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Report Highlights:

The growing expansion and increase in sales of food retailers in the Philippines crealés opportunities for
more exports of U.S. high-value, consumer-oriented food and beverage products.

Driven by a growing populaton, siong domestie consumpiion, and a buoyant economy, the food retal
sector reached a growth of 54538 in sales in 2016, a 4% increase from $43.5 in 201 5.
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General Information:
L Dwerview of the Philippine Market

The Philippines is the largest market in
Southeast Asia for U.S. consumer-orienied Food
beverage (T&b) products and one of the fasiest
markets in the world, importing $923.4 billion in
(&b products in 2006.

A miature markel with growing demand for
consumer-orented products, the United Staies
the Philippines’ largest supplier for food,
beverage and ingredient products.

Rankead as the 1 1th larpest e xport markal for
high-value, consumer-orientad products, the
Philippines imported 57161 million from

through September 2007, Based on the chan

Tahla | - Bhill ppine Mzrkst Profils

Fapdatiang
L B O P T T P R B T
growtls ke Lt
& ChUTNGER o2 feevi s d
& 515 I ng Lo UMt EcRs;
Land Armas S0 e,
AR GO Gradle: 53
Cop Percaplta: 57 730 Q006 ait |

ey 1A sl Ful ke =

and
growing
UsS.

e ik TS

U.Ss.

January
sl

the United States remains the largest supplier with fifieen percent (15%) market share, followed by
China (9%, Indonesia and New Zealand { 100% ), and Thailand (8% ). Total imports of consumer-oriented

food grew annually by an average of 10%.

Chart 1 = Market Share of Comsumer-0 e nied Produects in the Philippines Per Country

Market Share of Consumer-Oreintied Products Exported to the Phillppines
Per Country of Origin CY lan - Jun 2017
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The Philippines has a strong preference for ULS. brands and is always looking for new Americ an
proclucis o faste and enjoy. As incomes grow, more American brands are likely w find a market here,

Post e xpecis demand for U5, consumer-orienied producis will continue o grow for the following
reasOons:

Increasing urbanization of the local population (a most 105 million)

Growing upper and miaddle cligs (15-20 million)

Rising number of supermarkes, hypermarkes and convenience siones

Strong inlerest in western brands amon g Philippine consumers

Growing awareness of the quality and health benefits of ULS. food, beverage and ingredient
products

L. Overview of the Philippine Food Retail Market

Diriven by a growing population, strong domestic consumplion, and a buoyant économy, Lhe food retal
sector in the Philippines continues 1o grow. Sales in the food retail business increased by 4% in 20016
with 545.3 billion in value.

The largesi grocery retailers (i.e. SM, Robinsons, and Puregold) ill dominaie the food retail business
that contributed (o the robust growih of the industry in the last five vears, In 2016, ihese retail gianis
focused on expanding its mid-sized supermarkets and small format siores (i.e. convenience siores and
minimarts) inio smal bler towns across the couniry.,

Chart 2 - Food Retail Sales in the Philippines (in US § hillion)

Food Retail Sales
2012-2017 -
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Table 2 - Sales by Channels in the Philippines (in US $ billion)®






line of imporied brands, often via direct imporiation. The legislation, which allows foreign retailers o
operate inde pendenily in the Philippines, has fostered growih in large-scale modern stores that offer a
wider range of imporied foods and purchase direcily, eliminating the 20-40) perce nt mark-up charged by
importers/disiributors, Over the past 20 vears, modem and large-scale food retail formais such as
hypermarkets, supermarkets, and convenience stores have increased rapidly in numbers and are visible
ol almost all corners of every cily.

