- Home Improvement and Gardening - - - 
    Homeshopping    
- Homewares and Home Furnishings - - - 
    Homeshopping    
- Media Products Homeshopping - - - 
- Personal Accessories and Eyewear - - - 
    Homeshopping    
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- Pet Care Homeshopping - - - 
- Traditional Toys and Games - - - 
    Homeshopping    
- Video Games Hardware Homeshopping - - - 
- Other Homeshopping -74.8 -36.3 -89.5 
Homeshopping -71.6 -34.5 -87.9 

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

 

 

Table 184 Homeshopping GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Homeshopping Network Inc 15.5 14.7 14.5 17.9 42.9 
CJ ENM Co Ltd - 70.3 70.5 60.2 - 
CJ O Shopping Co Ltd 68.9 - - - - 
Others 15.6 15.0 15.1 21.9 57.1 
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 185 Homeshopping GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
Shop TV Homeshopping Network Inc 14.7 14.5 17.9 42.9 
CJ O Shopping CJ ENM Co Ltd 70.3 70.5 60.2 - 
CJ O Shopping CJ O Shopping Co Ltd - - - - 
Others  15.0 15.1 21.9 57.1 
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 186 Homeshopping Forecasts by Category: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Apparel and Footwear - - - - - - 
    Homeshopping       
- Beauty and Personal - - - - - - 
    Care Homeshopping       
- Consumer Appliances 6.2 11.3 22.0 46.1 46.5 37.7 
    Homeshopping       
- Consumer Electronics - - - - - - 
    Homeshopping       
- Consumer Health - - - - - - 
    Homeshopping       
- Food and Drink 16.4 24.9 33.4 41.9 50.5 60.8 
    Homeshopping       
- Home Care Homeshopping 1.0 0.9 0.8 0.6 0.5 0.3 
- Home Improvement and - - - - - - 
    Gardening Homeshopping       
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- Homewares and Home - - - - - - 
    Furnishings Homeshopping       
- Media Products - - - - - - 
    Homeshopping       
- Personal Accessories - - - - - - 
    and Eyewear Homeshopping       
- Pet Care Homeshopping - - - - - - 
- Traditional Toys and - - - - - - 
    Games Homeshopping       
- Video Games Hardware - - - - - - 
    Homeshopping       
- Other Homeshopping 117.4 94.1 68.5 33.5 22.9 20.4 
Homeshopping 141.1 131.2 124.6 122.1 120.3 119.1 

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

Note: Forecast value data in constant terms. 

 

 

Table 187 Homeshopping Forecasts by Category: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Apparel and Footwear Homeshopping - - - 
- Beauty and Personal Care Homeshopping - - - 
- Consumer Appliances Homeshopping 81.6 43.3 505.0 
- Consumer Electronics Homeshopping - - - 
- Consumer Health Homeshopping - - - 
- Food and Drink Homeshopping 51.6 29.9 269.8 
- Home Care Homeshopping -11.3 -19.8 -66.9 
- Home Improvement and Gardening - - - 
    Homeshopping    
- Homewares and Home Furnishings - - - 
    Homeshopping    
- Media Products Homeshopping - - - 
- Personal Accessories and Eyewear - - - 
    Homeshopping    
- Pet Care Homeshopping - - - 
- Traditional Toys and Games - - - 
    Homeshopping    
- Video Games Hardware Homeshopping - - - 
- Other Homeshopping -19.9 -29.6 -82.7 
Homeshopping -7.0 -3.3 -15.6 

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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VENDING IN THE PHILIPPINES - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 10% in current terms in 2021 to PHP46 million  

▪ Retail sales are set to increase at a current value CAGR of 8% (2021 constant value CAGR of 

4%) over the forecast period to PHP67 million 

 

 

2021 DEVELOPMENTS 
Vending will remain an extremely small retail channel in the Philippines in 2021. Whilst it will 

see growth in this year, sales have seen an overall decline over the course of the review period. 

Packaged foods vending has been the most successful channel within vending in the 

Philippines in the pandemic and in 2020 was the only vending channel that posted positive 

current retail value growth in the Philippines. 

 

 

RECOVERY AND OPPORTUNITIES 
Vending is not anticipated to record significant growth over the forecast period and will thus 

remain a niche in the Philippines. In fact, vending is not even anticipated to return to pre-

lockdown retail value sales by 2026, showing the lack of interest in this channel in the country. 

