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Omnipresent in APAC

The State of e-commerce in Asia Pacific
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Strategize for an omnichannel region as shoppers look for convenience and value for money

FMCG Channel Value Share of Trade %
Asia Pacific (100%) China (44%) Southeast Asia (23%) Pacific (12%) India (11%) Northeast Asia (10%)

2022 2023 2024 2022 2023 2024 2022 2023 2024 2022 2023 2024 2022 2023 2024 2022 2023 2024

Traditional Trade  Hyper/Super Online CVS/Mini Others Drug/Pharma

Source: NIQ Data to December 2024
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Drive FMCG e-commerce to Tech & Durables’ level

E-commerce value share of trade in Asia Pacific
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Drive FMCG e-commerce to Tech & Durables’ level

APAC

China

South Korea
Malaysia
Singapore
Taiwan
New Zealand
Thailand
Australia
Vietnam
Indonesia
Philippines
India

Japan

Hong Kong

E-commerce value share of trade in Asia Pacific
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Price and Promotions are the key drivers Generations

Convenience both in time and effort also appeal widely R ‘ ‘
ol
) - e

T )
7
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What makes APAC shoppers buy online? _ ;
Price | 662 Gen Z (13-28) Millennials (29-44) _ Gen X (45-60) Boomers (61-79)
1. Price 1. Price 1. Price 1. Price
. 2. Promo 2. Promos 2. Promos 2. Promos
Promotions | 55% 3. Saves time 3. Saves time 3. Saves time 3. Saves time
Convenience in saving time ||| GTGG_—_ 52 Markets
Convenience the product comes to me || I 43% * v @
1. Saves time 1. Price 1. Price 1. Price
3. Comes to me 3. Comes to me 3. Saves time 3. Promo
All products in one place || IGzGzG@ 34% [ o ] (3 *x
S trol /travelling to th 1. Price 1. Price 1. Price
e moneyon pst;ge/ raveling ot . 3096 t +3 2. All in one place 2. Saves time 2. Promo
3. Saves Money 3. Promo 3. Wider selection
Online reviews 30% -1 G: Gm= —
l W W — ~
: . i 0 1. Promo 1. Price 1. Price 1. Pr(?mo
Financial Easier to compare products B 30% , LA R ot i 5. Price
Convenience 3. Saves time 3. Saves time 3. Saves time 3. Comes to me
. Convenient payment || 28% -2 i
Choice IR IR
* . *

1. Price 1. Price 1. Price
2. Comes to me 2. Promo 2. Promo

N I Q 3. Saves time 3. Saves time 3. Saves time




The E-commerce Shopping Trip...

Bigger Baskets, Promotion-Driven - and the Omni Shopper Is on the Rise

More
Promotions

5%+

N Pureplayers continue to take share in O
Avg Baskpt Size per Buyer — (Shopee, TikTok, Amazon) penetration
Online vs Offline across the region by.

More Omni

+2.8% from previous year
™« 49% o

of Online consumers made
purchases through promotions.
Compared to 30% offline.

More More
Spending Pureplay

Source: NielsenlQ APAC Consumer Panel Tracking, March 2025 — covering Australia, New Zealand, Indonesia, Singapore, Thailand, the Philippines, and Hong Kong
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Money is also the motivator to deter
Nonetheless most of the barriers are reducing year on year

What deters APAC shoppers from shopping online?

Delivery fees ||| G 27
Price |G 30
Want to see the product ||| Gl 32%
Freshness || GGG 31
Want to touch the product ||| Gz 23%
Selection of products || 19%

Time to wait for delivery ||l 18%

Inability to choose the specific - 17%

Financial item
Inconvenience
Inconvenience - 17%
Freshness
Look & feel

NIQ
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In the last 6 months, have you ever researched ~ In the last 6 months, have you ever researched

a product online and then bought it in-siore?. <~ aproduct 1-store and then bought it online?
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Different industries require different online strategies

Where do APAC Consumers buy online?