Supermarkes posted the second biggest sales
growth nexl i convenence stores with 7%
prowth 1a 20016, Supermarkets continue i be the
mosl frequenty visited modem retailer gnce
Lthey are usually located near residential areas or
in shopping malls which consumers re gularly
visit o shop and recreate. Supermarket sales
reached $10.21 billion in retail value sales,

Hypermarkeis recorded a slower sales
performance in 2006 al 3% growth, due o a
smaller number of stores being opened during
the year, Hypermarkeis however, siill remain popular among consumers, serving as a one-stop sone
carrying a wide range of products from food o general merchandise, which allows consumers (o save
time and efforn.

Chart 3 - Market Share of Food Retail Sales in the Philippines

Market Share by Sales
2016
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Filipi no consurmers incressingly prefer o purchase groceries from modern retail outleis, which provide
a convenient formal for one-stop shopping, This preference has lad (1o the continuous ex pansion of both
supermarkets and hypermarkets,



Below is the summury profile of major retail grocer v oulbeis

Super Value Inc. or SM Supermarket. the food retail arm of SM Invesimenis, is the dominant
player in the Food retail indusiry in the Philippines. Having established iis first store in 1985, SM
Supermarkel operates 44 branches across the Philippines. SM Supermarkets are primarily
located inside SM Malls.

SaveMore Market is a chain of neighborhood grocery stores under the SM Food Betail Group
{oither fosod retanl formats under SM are SM Supermarket and SM Hypermarket ). SaveMaore
gtores are located outade an S8 Mall in enher stand-alone outlets or a5 an anchor 1enant of a
commercial centerfcommencial building or non-5M mall. It has a wial of 152 stores nationwide.

SM Hypermarket is a supérsione combinin g a supe rmarkel and a department store, ofTering more
than 150,000 brands of merchandise or SKUs with the aim to allow customers 1o satisfy all their
routing shopping needs in one rp. 3V Hype rmurkets are usually located withm a mall and have
46 branches nationwide,

Puregold Price Club Inc. (PPCI) is a chain of supermarkets that was established in 1998 when
the one-siop shopping philosophy was an emerging idea. PPCI, the second largest food retailer in
the couniry has three store formais; Puregold Price Club {a hypermarket ), Puregold Jr. (a
neighborhood fore), and Puregold Extra (discounter supermarket ). Ranked as number two in
Fosowd retadl, Puregold Price Club Inc., has grown into & giant retail chain with 281 stores
nationwide, Puregold Price Club Inc. also owns S&R Membership Shopping which used 1o be
Price Smart- the first U.5.-based chain 1o enter the Philippines in 2001 afier the passage of the
2000 Philippine Betail Trade Liberalization Law. S&E Membership Shopping opened in 2006
and now has 13 swores nalionwide, including their newest store in Cagayan De Oro which openad
late last year.

Robinsons Supermarket, the third largest supermarket chain in the Philippines, i5 a subsidiary of
Robinsons Retul Holdings Inc. Established in 1985, Robinson Supermarket 15 the first mapor
retaler o promole health and wellness, Robinsons Supermarkel hos recently lounched twio new
subformu s: Robmsons Essyman and Robinsons Selecsons. Robimsons Essyman s a netwaork
of compact neighborhood grocery stores, brings the grocery ex perience closer 1o commaunities in
order Lo provide households ease of accessibility and convenience of shopping for their everyday
needs while Robinsons Selections cater 1o the premium market and carry more imponed
merchandise than the usual Robinsons Supermarket. In addition 1o the essential supermarkaet
sections, Robinsons Selections is also comiplete with a food -to-go section, a gourmel deli section,
a health and wellness section, and a pharmacy.

Rustan Supercenters Inc. (RSI) is
the retail anm of Rustan
Commercial Corporation, the
premiier chain of upscale
deparument stores, operaling in the
Philippines for al most 500 vears.
RS1 is a pionger in modern grocery







income segment, and offers a wide range of Fresh and grocery ilems, local and imponed goods,
and product lines froam s own bakery and rodisserie.

Convenience stores continue o ex pand duee 1o the bullish Business Progess Quisourcing (BPO — call
centers ) sector and the increasing number of outlets opening in condominiumes and areas outside Manila.
These stores cover the business centers and BPO hubs and operate on a 24- hour basis, making them an
ideal place for midnight shifiers 1o grab food w eat during break tme.