 

 

CHANNEL DATA 
 

Table 188 Vending by Category: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Staple Foods Vending - - - - - - 
- Snacks Vending 19.3 21.9 24.2 26.7 23.6 20.9 
- Cooking Ingredients - - - - - - 
    and Meals Vending       
- Dairy Products and - - - - - - 
    Alternatives Vending       
- Packaged Drinks Vending - - - - - - 
- Personal Hygiene 13.5  14.9 16.9 17.9 13.1 13.9 
    Vending       
- Tobacco Vending - - - - - - 
- Hot Drinks Vending - - - - - - 
- Traditional Toys and - - - - - - 
    Games Vending       
- Other Products Vending 39.3 34.7 30.3 26.6 5.6 11.4 
Vending 72.1 71.6 71.4 71.2 42.2 46.2 

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 189 Vending by Category: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Staple Foods Vending - - - 
- Snacks Vending -11.5 1.6 8.0 
- Cooking Ingredients and Meals Vending - - - 
- Dairy Products and Alternatives - - - 
    Vending    
- Packaged Drinks Vending - - - 
- Personal Hygiene Vending 6.7 0.7 3.4 
- Tobacco Vending - - - 
- Hot Drinks Vending - - - 
- Traditional Toys and Games Vending - - - 
- Other Products Vending 104.6 -21.9 -71.0 
Vending 9.5 -8.5 -35.9 

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 190 Vending Forecasts by Category: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Staple Foods Vending - - - - - - 
- Snacks Vending 20.9 21.9 25.3 29.1 32.3 34.8 
- Cooking Ingredients - - - - - - 
    and Meals Vending       
- Dairy Products and - - - - - - 
    Alternatives Vending       
- Packaged Drinks Vending - - - - - - 
- Personal Hygiene 13.9 14.3 14.6 14.9 15.1 15.4 
    Vending       
- Tobacco Vending - - - - - - 
- Hot Drinks Vending - - - - - - 
- Traditional Toys and - - - - - - 
    Games Vending       
- Other Products Vending 11.4 12.4 11.1 9.3 7.9 7.2 
Vending 46.2 48.6 51.1 53.3 55.3 57.4 

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 191 Vending Forecasts by Category: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Staple Foods Vending - - - 
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- Snacks Vending 5.0 10.8 66.8 
- Cooking Ingredients and Meals Vending - - - 
- Dairy Products and Alternatives - - - 
    Vending    
- Packaged Drinks Vending - - - 
- Personal Hygiene Vending 2.4 2.0 10.3 
- Tobacco Vending - - - 
- Hot Drinks Vending - - - 
- Traditional Toys and Games Vending - - - 
- Other Products Vending 8.4 -8.8 -36.8 
Vending 5.1 4.4 24.2 

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. 
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E-COMMERCE (GOODS) IN THE 
PHILIPPINES - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 45% in current terms in 2021 to PHP286 billion  

▪ 3rd Party Merchants is the leading player in 2021, with a retail value share of 46% 

▪ Retail sales are set to grow at a current value CAGR of 11% (2021 constant value CAGR of 

8%) over the forecast period to PHP487 billion 

 

 

2021 DEVELOPMENTS 
 

E-commerce sales boom as retailers shift online in pandemic 

E-commerce was already growing strongly in the Philippines over the review period, but the 

advent of the pandemic in the country accelerated its rise. Over nine tenths of Filipino internet 

users searched for goods and services to purchase during the first lockdown period in 2020 and 

of all those who searched, over three fourths of consumers completed their transactions online. 

This was largely thanks to the country’s lockdown restrictions that forced non-essential store-

based retailers to halt operations, thus shifting sales to e-commerce. 

Major retailers in the Philippines have all reported that e-commerce is now significantly 

growing and contributing to their sales. For example, leading company SM Retail claimed it 

experienced a sevenfold increase in online sales growth in 2020 for its shopsm.com website. 

Similarly, the SSI Group reported e-commerce sales four and a half times a big in 2020 as in 

2019 and, despite e-commerce still only encompassing a small proportion of Robinsons Retail’s 

overall sales, the share has become non-negligible in 2021. This is because, in comparison to 

other countries, the Philippines is still lagging behind in terms of its e-commerce expansion. E-

commerce continues to face problems in terms of infrastructure, logistics and technology that 

still require further improvement in the country before a larger share can be gained. 

 

High e-commerce growth continues to be driven by third party players 
despite advances in brand websites 

In 2021, third party merchants continue driving e-commerce sales in the Philippines. The main 

third party e-commerce players Lazada and Shopee continue leading the channel in terms of 

brands, although Amazon and eBay are becoming more popular in the country. For example, 

over 300,000 sellers onboarded with Lazada Philippines within 2021 and sales and orders were 

at two and a half times larger than they were in pre-pandemic times. In fact, more people have 

been buying online as well as buying larger quantities more frequently. Similarly, Shopee 

reported that their live streaming feature has enabled brands and sellers to better reach and 

engage customers nationwide: at Shopee’s year end “12.12” birthday sale in 2020, Shopee Live 

logged 450 million views. The player also had the most-downloaded shopping app in 2020, not 

just in the Philippines but in the region’s other five biggest markets, namely Indonesia, Malaysia, 

Thailand, Vietnam, and Singapore. The platform also reported eight and a half times greater 

growth in shipped items, specifically food products, from its warehouse. This has allowed 

Shopee to overtake Lazada in terms of current value sales share in 2021. 
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Despite the strength of the third party platforms, several key players launched their own e-

commerce offerings in 2020 to capitalise on the shift to the digital space. For example, apparel 

and footwear specialist brand Uniqlo launched its Philippines online store and mobile application 

in July 2020, whilst H&M partnered with third party player Zalora. This was important because, 

despite the reopening of shopping malls, many consumers continued to restrict their shopping 

trips or avoid such venues altogether. As such, apparel and footwear started to be purchased 

much more frequently online. This is leading to the new entrant, Shen, to witness dramatic 

growth in the Philippines in 2021. 

