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ECONOMIC PULSE OF CONSUMERS AROUND LATAM 

The Nielsen Consumer Confidence Index measures perceptions of local job prospects, personal finances and 
immediate spending intentions. Consumer confidence levels above and below a baseline of 100 indicate 
degrees of optimism and pessimism, respectively. 

Tradingeconomics.com 

LATAM AT A GLANCE 

Peru and Colombia are the bright spots of consumer confidence fuelled  
by strong GDP growth. Important to highlight that after 6 quarters  of  a decreasing,  

 Consumer Confidence Index in Brazil, this is now stable this quarter and despite  
Mexican loss of confidence, GDP growth is still positive. 

The Latin American growth challenge continues, in 2015 our economy slowed down due to oil prices, the 
reductions of exportations to China, high levels of corruption and devaluation rates in most countries, 
reducing consumer confidence throughout the region.  
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CONSUMER SENTIMENTS IN LATAM 

WHAT ARE THE TOP 3 CONCERNS IN THE NEXT SIX MONTHS? 

ACTIONS TO SAVE ON HOUSEHOLD EXPENSES 

TYPE OF CONCERN 

TOP 3 ACTIONS  HAVE THEY TAKEN TO SAVE MONEY 

LATAM AT A GLANCE 

Tradingeconomics.com 

Latin Americans have registered the highest record of switching to cheaper  
grocery brands since 2014, pushed by Argentina (68%) and Colombia (54%)  

which presented the highest percentage in the last two years. 
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FAST MOVING CONSUMER GOODS MARKET DYNAMICS 
(Weighted Global Growth Reporter) ς Latin America  

WHERE ARE THE FMCG GROWTH OPPORTUNITIES? 

% Volume Growth !aWΩмс vs. !aWΩмр 

Avg. volume growth below vs. last period 

Avg. volume growth above  vs. last period 

4 

5.1% 5.2% 5.2% 5.4% 5.7% 6.1% 

1.4% 0.5% 1.8% 1.1% 
1.1% 

1.2% 6.6% 
5.8% 

7.0% 
6.4% 6.7% 

7.3% 

MAM'15 MJJ'15 JAS'15 SON'15 NDJ'16 JFM'16
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MEXICO: +3.5% 

COLOMBIA: +3.3% 

PERU: +6.3% 

CHILE: +2.7% 

BRAZIL: -3.4% 

ARGENTINA: -7.1% 

COSTA RICA: +2.0% 

NICARAGUA: +6.5% 

PANAMA: +4.5% 

EL SALVADOR: -1.5% 

GUATEMALA: +4.5% 

HONDURAS: +4.2% 

LATAM AT A GLANCE 
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BRAZIL SNAPSHOT 

COUNTRY HIGHLIGHTS 

NIELSEN CONSUMER CONFIDENCE INDEX ECONOMY WATCH 

Brazil is facing one of the most severe recessions in its history; economic activity will 
continue to weaken while the political environment remains turbulent. We expect 
GDP to decrease around 3.0% in 2016 and then rebound 0.9% in 2017. Inflation 
slowdown and current account improvement will bring some relief, while fiscal 
concerns will continue.  
 
.ǊŀȊƛƭΩǎ unemployment rate rose in June to its highest in nearly five years, eroding 
consumer confidence about job prospects over the next 12 months ς 81% considered 
that job prospects to be bleak ς.  
 
In addition, core inflation rate increased 7.7% in June of 2016 over the same month in 
the previous year according to Banco Central do Brazil and consumers took measures 
to maintain their basic needs ς 63% of Brazilians saved on out of home entertainment 
and  60% tried to save on gas and electricity ς . 
 
Meanwhile, 47% are seeking ways to save money in their grocery shopping, ǘƘŀǘΩǎ why 
manufacturers must re-think their price point strategy (considering low price points ς 
value for money) and be thoughtful about channel changes (Brazilian consumers are 
doing more of their grocery shopping in discount and Cash & Carry formats ς fast 
growing channels), manufacturers must offer alternative packages, exclusive ǎƪǳΩǎ or 
cheaper brands. 

LUIS ARJONA 
CLUSTER LEADER 
BRAZIL & CHILE 
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FMCG MARKET DYNAMICS 
VOLUME, VALUE AND PRICE EVOLUTION 
¸9!w 9b5LbD W¦bΩмс ±{Φ ¸9!w 9b5LbD W¦bΩмр  

TOTAL BRAZIL ς CHANNEL PERFORMANCE 

FMCG volume sales have reduced its contraction rate in spite of price increases 

According to ƻǳǊ ƭŀǎǘ Dƭƻōŀƭ {ǳǊǾŜȅ άwŜǘŀƛƭ DǊƻǿǘƘ {ǘǊŀǘŜƎƛŜǎέΣ Brazilians usually like to shop, 75% 
of them said that enjoy shopping for groceries (vs. 57% of LatAm). Freshness (68%) and lower 

prices (64%) are the main reasons for them to shop at a particular retailer. 