Aside from well-stocked shelves of packaged
food, beverages, and olher basic household
necEssiles, convenience stlores also ofler olther
services such as bill payment and mobile phone
reloading transactions. Convenience Stores and
Gias Marts which are mainly location-oriented are
thus able to sell products at a prémium in
exchange for convenience.

the numbser of outlets and 8% in terms of sales,
This was driven by both the expansion of existing
players such as 7-Eleven, Mercury D g Ministop, and Alfaman coupled with the gainin g popularity of
various foreign brands such a8 Lawson and Family Mar.

Below is the summary profile of key conveniénce slores:

+  Seven-BEleven is the country's bi geest convenience store ¢hain in the Philippines with almost
2000 stores nationwide. Aoquired by Philippine Seven Corporation in 1982 and established in
15498, T-Eleven s the [irst franchisor in convenience rétailing. Aswde Trom grocery fMood
retailing, 7-Eleven also offers i2lecom, bills payment and banking kiosk services.

s Ministop Philippings is a subsidiary of Robinsons Retail Holdings, Inc. that operaiés as & grocery
and fast food diner combined, Edtablished in 2000, Ministop now has almost 500 stores in Metro
Manila and nearby provinces in Luzon,

¢ FamilyMart was launched in the Philippines in 2003 in partnership with the Ayala and Rustn’s
Ciroup. Currenily with 38 stores in Metro Manila FamilyMar aims (o increase iis presence by
opening more though franchising.

«  Lawson, aconvenience store gant in Japan, was launched in the Philippines last June 2005
through a joint veniure by Puregokd Price Club Inc. with Lawson Asia Pacific Inc. Now, with 25
stores, Lawson argets w roll out 500 branches in the next five years.

#  Allamart, an Indonesian-based convenience siore operalor is expanding s busings w the
Philippines through a joint venture with SM Investment Corp. I opened its first three stores in



ihe Philippines last vear and now has maore than B0 branches, Unlike the usual convenience
stores that offer basic goods, Al famart offers fresh meal, poultry and vepetables as well as food -
in=go producis,

Mercury Drug Corporation is the leading chain of drugsores in the Philippines establishead in
19435, which eveniuvally evolved into a combination of drugsiore and convenience siore, Mow
with more than 1,000 branches nationwide, Mercury Drug serves as a one-siop shop for
customers who want 1o buy medicines and convenience food at the same time. Mercury Drug
slores are commonly seen near hospitals, commercial buildings, residences, or inside malls.

All Day Convenience Store 15 a Filipino-owned convenience and neighborhood store established
in 2008, Owned by Manny Villar, the owner and developer of various resadential properies such
as Camella, Crown Asia and Vista Land. All Day Convenience Stores are primanly located near
these residential developments.

Circle K is an intermatsonal chain of convenience stores franchised and managed by Suy Sing
Group of Companies and Super B Retail Systema. Circle K convenience stores are primarily
located i the outskins of Manila,

Tahble 4 - Kev Food Retailers in the Phili ppines (as of October 2007 )

Mo, of
Store Name / Company Outlets Locations Sources
Robinsons Supe rmarket 123 Ml onwide Agenis Imporiers
SM Supermarket 44 INationw ide Imporiers
Puregold Extra 29 Nationwide Imporiers
Metro Manila and
-
WalterMart 23 Luzon Agenis Imporiers
. . . Exponers Agents
Rustn’s Supermarket 20 INal ionwide I .
Metro Supermarket (by L Exporers
Gai } 26 MNal bonw ide I .
Metro Manila and
South Supermarken 10 Luzon Imporers
Central Luzon and
CVC Supermarket Inc. 7 Metro Manila Imporiers
Cherry Fooderama 3 Manila Imponers
Lundmark 3 Metro Manila Imporers
Makati Supermart {LUniman and ,
Cash 0" Camry) 3 Muanila Imporers




Hi-Top Supermarket 2 Munila Imporiers
Merkado (by Puregold and . Exporters
Ayala)® | Manila Imponers
Marketplace (by Rustans)® 7 Manila Exponiess Agents
Robinsons Sebections® 3 Muanila Agents Imporiers
5M Save More (by SM . .