 

Consumers purchase an increasing number of categories through e-
commerce, though personal shopper programmes remain popular 

The pandemic has led to strong shifts in consumer purchasing behaviour. For example, an 

increasing number of Filipinos have pivoted online to source essentials goods rather than using 

e-commerce to casual shop for leisure items. As such, digital platforms have had to prioritise 

easy and convenient access to everyday essentials, leading to a 15-fold increase in categories 

such as food staples and cleaning supplies. To capitalise on this demand, Shopee introduced 

the 5.5 Shopee Mart Sale, which provided shoppers with access to personal and household 

items at great cost savings. In fact, during the last month of 2020, Shopee broke a new record, 

selling 12 million items in the first 24 minutes of its 12.12 year end sale. 

Nevertheless, since Filipinos were more accustomed to traditional shopping where someone 

can assist them, many retailers sought to take the personal shopper route in e-commerce rather 

than a pure online store. The use of personal shoppers allowed retailers to act quickly and meet 

the needs of consumers who were looking for ways to avoid unnecessary person-to-person 

contact. For example, SM Retail launched a concierge service in 2020 with the use of personal 

shoppers. The service allowed consumers to choose between curb side or drive-through pick-

up, as well as home delivery. Likewise, Rustan's Department Store launched a Personal 

Shopper On Call service to provide consumers with a convenient and hassle free at home 

shopping experience. Vista Mall also expanded its personal shopping services in 2020, allowing 

consumers to use Viber, a free messaging application, to ease communication between the 

consumer and their personal shopper while in store. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Growth is set to accelerate given long-term changes consumer 
behaviour 

Over the forecast period, e-commerce is set to continue growing strongly in the country, albeit 

at a more normalised rate. A significant proportion of Filipinos plan to do more shopping online, 

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 the best sellers via e-commerce. Since 2020 however, essentials (including 

personal protective equipment, sanitary goods, and groceries) have emerged as popular e-

commerce categories. Given that consumers enjoy the convenience the channel offers, in terms 

of delivery large baskets of essential goods to their front door, Zalora (the country’s biggest 

internet merchant) is set to add more food and grocery items to its product offerings, further 

accelerating this trend. 

Thanks to the rapid growth of e-commerce, online transactions may come under increased 

government scrutiny in the forecast period. For example, the Bureau of Internal Revenue (BIR) 

began monitoring e-commerce activities in 2020, especially in terms of how e-commerce and 
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other digital services are complying with required taxes and fees. Therefore, it is possible that 

online players may be forced to register with the BIR in the future, resulting in additional tax 

implementation. The development of taxation could have a negative impact on e-commerce, 

and although it will likely not slow it down significantly in the forecast period, e-commerce may 

be prevented from reaching its maximum potential due to this possible barrier. 

 

Shopee’s support of local businesses will help it retain its top position 

The new e-commerce leader 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 deliveries. It is also likely to encourage brands and sellers on its platform to implement 

innovative retail strategies and look for ways to help their products stand out.  

In this way, Shopee is also playing a crucial role in helping the local economy recovery. 

Smaller businesses (that use its platform) typically have fewer resources and have thus been 

less able to adapt to the swiftly changing landscape of the pandemic. Thus, Shopee has offered 

seller support packages and promoted its Shopee University Summit, which teaches important 

business strategy to its sellers. It is also helping students and professionals prepare for an e-

commerce heavy future via its various apprenticeship programs, like the Shopee Global Leaders 

Program (GLP). Such programs with further enhance consumers’ awareness of the platform and 

will likely drive more business to the retailer, allowing Shopee to remain in first position in e-

commerce in the Philippines. 

 

Omnichannel approach will be the future for most retailers in the 
Philippines 

With the reopening of store-based retail stores in the coming years, e-commerce is set to see 

normalising growth rates, though these will remain fast-paced compared with other retailing 

categories. E-commerce is not likely to fully take over in-store retailing, especially given the 

strong tradition in the country of using shopping as a family leisure activity. When the pandemic 

is less of a threat, such activities are likely to resume, particularly boosting sales within shopping 

malls that have a wide variety of shopping, foodservice, and entertainment outlets. As such, it is 

most likely that retailers will adopt an omnichannel strategy rather than focusing on purely in-

store or e-commerce. A good mix of both channels will ensure that retailers stay relevant and 

able to capture sales both offline and online. As such, retailers that are currently without online 

capabilities are set to quickly develop digital infrastructures and many pure e-commerce 

retailers are likely to open physical showrooms with digital hubs. 

