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1. Personal Care:  ( , ,  /  ) 
Source: EY Future Consumer Index

PB 

PB ( )

’23.04 ’24.04’22.10’22.06 ’23.10

49%

25%

33%

44%

29%

42%

Page 13

PB

/

1

/

/

51%

25%

34%

54%

37%

48%

49%

31%

48%

36%

36%

30%

12%

17%

12.4%

1.6%

7.4%

0.4%

( , ’22.4Q~’23.3Q)

PB

PB , 

PB 



[Back-up] PB 

Page 14

PB  (’23  ) PB (’23 )

1. , , 1 2,000 , 2,372 2. 23 PB YoY 11.8%
Source: EY Future Consumer Index, NIQ, Statista

52%

47%

38%
34%

26%

19%
17%

13%

6%
4% 4% 3%

21%

78%

59%

34%

23%
20%

10%

1  A B

, PB 2



Page 15

 

- 1946 ( )

- : Hard Discount Store1

- : $145Bn (’23 , 4 )

- 20 1.2

SKU2 
 

Aldi

No-frill 

100,000

40,000

Walmart Kroger Aldi

1,400

SKUs (’23)

PB 

PB ( ’23)

90%





CS Self 

7

18

2011 2023

($Bn)

( : )

1,140

2011 2023

2,335
( )

x2

x2.6

8,000

12,000

2011 2024

 Aldi PB

1.  PB , . 1 Lidl      2. Stock Keeping Unit     
Source: National Retail Federation

Aldi



Page 16

 PB , 

1. Shrinkflation
Source: EY Future Consumer Index
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1. Duplicate , . , Z  , C Dupe 
Source: EY Future Consumer Index, Morning Consult, YPulse
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‘Affordability’

Source: EY Future Consumer Index
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C-

1. China e-commerce , Ali Express, Temu, Shein e-commerce  
Source: IGA works (’24.03), BC (’23.10)
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Source: EY Future Consumer Index 
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1. Health & Beauty: , , 2. ,
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Customer Journey1

1. : ACPRA (Advocacy )  
Source: SAP, EY Future Consumer Index
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1. ‘Extremely concerned’ 
Source: EY Future Consumer Index
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1 2 3 4 5 6 7 8 9 10 11 12 13 14

2020 2021 2022 2023 2024

4/6 – 13 5/4 – 11 6/8 – 15 7/20 – 27 9/28- 10/5 1/25 – 2/4 4/16 – 5/10 10/6 - 25 1/28 – 2/15 5/18  - 6/7 9/23 - 10/14 3/16 – 4/14 9/11 – 10/6
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500 500 500 500

1,001 1,001 1,000 1,001
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1,000 1,000

501
500

Page 42



Demographics ( )
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Demographics ( )
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