™ arket) 132 Matonwide I_m[wlers
Pure Gold Jr. 100 Natjonwide f""‘mmﬂ
Wellcome Supermarket 21 Manila Ex o ; ens
Shopwise Express (by Rustan’s) 7 Nationwide Exporiers Agents

. Central Luzon and
Robinsons Easyman 17 Manils Agenis Imporiers

Robinszons

) i Exponers Apgents
Puregold Price Club 147 Nationwide 1 -
5M Hypermarket 46 MNat ionwide Importers
Superf Grocery Warehouse 58 Mﬂml_:?':‘m and Imporiers
Super Meiro (by Meétro 14 Metro Mani la, Luson Exporiers
Cladsano} and Visayas Importers
. . Mletro Manils, Laguna Exporiers
Shopwise (by Rustan’s) 13 and Ceby I -
. . T Exponers Agents
S&R Membership Shopping 13 Malonwide I b4
" . T Exporters
Metro Hypermarket 12 Mat onwide I .
Landers Supersiore 5 Metro Manila & Ceby | -1POners Agents
LU LUL e S—
Jaynith’s Supermarket (by 3 MNal bonw sde Agents Imporiers

Phil. Seven Corp (7-Eleven) 2027 Nal ponw ide Imporiers
Mercury Dirug Corporation 1, VW INal ionwide Imporiers
Mini Siop (by Robinsons) 500+ Metro Manita and Imporiers
Metro Manila and
§ 2
Alfamart (by SM) 255 Cavite Imporers
San Miguel Food Avenue 149 MNalionwide Imporiers
Shell Select (in Shell Gas 111 Nat ionwide Imponers




St aons )

. _ \ . Exponters Agents
Family Man (by Rustan's) 68 Metro Manila Impociers
All Day Conveniénce Store 67 Metro Manila Imporiers
Bonpour (in Total Oil Swations) 39 Metro Manila Imporers
Circle K {by Super B) 27 Luzon Imponers

. Exponers Agenls
i . = !
Lawson (by Puregolkd) 25 Metro Manila Imponers
Petron Treats (in Petron Gas .
Statjons) [} Metro Manila Imporiers
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B. Traditional Retailers

In the Philippines, “san-sari™ stores (ak.a. “mom
& pop” stores) still dominate the retail market,
“San-sari™ which means “varety”, indicates the
wide variely of basic food and grocery produscis
that are essential o the househokd, Sari-sari
siores are usually consiructed as an extension of
the owners” house, The absence of chain
supermarkeis and convenience siores in some
provincial areas highlights the imporance of
mom & pop stores which are the primary source
of packaged food products, home care, and
besuly and personal products. Their domi nance
in rural areas is due w geographical convenience,
intimale customer service and payment Mexibility
that allows shon-térm crédit o regular

net ghborhood patrons.

Mom & pop stores ane important in serving the neads of ower and maddle-mnconmse consumers, With a
huge proportion of buyers who are still living on or below the minimum wage, mom & pop sores ane
the most convenient for customers with seasonal or daily income o buy in small quantities and purchase
on credit.

In 2016, sales of sari-sar gores were
estimated 1o reach more than 526,94 billion,

accouning for almost 6% of todal food reail in the
COURLrY.