Personal Care:

1. Online marketplace
2. Online Hyper/Super
3. Social commerce

Pet Care:

1. Online marketplace
2. Online Hyper/Super
3. Social commerce

2. Online marketplace
3. Social commerce

Beverages:

1. Online Hyper/Super
2. Online marketplace
3. Social commerce

Snacks & Confectionery:
1. Online Hyper/Super

Baby Care:
1. Social commerce

3. Online Hyper/Super

Beauty & Cosmetics:

1. Online marketplace

2. Directly from brand website
3. Social commerce

Alcohol:
1. Online marketplace
2. Online Hyper/Super

OTC & Health Supplements:

1. Online marketplace
2. Directly from brand website
3. Social commerce

NIQ
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APAC omnishoppers are informed and impulsive

Online sites

75% of APAC shoppers have
visited a brand’s online site
before buying offline

Online reviews

55% of APAC shoppers have
checked online reviews before
buying offline

Online prices

68% of APAC shoppers
check online prices before
buying offline

Informed & Impulsive

. Decision making

60% of APAC shoppers
take less than 6 hours
between thinking to buy
and actually buying

Delivery speed

30% of APAC shoppers
expect to receive free
delivery within 24 hours

Missed opportunities

87% of APAC shoppers
will buy a product offline
if not available online
(and 82% vice versa)

NIQ
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Where meets quick 1

The future of omnichannel in APAC
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Double-digit day campaigns showing signs of recovery following declines in 2023

Lazada

Online Val% Chg. vs. YA

2023 vs 2022 Chg. 2024 vs 2023 Chg. 2025 vs 2024 Chg.

DOUBLE THE LOVE
SALE - MERTEK - 1.1 -33.0% -14.1% -2.7%
OO AMNEREE
2.2 -11.4% -11.9% +9.9%
3.3 16.9% -73.2% +12.2%
« © amazon.sg 4.4 -16.1% -22.8% -8.3%
S 6.6 SALE |6-9 June 55 2.9% -6.4%
$$10 off | 520 off | Bank 6.6 -67.8% 14.9%
pe il e el REromotion:
o/ 62.4% -38.1%
—— 8.8 -33.5% 6.4%
[BRAND\VOUCHERS+|IRROMO|CODES
: Y 9.9 -5.2% -3.6%
10.10 -64.6% 9.7%
11.11 -20.1% 65.7%

12.12 -94.5% +5.6%




Informed and impulsive APAC shoppers lead to varying promotion day dynamics

| do not look forward to major
online promotion days

| browse in advance while adding
it to my cart and check out on
major online promotion day itself

| browse and buy on major online
promotion day itself

| browse in advance and buy on major
online promotion day itself

BIGGEST IR
. IISACE EEES

BIGGEST SALE STARTS
10 NOV, 8PM!

[
m UP TO 90%
B s §«RWIEN§* DISCOUNTS

COMING SOON >

dJ' TikTok Shop

1212

Year End Sale
9 - 13 December 2024

ﬁ Shopee | Switch®

JAN25
"PAYDAY SALE Jid

NIQ
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APAC Consumers are looking for a seamless omnichannel experience
73% of APAC consumers find a seamless online and offline experience important

How important is it for you to have a seamless experience
across online and offline channels?

B Somewhat important W Very important

Thailand 45% 45%
India 32% 52%
Philippines 33% 51%
Indonesia 52% 32%
Vietnam 46% 35%
Malaysia 33% 43%
China 51% 25%
South Korea 49% 24%
Australia 41% 28%
Singapore 46% 22%
Taiwan
New Zealand
Hong Kong 49% 14%
Japan 37% 12%

NIQ 17



There is further opportunity to drive omnichannel

Which of the following omnichannel services have you used?

Buy online, pick up in store 549%
Mobile apps for in store navigation or offers 48%
Reserve online, pay in store 44%
Return online purchases in store 41%
In store kiosks to browse online inventory 35%

60% of APAC Millennials
buy online & pick up in store

57% of APAC Gen Z use mobile apps !
Jor in store navigation or offers

Uniglo debuts small-format 'touchpoint' concept store in Singapore - Inside Retail Asia

PROCEED T PAYMENT

NIQ
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https://insideretail.asia/2025/05/30/uniqlo-debuts-small-format-touchpoint-concept-store-in-singapore/

Convenience will evolve with experience

How does the absence of physical interaction

(touch, taste, smell) impact your online shopping
experience?

