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Retail Pulse 2026What is ?

• Serves as a common reference/guide between FMCG manufacturers and retail channel

retailers to better craft data-driven marketing strategies by understanding their shoppers

• Provides insights on where, when, and how often people shop, their shop missions,

choice considerations, affinities and perceptions about key retailers
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Retail Pulse 2026What is ?

• A syndicated study done annually in over 50 + markets to understand shopping behavior &

sentiments in the different retail channel landscape
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Retail Pulse 2026

Assess impact of the 

Philippines' economic, 

retail, & other major 

developments on recent 

shopping behavior

Review the drivers of 

retailer patronage and 

brand performances in 

terms of store equity

Compare similarities or 

differences in shopping 

behavior versus the 

previous periods

[3 years data trended]

Overall objectives:



Door-to-door, face to face interviews using a 

structured questionnaire

Fieldwork: Q4 2025  

Males and females aged 15-65

From ABCDE SEC

Main decision-maker or key influencers 

on where to shop

Urban Locations Nationwide 

Shoppers in select retail channels 

* Supermarket/Hypermarkets

* Convenience Stores 

(Includes Petrol-based CVs, Modern Proximity/Grocery/Discounters) 

* Drugstores/Pharmacies

* Sari-sari Stores             

Metro Manila and laidback 

urban areas in VisMin (Iloilo, CDO)

6 Mini Focus Groups SEC ABC1 3
C2D 3

Mix of young, adults / older adults

Multi-channel shoppers (shopped in at 

least 2 channel types in the past month)

5

QUALITATIVE 

SUPPLEMENT
QUANTITATIVE 

PHASE  

February 2026

Study Specifications



Information List: CORE

Know the shoppers’ 

repertoire of the different 

retail channels to buy from

*Super/Hypermarket example. For CV Store Reports: additional info on Ready-to-eat Meals. For Drugstore, on Pharma topics

Shopping habits, missions, 

and what matters to them 
(motivations & triggers for choosing the 

specific channels) 

Determine ways to collaborate with 

retailers by determining their 

performances (national & select regional retailers) on 

brand health, equity (level of strength) & imagery

Cost-efficient means to obtain shopping fundamentals per retail channel type

Channel Drivers to Patronage



Key Stories | Shopper Trends Supermarket Report 



Key Stories | Shopper Trends | Convenience (Modern Proximity) St0res



Cost-efficient means to obtain shopping fundamentals per retail channel type

Learnings from Retailers 

including DALI & Alfamart:

Shopper Demographic Profile

Which of the shopping missions 

each retailer drives

Brand Equity Score 
(a measure of brand strength)

Shopper Relationship Funnel 
(aware, trial, consider, shop in the past 3 

months / regularly / most often / preferred 

brand to shop at, recommend)

Store Associations, Brand 

Strengths / Weaknesses
(pre-nominated attributes)

Information List: CORE

3 months

• Qualitative sentiments

• CV Stores with Alfamart & Dali vs 
without them

Note:

Brand Equity Model, Missions and Exception Analysis 

contain breaks with (1) CV Stores with Alfamart & Dali vs (2) 

without Dali & Alfamart



Information List: CORE
Cost-efficient means to obtain shopping fundamentals per retail channel type

VALUE-ADD UPDATES from Government Data, 

Desk Research and NielsenIQ Market Pulse, Retail Audit and Homepanel 
updates, for example:

• Macro-economic Indicators
• Consumer Confidence/Expectations
• Share of Spend by key expenditures
• Retail Landscape (e.g. numeric count of retail trade/expansion and

growth rates by channel type)

• Sources of Growth/Gains and Losses by Channel Type



List of Pre-Nominated Categories, cont’d

Whether OTC medicines bought are generic or branded

• Medicine type for fever

• Medicine type for headache

• Medicine type for coughs and colds

• Medicine type for pain (pain relievers)

Whether shoppers are asking for brand or generic 

when it comes to these

• Branded vitamins and supplements

• Branded prescription

• Branded OTC

• Generic vitamins and supplements

• Generic prescription

• Generic OTC

Actions taken  when brand is not available for these

Whether shoppers are asking for price when it comes to 

these

Actions taken when brand is not affordable for these



Is there change in 
shopping missions 

over time?

What is the landscape of 
Mainstream and Generic 

drugstores like?

How does branded vs 
generic medicines 

compare?

How strong are the 
affinity and imagery 

towards retailers 
based on shoppers’ 

expectations? 

Key Stories | Shopper Trends  Drugstore Report



Information List: CORE
Cost-efficient means to obtain shopping fundamentals per retail channel type



Key Stories | Shopper Trends Sari-Sari Store Report



Information List  + Value-Adds

• NIQ Market Pulse

Incorporating key figures sourced from the following:

• Key Macro-economic Updates

o Top 10 Food and Non-Food Categories (Volume & Value) for each key channel type

o Share of Trade per Channel Type  and Channel Performances

o GDP Trends

o Inflation Rate

o Consumer Confidence Index

o etc

• Relevant NIQ Thought Leadership Pieces
o Regional perspectives and comparisons 

(vs APAC, vs Global) on select topics (e.g., Private Label)



WHERE IT FITS

Door-to-door, face to face
Interviews using a structured 

questionnaire

3-4 weeks during Q4 of the prior year

Main decision-maker or key 

influencers on where to shop

N I Q  R E TAI L P U L S E

People who shop

Urban Regions only 

Sales leaving the store

Nationwide 
(Urban+Rural) 

N I Q  R E TAI L AU D I T

Diary logs of purchases 

of packaged FMCG Categories 

Packaged FMCG categories 
for household consumption

Household Purchases

Nationwide
(Urban + Rural) 

N I Q  H O M E PAN E L

Audited data of packaged 

FMCG from retail trade

Continuous, rolling data, longer trend

Focuses on 4 channel types only
Various retail channel types

FMCG + fresh food, pharmacy, 

ready-to-eat / store-prepared 
items  which are not part of FMCG audited

from set-up panel

Continuous, longer trend

Packaged FMCG categories 
for household & individual consumption

Various retail channel types

A point-in-time snapshot of the 

shoppers’ journey and sentiments

Retail performances of 

packaged FMCG 
(volume & value market share, distribution, etc)

FMCG metrics for 

household purchases
(penetration, frequency, spend, weight of purchase, etc)
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Sample outputs



Get to know the shoppers, their shopping missions 
and repertoire of channel types  



Find out the shoppers’ spending flexibility, price 
consciousness and sensitivity to promotions



Have a view of retailer-specific image strengths and 
needs improvement among major national banners



Know what drives patronage to retail channels and 
at which stage of shopper relationship retailers are in



Why should you subscribe to this report?

✓ Cost-efficient means to obtain learnings on:
- retail channel understanding per type
- trended shopper fundamentals per channel type

✓ Provides a measure of the retailers’ brand strength and image impressions per 
retailer on the important patronage drivers

- This aids in account planning and collaboration for manufacturers align products to sell /assortment in the
store

✓ Complements / enriches results from Retail Audit, Homepanel & other ad-hoc 
reports

-Contextualizes sales performances through sentiments, whys and hows
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