Ancther (ype of a radiional food retailer is the wet
market. Wel markets are located in every Lown OF




manicipality, Items offered in wel markets are grains, fresh produce such as meat, fish, chicken, and
fruits and vegetshles which are comparsti vely lower in price than those in supermarkels or groceries,

While many Flipino consumers still shop s wet markets for fresh vegetables and meal. many are
shifling 1o supermarkeis because of convenience, cleanliness and food safety faciors.,

C. Other Retailers

her retailérs include shops which specialize in selling drinks and 1obacco. These specialty rélailers are
very few and often cater to upscale patrons. Low-priced and mid-priced drinks and 1obacoo are often
sold in sari-san stores, supermarkets and hypermarket s,

Chart 4 - Percentage Growth of Sales per Channel

% Sales Growth by Channels
2016
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With new entrants in supermarkets and convenience store chains and increasing numbe rs of outlets, the
food retail industry in the Philippinegs is expecied (o steadily grow every vear acoonding o the Philippine
Association of Supermarkets, Inc.,

Trends in Distribution Channels

Importeriddistributors are in direct contact with big supermarkets, hyper-marts and wholesale clubs.
Smaller stores, such as "mom and pop™ or sari-sari stoees are handled by agents or middle men. It may
also be noted that there are big disinbutors which employ sub-distributors pamcular y for the rural areas
or provinces. While this practice reduces the distributor's mark-up, it increases their sales volume.



Although imfrastruciure has improved, there is a long way 1o go for improvement.  Traffic in urban
areas, particularly in Metro Manila increasses distribution cost, Comamunication beiween supplier and
retailer has also improved. Major retadl supermark el chains have already compuierized their operations
from front 1o back-end operations,

Trends in Services Offered by Food Retailers

Retailers aré now responding o the demands of increasingly busy consumers. Some supermarkets offer
food-to-go counters and salad bars, while other supermarkets integrate a pharmacy inside their store,
making i & oné-stp shop for busy ¢usiomers,

Some conve nience stores have incorporsed fast-food services where customsers can enjoy the
convenience of eating freshly prepared fast food in the store™s dine-in area, This was introduced by
Robinson’s Retil Group when they opened Mini-Stop, Now, 7-Eleven, Family Mat, and Lawson
provide dine-in facilities as pari of their fasi-food services,

Omiline retailing of grocery is still unpopular in the Philippines. While some consumers stared (o
eaplore online alernatives due 1o lack of time and poor traflic conditions, especially in Manila, magonty
of the consumers still prefer doing theirown grocery shopping at physical stores 1o ensure quality and
alfordability of the products they purchase.

Table 5 - Advan & Challenges of the Food Retail Sector

Philippines is a mature and growing i IT competition with other countries including New
market for US. food, beverage and enland,. China and Auwstiralia

ingredient products with expon sales of

[5926.2 million in 2016.

[Filipinos have sirong preference on LS, 5, products are nol always price-competilive as
fond, beverage and ingredients products. anu-m o impors fmm other countries especially
hose producis from ASEAN couniries,

[Phili ppine consumers perceive U5, brands livery/ Availability of products requires large

1o be safe and of high quality. nveniories
rodiferation of malls encourages further o0 retail markets demand high dotiing fees per SKU
panson of food retail establishmenis producis and vear-round marketing support which
ading to more demand of imporied Food ace 4 big burden for the new 4o-market U.S. exponter.

EIms




pening of modern retal markets provides ta:llmmteu prefer smaller retail packs due 1o
Mond

stomeers with more allernatives of local ability
imported products
odern retail markeis are ex panding A vad lability of most imported products are
lowing more Philippine consumers 1o have  poncentrated in Metro Manila and major key cities
cess o new imporied producis, il .
Cirowing middle class means more [Value-for-money remains the most significant
disposable income spent on high-valee j nfluence of Filipine’s purchase decisions.
ucts
nd for healthy and gourmet food is Crourmet and healthy foods are more expensive.
reasing.
asl pace of modemn living leads (o more and beverage products al convenience siores are
and of convenience loods old at a premium price, 10-20% higher than those sokd