 

 

CHANNEL DATA 
 

Table 192 E-Commerce (Goods) by Channel and Category: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Mobile E-Commerce 14,326.5 29,880.2 51,463.9 85,681.9 142,103.4 210,312.4 
    (Goods)       
- Cross-Border E- 32,934.6 51,517.7 79,005.0 127,332.3 197,365.0 286,372.0 
    Commerce (Goods)       
-- Foreign E-Commerce 13,191.6 20,841.2 32,015.9 50,167.7 65,799.5 93,564.5 
    (Goods)       

 
 

Content removed from sample 
 

 
 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 

Content removed from sample 
 

 

 

Data removed from sample 

 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  123 

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

-- Domestic E-Commerce 19,743.0 30,676.4 46,989.1 77,164.6 131,565.6 192,807.5 
    (Goods)       
- E-Commerce (Goods) by 32,934.6 51,517.7 79,005.0 127,332.3 197,365.0 286,372.0 
    Product Category       
-- Apparel and Footwear 9,079.7 14,640.7 24,433.9 29,667.8 37,761.6 56,352.3 
    E-Commerce       
-- Beauty and Personal 576.6 857.3 1,445.6 1,530.3 4,310.0 7,780.1 
    Care E-Commerce       
-- Consumer Appliances 627.1 676.1 775.9 1,119.6 2,012.2 3,284.7 
    E-Commerce       
-- Consumer Electronics 7,858.8 8,975.6 17,323.9 19,476.1 32,142.4 37,974.5 
    E-Commerce       
-- Consumer Health E- 47.5 77.3 150.0 184.8 774.3 888.9 
    Commerce       
-- Food and Drink E- 104.1 110.9 119.5 4,000.0 16,070.4 36,902.1 
    Commerce       
-- Home Care E-Commerce 182.0 236.3 374.3 452.4 638.7 703.2 
-- Home Improvement and 35.0 41.1 42.4 45.1 56.6 62.7 
    Gardening E-Commerce       
-- Homewares and Home 1,247.2 1,466.0 1,842.7 2,365.3 6,678.4 7,957.3 
    Furnishings E-Commerce       
-- Media Products E- 8,704.6 10,996.0 13,585.0 17,110.1 25,665.1 36,187.2 
    Commerce       
-- Personal Accessories 1,302.3 1,492.2 1,798.9 2,257.1 3,486.7 4,358.4 
    and Eyewear E-Commerce       
-- Pet Care E-Commerce 169.4 196.8 218.7 272.8 410.6 488.3 
-- Traditional Toys and 22.7 25.2 54.0 578.8 712.9 963.5 
    Games E-Commerce       
-- Video Games Hardware 23.0 28.9 36.9 40.7 46.4 62.9 
    E-Commerce       
-- Other E-Commerce 2,954.5 11,697.3 16,803.2 48,231.5 66,598.7 92,405.7 
E-Commerce (Goods) 32,934.6 51,517.7 79,005.0 127,332.3 197,365.0 286,372.0 

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

Note: Mobile e-commerce (goods) and cross-border e-commerce (goods) not included in e-commerce (goods) 
total to avoid double counting. 

 

 

Table 193 E-Commerce (Goods) by Channel and Category: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
  
- Mobile E-Commerce (Goods) 48.0 71.1 1,368.0 
- Cross-Border E-Commerce (Goods) 45.1 54.1 769.5 
-- Foreign E-Commerce (Goods) 42.2 48.0 609.3 
-- Domestic E-Commerce (Goods) 46.5 57.7 876.6 
- E-Commerce (Goods) by Product Category 45.1 54.1 769.5 
-- Apparel and Footwear E-Commerce 49.2 44.1 520.6 
-- Beauty and Personal Care E-Commerce 80.5 68.3 1,249.2 
-- Consumer Appliances E-Commerce 63.2 39.3 423.8 
-- Consumer Electronics E-Commerce 18.1 37.0 383.2 
-- Consumer Health E-Commerce 14.8 79.6 1,770.9 
-- Food and Drink E-Commerce 129.6 223.5 35,351.1 
-- Home Care E-Commerce 10.1 31.0 286.4 
-- Home Improvement and Gardening E- 10.9 12.4 79.2 
    Commerce    
-- Homewares and Home Furnishings E- 19.1 44.9 538.0 
    Commerce    
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-- Media Products E-Commerce 41.0 33.0 315.7 
-- Personal Accessories and Eyewear E- 25.0 27.3 234.7 
    Commerce    
-- Pet Care E-Commerce 18.9 23.6 188.3 
-- Traditional Toys and Games E-Commerce 35.1 111.6 4,145.3 
-- Video Games Hardware E-Commerce 35.6 22.3 173.3 
-- Other E-Commerce 38.7 99.1 3,027.7 
E-Commerce (Goods) 45.1 54.1 769.5 

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

Note: Mobile e-commerce (goods) and cross-border e-commerce (goods) not included in e-commerce (goods) 
total to avoid double counting. 