50%

31%

29%
I I 25%

Makes it difficult to Doesn't significantly Increases reliance on Allows me to explore

accurately assess impact my online  visual and auditory more of the product
product size and shopping experience. cues. through videos and
texture.

3D images.

Source: NielsenlQ APAC Omnichannel survey June 2025 |
Japanese convenience store chain FamilyMart appoints new creative director — streetwear icon, Nigo - CNA Lifestyle

NIQ



https://cnalifestyle.channelnewsasia.com/style-beauty/nigo-kenzo-bathing-ape-family-mart-creative-director-459691

Convenience will also come through seamless payment experience

How do you usually pay online?

=8 5 awm

Credit/Debit Branded payment Cash on Delivery = On-line banking Buy now, pay later

X vv Chat P
Allbu com g s

card (e.g. Apple Pay)
51% 40% 34% 32% 16%
Branded payment Buy now, pay later

(e.g. Apple Pay)

577% 23%

NIQ 20



It’s not just online that is moving to more convenient payment and digitalisation

Traditional Trade Store Count

. - S ) Jumbotai b | LT
- Lovelocal | ONAPBIZZ
china [ 5132379

™

THE RETAIL BOOSTER

Mitra Bukalapak app &%

Indonesia _ 4,353,748 ‘ * Electronic book-keeping [
» Direct source of goods from brands |

«  Door to door delivery 5

Philippines - 1519.924 « Digital financial services

: Sari-Sari Store Advancement Program
Vietham I 589,635

» Financing and education
’ Startups like Growsari and PeddIr
Thailand I 439,043 » Direct brand access

» Digital financial services

NIQ 1


https://www.prnewswire.com/apac/news-releases/the-transformation-tale-of-indonesian-warungs-with-mitra-bukalapak-301870000.html
https://restofworld.org/2024/sari-sari-philippines-tech/

APAC shoppers are looking for creative means toRilgleRe[eleYo Nel-F-1ISir-1alo RVEUSIR [e 1@ aa[o]a[=)Y

Which of these e-tailers have APAC shoppers bought

from in the last 6 months APACGenZ: 41%

Malaysia Gen Z: 71%
Philippines Gen Z: 70%

49Y% .
’ Vietnam Gen Z: 67%
29%
28%
|- -------------------- 1
I 27% |
I
S S —— 4
17% /
I 15%
11%
11% S | : APACGenZ:15%
. Hong Kong Gen Z: 45%
10% | N . New Zealand Gen Z: 31%
South Korea Gen Z: 31%
10%

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved.



The omnichannel landscape is evolving fast in 2025

China

Instant retail
picking up speed

JD Miao Song —

= WS
8 mins y
FOOD INSTAMART DINEOUT SCENES

Q_ Search for 'Gift Hampers' Y

|
Food Delivery
+ Grocery Delivery
+ Dine out
+ Gifting

Source: Alibaba ramps up delivery battle with launch of Taobao Flash - Inside Retail Asia | Is 'China's Coupang' coming to Korea? JD.com opens hubs in Incheon, Icheon | Deliveroo launches online retail arm in Singapore to expand non-food delivery offering - MARKETECH APAC

Y
@ South Korea
S
3:.% ££2 Alibaba Group
hEPERER
SHINSEGAE

i
3 INoooNG g mfi)i 15 - OfF 14 ¥

Looking for new
markets for growth

NIQ
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https://insideretail.asia/2025/05/12/alibaba-ramps-up-delivery-battle-with-launch-of-taobao-flash/
https://koreajoongangdaily.joins.com/news/2025-04-24/business/industry/Chinas-Coupang-coming-to-Korea-JDcom-opens-hubs-in-Incheon-Icheon/2293331
https://marketech-apac.com/deliveroo-launches-online-retail-arm-in-singapore-to-expand-non-food-delivery-offering/

The omnichannel landscape is evolving fast in 2025

@ Australia - Indonesia

[ oo sssomaen === SR I _ 4
Indonesia bans e-commerce firm Temu over
fears its small enterprises could be ‘destroyed’