n the supermarkets

Il. Road Map for Market Entry

A, Market Structure

Nl

B. Entry Strategy

. Supermarkeis, Hypermarkeis and Warehouse Stores



LL5. exponiers who wish o supply food products o local food retailers may prefer (o have an exclusive
importer/distribulor or engage the services of a rading firm in order 1o enier the market instead of
putting up & local company in the Philippines. These imporers or trading firms usually have their own
distributors and sometimes act as distributors themselves, This sirategy eliminates the inconvenience of
having 1o register a local company and hire personnel which could be ex pensive in the long run.
Imporier/Disirbulors are also (ypically well-versed on local customs and import paperwork issues,
freeing the e xponter from having o deal with these.

Large retail stores usually have many suppliers which include local manufacring companies or their
distributors, rading linms or imponenidisributors. There are, however, retall ers who direct impor some
prosducts the mselves, although sourcing from mmporters/distibutors is the most commeon and prefe med
practice in the indusiry. These retailers normally have a central receiving, warehousing and distribution
Cetiler.

2. Convenience Stones
Convenience stores in the Philippings are usually a chain of stores operated by one parent company.
Exporters who would like o supply 1o convenience stores ane advised o appoint an imporieridistributor,
DImpeorte rs/ distributors who distribute (o big retail stores also distribule o convenienee sorés or gas
maris. However, producis for distribution in convenience siores and gas maris are basic necessilies o
consumers; olherwise, fast tumnover of the product is nol guarant eed,

Distributors must contact the head offices of the convenience stores and offer 1o be a supplier. These
distributors may be distributors of Imponers/Distribulors or distribuiors of big manufaciuring firms

3. Traditional Reta l Markets (i.e. Mom & Pop” and Wel Markets)
Exporters have difficulty entering the “Mom & Pop" stores since these markets mainly concentrate on
selling small packa ped food irems and essential housshold irems on low margins. “Mom & Pop® stores
vsually source their products from Supermarkets, Hypermarkets or Warehouse Siores, Distributors of
local food manufacturers also supply 10 "Mom and Pop” stores.

Similar with the “Mom and Pop stores™, penetrating the wet market is challenging for exporiers since
mars i importéd products available in wet markets only melude fresh fruits such as apples, able prapes
and oranges that are sourced from local wholesalers and distributors. Limited varietses of imported
canned fruits and vegetables are occasionally available, a5 during Chrisimas and Chinese New Year. It
is o be noted that retailers in wel markets occupy stalls thal average o 4-6 square meters, Wel market
retailers are not ex pected 1o become a significant retailer of imported food products, other than for fresh
fruits and vegetshles, Tradiionally, wet markets are the main source of fresh produce and mest.

. Regulatory Svstems and Import Regquirements

For detailed information regarding sandards and regulations for imporiing food and agriculiural
prodducts into the Philippines, please refer wo the repont entitled “Philippines: Food and Agricoboral
Import Regulations and Standards — Narrative™ also available on-ling through the FAS homepage al
ww w . [as . usla. gov .
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+ Filipino consumers generally prefer smaller packaging sizes,

#  Due o insifficent cold chain infrasiructure in the Philippines, products shoukd be packed (o
withsiand extreme heat and humidity.

#  The high cost of inter-island shipping makes imporied products more expensive in areas oulside

Wl amil a

s The release of imporied goods from Philippine Customs sometimes poses a challenge.

IV. Food Retail Sector Best F&B Pros pects

The potential for greater exports of LS. consumer-orented food and beverage products Lo the

Philippine retail sector is high for a wide diversity of products, including beef pork, poultry, seafood,

processed vegetables, fresh and processad fruits, nuls, dairy products, juices, akcohol beverages,

condimenis and sauces, processed organic foods, bakery goods, snacks, and confectioneries,

While dome stically produced iems only account for about 80 percent of the intal food supply with the
balance being imporied, food relailers remain very oplimisiic with regards o the competiliveness of
imported products. Though most of the imported items cost more than locally-produced ones, ULS.
proxducts still remain very popular and have great appeal 1o Philippine consumers. 1S, products are

perceived Lo have superior quality compared (o impons froam other countries.