 

 

Table 194 E-Commerce (Goods) GBO Company Shares: % Value 2017-2021 

 

% retail value rsp excl sales tax 
Company 2017 2018 2019 2020 2021 
 
Sea Ltd 4.6 8.7 11.1 15.5 24.4 
Alibaba Group Holding Ltd 16.3 15.0 13.7 15.8 20.1 
Rocket Internet AG 4.9 4.6 4.1 4.2 4.7 
Amazon.com Inc 0.9 0.6 0.4 0.3 0.2 
Ayala Corp 0.6 0.4 0.3 0.2 0.1 
eBay Inc 0.3 0.2 0.1 0.1 0.1 
Others 72.4 70.5 70.3 64.0 50.4 
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 195 E-Commerce (Goods) GBN Brand Shares: % Value 2018-2021 

 

% retail value rsp excl sales tax 
Brand Company (GBO) 2018 2019 2020 2021 
 
3rd Party Merchants Sea Ltd 8.7 11.1 15.5 24.4 
3rd Party Merchants Alibaba Group Holding Ltd 12.0 11.2 13.3 17.4 
3rd Party Merchants Rocket Internet AG 3.5 3.3 3.4 3.9 
Lazada Alibaba Group Holding Ltd 3.1 2.5 2.5 2.7 
Zalora Rocket Internet AG 1.1 0.9 0.8 0.8 
myRegalo Ayala Corp 0.4 0.3 0.2 0.1 
Amazon Amazon.com Inc 0.4 0.3 0.2 0.1 
3rd Party Merchants Amazon.com Inc 0.2 0.2 0.1 0.1 
3rd Party Merchants eBay Inc 0.2 0.1 0.1 0.1 
lazada Rocket Internet AG - - - - 
Others  70.5 70.3 64.0 50.4 
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 196 Forecast E-Commerce (Goods) by Channel and Category: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Mobile E-Commerce 210,312.4 270,395.3 307,962.6 327,892.0 336,904.7 336,570.1 
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    (Goods)       
- Cross-Border E- 286,372.0 360,964.5 403,053.9 420,722.6 423,810.7 419,197.8 
    Commerce (Goods)       
-- Foreign E-Commerce 93,564.5 115,505.3 126,232.7 128,876.8 126,882.9 124,259.3 
    (Goods)       
-- Domestic E-Commerce 192,807.5 245,459.2 276,821.2 291,845.8 296,927.8 294,938.5 
    (Goods)       
- E-Commerce (Goods) by 286,372.0 360,964.5 403,053.9 420,722.6 423,810.7 419,197.8 
    Product Category       
-- Apparel and Footwear 56,352.3 71,480.4 84,027.4 95,187.0 102,784.8 108,512.6 
    E-Commerce       
-- Beauty and Personal 7,780.1 9,221.9 10,573.2 11,939.3 13,379.4 14,993.2 
    Care E-Commerce       
-- Consumer Appliances 3,284.7 3,965.8 4,804.6 5,174.1 5,722.4 6,034.1 
    E-Commerce       
-- Consumer Electronics 37,974.5 40,287.6 45,798.9 48,100.7 50,054.3 51,844.4 
    E-Commerce       
-- Consumer Health E- 888.9 1,005.8 1,149.2 1,315.2 1,515.8 1,767.1 
    Commerce       
-- Food and Drink E- 36,902.1 51,214.9 60,453.9 67,146.0 71,448.5 73,807.9 
    Commerce       
-- Home Care E-Commerce 703.2 791.3 905.2 1,043.7 1,231.2 1,452.4 
-- Home Improvement and 62.7 66.3 68.8 70.5 75.8 81.4 
    Gardening E-Commerce       
-- Homewares and Home 7,957.3 8,665.5 9,393.0 10,068.4 10,766.6 11,513.3 
    Furnishings E-Commerce       
-- Media Products E- 36,187.2 48,140.0 62,561.6 79,447.8 98,730.8 120,256.3 
    Commerce       
-- Personal Accessories 4,358.4 5,003.7 5,758.5 6,509.3 7,364.1 8,504.0 
    and Eyewear E-Commerce       
-- Pet Care E-Commerce 488.3 530.5 571.0 612.0 652.3 691.0 
-- Traditional Toys and 963.5 1,028.5 1,324.4 1,415.6 1,722.2 2,095.2 
    Games E-Commerce       
-- Video Games Hardware 62.9 68.1 71.1 74.3 82.6 91.8 
    E-Commerce       
-- Other E-Commerce 92,405.7 119,494.3 115,593.0 92,618.7 58,279.9 17,553.1 
E-Commerce (Goods) 286,372.0 360,964.5 403,053.9 420,722.6 423,810.7 419,197.8 

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

Note 1: Mobile e-commerce (goods) and cross-border e-commerce (goods) not included in e-commerce (goods) 
total to avoid double counting. 

Note 2: Forecast value data in constant terms. 