From TikTok to offline Protecting local business Partnerships to develop local

Source: How teen sensation Bubble Skincare is bursting into the Australian market — Inside Retail Asia | Indonesia bans e-commerce firm Temu over fears its small enterprises could be ‘destroyed’ — CAN | Shein: Chinese fashion giant re-enters India five years after ban

NIQ 24



https://insideretail.asia/2024/10/09/how-teen-sensation-bubble-skincare-is-bursting-into-the-australian-market/
https://www.channelnewsasia.com/asia/indonesia-bans-e-commerce-temu-trade-sme-4656661
https://www.bbc.com/news/articles/cwypk49y8dxo
https://www.bbc.com/news/articles/cwypk49y8dxo

Al

How generative Al will turbocharge experience and growth

N I Q Confidential and proprietary © 2025 Nielsen Consumer LLC. All Rights Reserved. 25



Al will have holistic impact to enable further growth

Internal Digital Assistant External

Automation & Efficiency

Demand & Stock inventory =

Content Generation

New Product Innovation

NIQ



Digital assistant is the most popular usage of GenAl

39% of APAC online shoppers are using Gen Al for recommendations
& 40% willing to use in the future

Thailand
India
Indonesia
China
Vietnam
Philippines
Taiwan
Malaysia
Singapore
South Korea
Hong Kong
Australia
Japan

New Zealand

PROERL e

DR\ eananswes o
TR e
WAL

m Already using now  mWilling to use in the future

s ), TN TR THRA Tk e -
o SRR e Ty T

54% 38%
62% 30%
55% %

oY \ﬁ\\nmm\&n‘ﬁx - ——
\eAR TR

g, oA A T T A
©

o

b RASERA
) 0 A
5 7 /0 3 1 /0 =N "»\.&.\\\\A S\
5N -
49% 37% ey
. 'ﬂ':“;@wm“m
wo¥

34%

17% 38%
14% 35%

NIQ

27



APAC shoppers want to use Gen Al to help them make the right purchases
45% of APAC online shoppers claim that they are willing to use Al agents that can make the decision for them é

Which of these Gen Al benefits would help you?
Digital Assistant

Helps me compare brands | o
Tells me more about the product ||| G 510

What's the best espresse machinge under $200 that
comes close to the taste of coffee in ltaly?

Advises on the est Product fOr MY g =10/, S N RS
needs

get, there are several espresso machines that can deliver rich, authentic flavors. Below are
e top picks that balance quality and affordability-

Advises on the best product for my _
budget 47%

De'Longhi Stilosa Manual

Espresso Machine
Best Budget Chaice e e 43 (8121 @

Tells me more about new products | EEEENESNEG— 6% i el o R ——

$124.99 $99.95

Saves me fime and can Make (Ne - . /5o
decision for me 0 Selections Explained:

Pe‘Longhi ECP3220 Espresso Machine

w= De’Longhi

Free delve:

and a self-priming cperation, this machine simplifies the & BrandsMart USA

i ~
Pspresso-making process. The manual steam wand lets you texture milk to your
Helps me save money N <37 e

Tells me what the best selling productis ||| GGG 22

Source: NielsenlQ APAC Omnichannel survey June 2025
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Al-Agents and Shopping Assistants, to rewrite the Digital Shelf Discoverability

Playbook &@

13 Jun 2025 - Artificial Intelligence - News

Naver plans Al agent for search Digital Assistant
engine to integrate services

21 Feb 2025 - Announcements - Artificial Intelligence - Ecommerce - News

.‘ Shopee, OpenAl team up to explore Al
Amazon Rufus Shopping teolin SEA

Amazon’s Generative
Al-Powered Shopping Assistant

Shopee has announced a collaboration with OpenAl to explore the use of Al

agents in Southeast Asia and Brazil.