Table & — U5, Consumer Oriented F&B Exports o the Phili ppines

.5 Food & Beverage Exports to the Philippines

CY 2012-2017
{in Millions of Dollars)
Calendar Years (Jan-Dec) Jan-Aug Comparisans
201 201 201 ]
2 2013 2014 5 B Xi6 2017 Change
866. | 997. | L110. | me8. | @23 | 568 | 63l
Food & Beverage Total 1 8 9 5 4 3 4 11
317. a3, 2581, e 134, 172,
Dairy Products 4 9 421.5 3 9 8 8 18
Prepared Food 585 8.3 285 24.5 56 =824 02 3
112,
Pork & Pork Products 882 3 1035 9.5 789 463 &34 a7
Poultry Maeat &
Prods. 892 832 92.8 &7.7 7.3 S22 &1 15
Processed Vegetables | 481 | 560 | 706 | 728 | 719 | a7s | s19 9
Fresh Fruit s09 &0.5 1.6 51.0 &1.7 262 182 -3
Snack Foods NESOI 382 437 512 47.9 3.0 417 3a0 -14
Beef & Beef Products 449 545 52.3 617 5.5 327 429 31
Chocobte & Cocoa 348 400 40.8 41.5 47.2 01 306 F




Prods,
Cordiments & Salces 142 173 204 24.8 3.6 123 156 =25
Dog & Cat Food 224 257 260 2316 25.2 166 20.5 24
Han-Alcohalic Baw, 132 15.6 136 17.8 19.4 143 139 -3
Proces sed Frut 120 133 | 130 164 138 24 9.5 13
Wine & Bear B0 25 .0 121 13.6 10.6 9.6 =10
Fruit &Vegetable
hices B3 97 116 116 11.5 73 758 7
Tree Nuls 55 S0 7.1 1.8 9.4 55 55
Meat Procucts NESOI 5.6 24 9.5 1L6 9.4 51 % | 1
Fresh Vegetables 34 54 LB 1.6 E.7 45 15 -5
Eggs & Prodicts 12 23 2.3 11 3.7 14 19 El
Brea kfast Cerea b 0.6 0.6 10 1.3 2.6 1.6 18 10
Ot her Gonsumer
Oriented 0.6 05 0.8 L& 0.6 03 0.4 21

Motes:

1. Data Source: U.5 Census Bureau Trade Data

2. Product Growp @ BIOO-HS10

Top US. Product Prospects

The established reputation of LS, Food and beverage products in the food retail secior in terms of
quality, av ailability and versatility represent an advantage for U5, exporters seeking to develop and
expand their market in the Philippines.

Healthy, Natural & Organic Produocts:

Although U5 Customs does not track these products as a separate category, retail stores have been
increasing shell-space 1o accommodate the growing number of new-lo-markel healihy, natural &
organic products because of the rise in disposable income, and the sirong consumer tremd towands
health, wellness and beauly,

Gourmet Products:

Most retailers mainiain a gourmel section including producis such a5 meats, seafiood, fruils &
vegelables, specialty cheeses, sauces & condimenis, herbs & spices, wines, crafi beers and other
beverages, dried fruits & nuis, specially biscuis, snack foods, and chocolate & confectionery. There are
several independent operaors of gourmel shops within high-end neighborhoods.

Instant or “Convenience™ Foods:

Because of the country’s bullish business process ousourcing (BPO) industry that operates around the
clock and the rise in the number of women joining the worklfonce, wraders report strong demand in
products that can be ¢lassified as “convenient” including snack foods, meal-replacements and read y4o-
drink beverages. The Philippines is the Bth larges market in the workd and the larpest market in

Southeast Asia for U.S. snack foods, consisting mainly of corn chips, chocolates, potsto chips, sweet
biscuits, popcorn and confectionery.