 

 

Table 197 Forecast E-Commerce (Goods) by Channel and Category: % Value Growth 
2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Mobile E-Commerce (Goods) 28.6 9.9 60.0 
- Cross-Border E-Commerce (Goods) 26.0 7.9 46.4 
-- Foreign E-Commerce (Goods) 23.4 5.8 32.8 
-- Domestic E-Commerce (Goods) 27.3 8.9 53.0 
- E-Commerce (Goods) by Product Category 26.0 7.9 46.4 
-- Apparel and Footwear E-Commerce 26.8 14.0 92.6 
-- Beauty and Personal Care E-Commerce 18.5 14.0 92.7 
-- Consumer Appliances E-Commerce 20.7 12.9 83.7 
-- Consumer Electronics E-Commerce 6.1 6.4 36.5 
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-- Consumer Health E-Commerce 13.1 14.7 98.8 
-- Food and Drink E-Commerce 38.8 14.9 100.0 
-- Home Care E-Commerce 12.5 15.6 106.5 
-- Home Improvement and Gardening E- 5.7 5.4 29.8 
    Commerce    
-- Homewares and Home Furnishings E- 8.9 7.7 44.7 
    Commerce    
-- Media Products E-Commerce 33.0 27.1 232.3 
-- Personal Accessories and Eyewear E- 14.8 14.3 95.1 
    Commerce    
-- Pet Care E-Commerce 8.6 7.2 41.5 
-- Traditional Toys and Games E-Commerce 6.8 16.8 117.5 
-- Video Games Hardware E-Commerce 8.2 7.8 45.9 
-- Other E-Commerce 29.3 -28.3 -81.0 
E-Commerce (Goods) 26.0 7.9 46.4 

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

Note 1: Mobile e-commerce (goods) and cross-border e-commerce (goods) not included in e-commerce (goods) 
total to avoid double counting. 

Note 2: Forecast value data in constant terms. 
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MOBILE E-COMMERCE (GOODS) IN 
THE PHILIPPINES - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 48% in current terms in 2021 to PHP210 billion  

▪ Retail sales are set to increase at a current value CAGR of 13% (2021 constant value CAGR 

of 10%) over the forecast period to PHP391 billion 

 

 

2021 DEVELOPMENTS 
 

Smartphone usage is still increasing despite economic difficulties in the 
country 

Mobile internet usage continues to improve in the Philippines, with particularly significant 

engagement in activities such as mobile e-commerce and mobile banking. In fact, possession of 

a smartphone became a necessity in 2020 as the pandemic strongly restricted in-person 

communication. Work-from-home and study-from-home was pushed by the government to 

control the spread of the virus, meaning that devices with good internet connection largely 

became a requirement. In fact, the mobile analytics company OpenSignal stated that the 

lockdowns in the country have prompted more people to go online from their phone within their 

homes. Telecom companies PLDT and Globe have also reported higher mobile internet traffic 

during the pandemic. 

Consumers have also been upgrading their mobile devices, with smartphone shipments 

increasing by more than a quarter to 4.2 million devices between January and March 2021. This 

is particularly remarkable because of the economic contraction in the country. Therefore, 

consumers in the Philippines are proving unwilling to compromise on having effective and 

efficient mobile devices.  

 

Active mobile wallet players also help push e-commerce 

The expansion of mobile e-commerce continues to be supported by a growing cashless 

payment ecosystem. For example, the lockdown periods boosted the business of multi-payment 

platform Electronic Commerce Payments Inc (ECPay). ECPay was able to increase its digital 

merchant partners aggressively from April to July 2020, which resulted in over 100% growth in 

the number of customers, totalling to 27 million. ECPay also continued working on improving its 

back-end operations, providing better tools for its workforce to adapt to the work from home 

model during lockdown. 

Since mobile wallet platforms are making it increasingly easy for consumers to pay directly for 

online purchases on their mobile phones, this has encouraged a greater number of e-commerce 

users and buyers. As such, the adoption of digital payments continues to be seen in 2021. 

Third-party merchant and leading e-commerce player Shopee continues to offer a wide range of 

digital payment options to cater to customers’ evolving needs, including its own mobile wallet, 

ShopeePay. In fact, Shopee saw a fourfold uplift in the total number of orders completed by its 

mobile wallets across the pandemic.  

 
 

Content removed from sample 
 

 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 

Content removed from sample 
 



R E T A I L I N G  I N  T H E  P H I L I P P I N E S  P a s s p o r t  128 

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

 

Retailers and e-commerce players continue to improve mobile app 
experience 

Retailers and e-commerce players continued to improve their mobile app offerings and 

partnerships to take advantage of the growing mobile e-commerce in the Philippines in 2021. As 

Philippines is a mobile-first country, key players know that a satisfactory mobile experience will 

retain and attract customers. For example, SM Retail has launched a mobile app designed to 

deliver a virtual 'mall experience'. To use, customers select the mall of their choice, explore 

items from shops and brands (that have presence in that mall), "add to cart" the items they want 

to purchase, and proceed to check out and payment. Similarly, Ayala Malls has introduced its 

all-in-one shopping app that elevates and brings together the online and offline shopping 

experience. Its app was launched in partnership with Zing and together they have expanded the 

products offered for drive-through pick-up. Likewise, Uniqlo’s newly launched e-commerce 

presence offers exclusive features on its mobile app version. For example, consumers can use 

the barcode scanning feature to scan an item’s tag, and then see product availability online and 

in other stores. Puregold Price Club (with its app Sally) and Nike are two other major players to 

roll out mobile e-commerce services in the Philippines during the pandemic. 