NIQ 29




Costs Down, Stocked Up! — Unlocking more Cross-Border Commerce

Demand & Stock
inventory

Search Amazon News Q

amazon
N

NEWS FEED

JD Logistics opens first self-op et

OV VT G- EERNET DIV - R W ET EL il Amazon unveils the next
generation of fulfillment

centers powered by Al and 10

;JINGDONG Corporate Blog Home Blor tlmes more rObOtlcs
- Amazon’'s most advanced fulfillment center in

APR 25, 2025 JD LOGISTICS, JD WORLDWIDE

JD Logistics Launches in South Korea with Self-Operated 5
Warehouses in Icheon and Incheon

J ‘Yuchuon Wang SsHARE: X in “ Sreirp



https://www.aboutcoupang.com/English/news/news-details/2025/Coupang-Named-One-of-the-Most-Innovative-Companies-of-2025/default.aspx

Seamless Experiences for Merchants drives more $

1-Second Response Time and 90% Decision Accuracy Intelligent Assistant for Merchants — cr To
= ikTok

JD.com’s Intelligent Merchant Assistant is designed to address the various challenges e-commerce merchants face in
their operations by providing 24/7 operational support. Merchants can communicate directly with the intelligent

assistant on the Jingmai (FRZ) platform, whether they need to inquire about operational rules or execute quick Al News Products Community Safety Compar
function operations, with responses achieved in as little as one second.

4
The foundation of the merchant assistant’s algorithms is built on a multi-agent system based on large language . . .
models, simulating the collaborative operational methods of real-world e-commerce teams. This system effectively Automate Measure and MaXImIZE: leTOk
d h lex d k — h d
addresses the complex decision-making 1merce operations, covering the . . .
entire process from product listing and 2 mmunication and data analysis. It BUIIdIng FOI' The Future Wlth New
offers merchants functionalities such as S pricing strategies, and opportunity e o °
keyword recommendations. Currently, tl h individual system operations Performance Advertls'"g SOIUtIons
achieving response times as fast as one —_—

Share this post () @

Over the past five years, TikTok has grown to be the global entertainment
platform with over 1 billion users, and a destination for advertisers to
® authentically connect with their community to turn discovery into results.

Today at Advertising Week, TikTok is introducing new advertising solutions
to help brands achieve real business results with the launch of new
automated Performance Tools, additional Measurement Capabilities and

s Driviamrs Tashnalamiae

NIQ 3



NIQ brings GenAl to e-com to identify the consumption trend for innovation
Latest skin care category trend with the recent 6 months vs. last year eCommerce data in China

Product
Innovation

1. Pre - sale Marketing Explosion

e Top - tier Growth: Pay Deposit (4,551,150.9%), Add to Cart (1,057%)

e Promotional Strategies: Buy One Get One Free (179.4%), Early Purchase (589.2%)
2. Anti - aging Track Remains Hot

e Cutting - edge Ingredients: Placenta Extract (427.3%), Collagen Stick (76.5%),
Recombinant Collagen (40.9%)

e Efficacy Demands: Age Reversal (137%), Cream Firming (200.9%), Lifting (69.8%)
3. KOL Live - streaming Selling Effect is Significant

¢ Top Live Streamer: LiJiaqi (181.7%)

e Same - style Effect: Same Style (139.3%), Super Red Bottle (644.7%)
4. Ingredient - focused Consumers Dominate the Market

e Star Ingredients: Amide (511.2%), Calendula (120.5%), Imperial Bee Essence (64%)

e Skincare Concepts: Nourish Skin with Qil (81%), Cell Repair (615%)

NIQ
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Predictions for omnichannel in Asia Pacific in the/lnext 12 months

Value expected

» Uncertainty from tariffs,
inflation and possible
recessions will drive
consumers to be even
more value conscious and
a continued surge in
retailers that communicate
these values.

Regional expansion

We expect more cross-
border and country
expansions from retailers
TikTok shop, TEMU,
Coupang, Shopee,
JD.Com etc. as automation
supports efficiencies, and
advancements of
competitive differences.

Convenience evolves

From quick commerce to
convenience stores,
consumers’ need for speed
will accelerate, but so will
their expectation for
experience and expertise.

Al empowers

In the omnichannel
environment Al will be a
key weapon to drive
personalised engagement
and execution, but it’'s not a
silver bullet



Thank you

If you have any questions, please visit and submit
your inquiry. A local expert will get in touch with you shortly.
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