Although online marketplaces continue to dominate mobile e-commerce, social media is 

becoming increasingly prominent as a selling platform. Facebook has provided another 

marketplace option for Filipino sellers and consumers with its Facebook Marketplace. Although 

Facebook Marketplace has a high percentage of consumer-to-consumer (C2C) transactions, 

which therefore reduces the level of direct competition with the likes of Zalora and Shopee, it is 

still an emerging rival in terms of business-to-consumer (B2C) mobile e-commerce, as 

Facebook has an extremely strong presence in the Philippines. In addition, Instagram is 

becoming an increasingly prominent channel for brands to promote their products and is 

commonly utilised by small and large businesses alike. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Continuous growth expected as retailers increasingly invest in mobile 
offerings 

Following the surging growth during the pandemic years, mobile e-commerce is set to grow at 

a slightly slower but still strong double-digit current retail value pace, at least for the first couple 

of years of the forecast period. Major retailers are set focus on the expansion of their e-

commerce offerings, particularly those compatible with mobile phones, thus providing a 

significant boost to the channel’s development. Furthermore, the deepening penetration of 

smartphones is expected to provide a boost to the channel as consumers use their devices 

increasingly regularly to browse and shop or as a cashless contactless payment method. 

 

Greater investments in digital infrastructure expected to boost mobile e-
commerce 

Despite acceleration of e-commerce and other online activities, there’s still a lot of room for 

improvement for Philippines’ digital infrastructure. There are still several regions in the 

Philippines with low internet penetration, so government investment in digital infrastructure is set 

to target network segments that currently fail to deliver. The government may also consider 

investing in areas where the private sector has difficulty competing and making a profit. 

Nevertheless, the Philippines moved up to rank 48 (from 66 last year) in the 2021 Digital Quality 

of Life (DQL) Index, showing that improvements in internet quality and electronic security are 
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being made. This will enable internet retailing and mobile e-commerce to reach more 

consumers in the forecast period and promote mobile payments. Furthermore, as the process of 

paying by mobile becomes more normalised, this will accelerate the offline cashless movement 

too. 

 

5G roll out will support development of mobile e-commerce 

While the Philippines continues to lag behind other countries in terms of mobile internet 

connection, the country is set to see major improvements in the forecast period, supporting the 

growth of mobile e-commerce. As demand grows, telecommunication companies will continue to 

make infrastructural improvements, with both PLDT and Globe planning significant investment in 

network expansion in the coming years. Leading mobile networks will also continuously focus on 

improving their connectivity to make their services more effective and efficient. For example, 

mobile services provider Smart Communications is set to roll out 5G in the Philippines in the 

forecast period, beginning with key cities such as Visayas and Mindanao before undertaking 

further expansion. Such connectivity will further encourage the use of mobile phones for e-

commerce transactions. 

 

 

CHANNEL DATA 
 

Table 198 Mobile E-Commerce (Goods): Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
- Mobile E-Commerce 14,326.5 29,880.2 51,463.9 85,681.9 142,103.4 210,312.4 
    (Goods)       

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

 

 

Table 199 Mobile E-Commerce (Goods): % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
- Mobile E-Commerce (Goods) 48.0 71.1 1,368.0 

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

 

 

Table 200 Mobile E-Commerce (Goods) Forecasts: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
- Mobile E-Commerce 210,312.4 270,395.3 307,962.6 327,892.0 336,904.7 336,570.1 
    (Goods)       

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 201 Mobile E-Commerce (Goods) Forecasts: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
- Mobile E-Commerce (Goods) 28.6 9.9 60.0 

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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FOOD AND DRINK E-COMMERCE IN 
THE PHILIPPINES - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 130% in current terms in 2021 to PHP36.9 billion  

▪ Retail sales are set to increase at a current value CAGR of 18% (2021 constant value CAGR 

of 15%) over the forecast period to PHP85.7 billion 

 

 

2021 DEVELOPMENTS 
 

Online grocery continues to grow despite more relaxed restrictions 

Before the COVID-19 pandemic, online grocery shopping was limited to busy individuals who 

didn’t have time to do in-person grocery shopping. However, over the past couple of years, 

online grocery shopping has become an essential part of the retailing landscape, providing 

consumers with a much safer way to purchase their household supplies. As such, grocery 

retailers have introduced or strengthened their online grocery channels to capitalise on this 

demand. For example, San Miguel launched its own online store and offers its products on the 

SMC Hub. Other brands available on the SMC Hub include Purefoods, Magnolia, Spam, Dari 

Creme, and Star. This has caused massive triple-digit current value growth in the last couple of 

years. 

Whilst food and drink e-commerce particularly surged during the days where lockdown 

regulations were most strictly implemented, sales have remained high even when restrictions 

were eased. This is because may consumers remain wary of the virus and want to avoid in-

person shopping trips. In addition, consumers have been avoiding foodservice venues and are 

thus continuing to prepare and consumer more food from home. 

 

E-commerce websites observe high growth as consumers prove willing 
to try new online concepts 

Grocery retailers are not the only active players in the food and drink e-commerce space. 

Increasingly other e-commerce websites and online channels are pivoting to provide food and 

drink options online due to the great opportunity this is providing. For example, during the 

pandemic, the third party retailer Shopee has reported an eight and a half times current value 

sales increase in food-related items. Similarly, GrabMart and LazMart have seen dramatically 

greater demand and have delivered groceries for millions of locked-down consumers in the 

country. 

The boom of food and drink e-commerce has also encouraged the launch of innovative 

concepts in the channel. For example, MerryMart Consumer Corp and foodpanda entered a 

partnership to launch the first ever ‘dark grocery’ concept in the Philippines. The PandaMart 

concept offering exclusively online shopping opened in late 2020. AllDay Supermarket has 

followed MerryMart’s example and launched its own 'dark store' concept too. 
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New players penetrate online space to capitalise on rapidly growing 
demand 

The massive channel growth has encouraged new players to enter the food and drink e-

commerce space during the pandemic. This includes existing grocery retailers and pure e-

commerce players. For example, in April 2020 Grab Philippines introduced GrabMart (an on-

demand grocery service) and partnered with SM Markets to offer home grocery delivery. 

Similarly, Puregold Price Club Inc launched the mobile app Sally (the shopping ally) allowing 

consumers to complete their shopping trips from their smartphones as well as The Puregold 

Channel on social media sites Facebook and YouTube to increase consumer outreach. Whilst 

Robinsons Retail Holdings had previously only partnered with third party e-commerce websites 

such as Metromart, it introduced its own online grocery platform in 2020. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Promising growth thanks to convenience and variety of options 

The current retail value sales of food and drink e-commerce are set to continue growing in the 

forecast period, albeit at a much slower pace than in 2020 and 2021. Panic buying had 

significantly lessened in 2021 as consumers had learned that online grocery shopping was 

available even when quarantine measures are in place. This has helped grocery retailers 

manage losses due to low foot traffic. As such, online grocery is set to become the norm in the 

forecast period, as many consumers have become accustomed to the ease and convenience of 

the service. In fact, even when the pandemic completely eases, online grocery will likely remain 

a part of consumers’ daily lives. This is especially true of consumers living in urban cities who 

will continue to use the service as they become busier with other activities. 

In fact, the whole retail ecosystem is working towards developing online grocery. This will 

ensure that there will be a variety of options for consumers when it comes to food and drink e-

commerce Moreover, as digital payment infrastructure is improving in the Philippines, 

consumers in all areas of the country will recognise the convenience of making their 

transactions completely online. This will encourage repeat behaviour and continuous growth of 

the category. 

 

Online grocery purchases to be aided by partnerships with Shopee and 
Lazada 

Over the forecast period, Shopee and Lazada will help sustain strong food and drink e-

commerce growth by encouraging partnerships with both retailers and brands. For example, the 

Universal Robina Corporation (URC) brand launched an official store in Lazada’s LazMall in 

2020. More brands are likely to focus on expansion through such e-commerce platforms in the 

forecast period, as they will be able to help boost consumer awareness thanks to their 

marketing and advertising prowess. In addition, Shopee launched its Shopee Media Agencies 

Partner Program (SMAP) in 2020 which is designed to provides tools that help brands gain a 

deeper understanding of e-commerce and how to optimise performance. As more brands 

become aware of the benefits and more capable of holding a strong presence in food and drinks 

e-commerce, the channel will continue to enjoy strong growth. 
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Facebook Marketplace to increasingly challenge more traditional 
channels for category share 

Since the Philippines has high Facebook usage, with this being the most popular online 

platform in the country, Facebook Marketplace is likely to play an increasingly important role in 

the future of e-commerce retailing. Notably, Filipinos are not just shopping for apparel, footwear, 

and electronics on Facebook Marketplace, but also buying their groceries on the platform too. 

Facebook Marketplace is thus the leading third party merchant in food and drink e-commerce 

with nearly half of the share of third party merchants, followed by GrabMart (at around a quarter 

of the third party merchant share) and LazMart. With high penetration of the social media 

network in the country, Facebook Marketplace is likely to continue enjoying success in food and 

drink e-commerce throughout the forecast period. 

 

 

CHANNEL DATA 
 

Table 202 Food and Drink E-Commerce: Value 2016-2021 

 

PHP million 
 2016 2017 2018 2019 2020 2021 
 
-- Food and Drink E- 104.1 110.9 119.5 4,000.0 16,070.4 36,902.1 
    Commerce       

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

 

 

Table 203 Food and Drink E-Commerce: % Value Growth 2016-2021 

 

% current value growth, retail value rsp excl sales tax 
 
 2020/21 2016-21 CAGR 2016/21 Total 
 
-- Food and Drink E-Commerce 129.6 223.5 35,351.1 

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

 

 

Table 204 Food and Drink E-Commerce Forecasts: Value 2021-2026 

 

PHP million 
 2021 2022 2023 2024 2025 2026 
 
-- Food and Drink E- 36,902.1 51,214.9 60,453.9 67,146.0 71,448.5 73,807.9 
    Commerce       

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

Note: Forecast value data in constant terms. 

 

 

Table 205 Food and Drink E-Commerce Forecasts: % Value Growth 2021-2026 

 

% constant value growth, retail value rsp excl sales tax 
 
 2021/2022 2021-26 CAGR 2021/26 Total 
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-- Food and Drink E-Commerce 38.8 14.9 100.0 

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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