VALUE SALES STRUCTURE AND VARIATION IN VOLUME AND VALUE SALES 
όw¸ W¦bΩмс ±{Φ W¦bΩмрύ  

TOTAL BRAZIL 
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47% of Brazilians, are switching to cheaper grocery brands in order to save money, however 
healthy segment (which is expensive) remains with superior growth (+8.2% in value sales) 

Facing the current economic situation, 29% of Brazilians saved money via cutting 
down on or buy cheaper brands of alcohol 

TOTAL BRAZIL ς BASKETS PERFORMANCE 
VARIATION IN VOLUME AND VALUE SALES (RY W¦bΩмс VS. W¦bΩмрύ 

TOTAL BRAZIL ς PRICE BY TIER VALUE GROWTH % ACROSS FMCG 
VALUE VARIATION - LOCAL CURRENCY (RY W¦bΩмс VS. W¦bΩмрύ 
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LATAM Chile

CHILE SNAPSHOT 

In contrast to the rest of Latin America, the Chilean economy has maintained a 
sustained growth in the last few  years, however; in 2015 Chile has faced an economic 
deceleration because of the drop in copper prices. 
 
In addition, multiple scandals of political corruption and a slight increase in the 
unemployment rates (6.9% in June), generated a moderate GDP forecast for 2016 
(1.6%), and recently economists have reduced the economic perspectives for 2017 ς 
2020 (Around 3.5%). 
 
Chileans are confident about future economy prospects for their country ς 74% think 
that they are in an economic recession at this moment and 46% think that their 
country will be out of the recession in the next 12 months ς. 
 
However, consumers are worried about their personal finances ς 46% consider that 
their personal finances will not be positive in the next 12 months, 70% declared that is 
not a good moment to buy things that they want or need and 53% have decided to 
switch to cheaper grocery brands ς. 
 
In addition, consumer debt has increased by 5% last year ς 12% declared that debt is 
their biggest worry, compared to 7% in Latin America ς and they are not confident 
about their job prospects over the next 12 months ς 78% think that are bleakς . 
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TOTAL CHILE ς CHANNEL PERFORMANCE 

FMCG volume has improved with the favourable exchange rate stabilising prices 

VALUE SALES STRUCTURE AND VARIATION IN VOLUME AND VALUE SALES 
(RY W¦bΩмс VS. W¦bΩмр)  
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FMCG MARKET DYNAMICS 
VOLUME, VALUE AND PRICE EVOLUTION 
¸9!w 9b5LbD W¦bΩмс ±{Φ ¸9!w 9b5LbD W¦bΩмр  

According to our last Global Survey, 35% (vs. 32% LatAm)  of Chilean consider as a main reason 
for the shopping trip the stock up on food or household essentials 
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Food preparation categories and premium offerings in 
home care have driven growth 
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According to our last Global Survey, 43% of Chilean are willing to pay a premium price, if the 
product provides superior function or performance and 49% if contains organic or natural 

ingredients 
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LATAM México

COUNTRY HIGHLIGHTS 
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Despite external factors such as oil price decrease, USD exchange rate increase and 
internal political corruption scandals have influenced in the modest expansion of 
Mexico's economy during the second quarter of 2016 (2.4%). Mexicans feel that their 
country is in a recession (82%) and 55% declared that the country most likely ǿƻƴΩǘ be 
out of the recession within the next 12 months. 
 
Controlled levels of inflation rate (2.5% - July), employment generation and significant 
rise of remittances (8.58% 1st. Quarter) ς influenced by exchange rate increase ς have 
favored the internal consumption during the first semester, as a result and according 
to the National Association of Supermarkets (ANTAD), retail sales grew 8.6% in June. 
 
However and according to Armando Uriegas άtƻǎƛǘƛǾŜ indicators start changing and we 
have recently begun to see some deceleration signals, particularly in household , beauty 
and personal care products which are the first categories to be affected by an adverse 
economic climate. Also increasing exchange rates have forced manufacturers to 
increase their prices; this situation can lead to a consumption contractionέ. 
 
Manufacturers must be strategic in their implementation of price points to help small 
budgets and value for money proposals, for those who can pay more for bigger sizes 
and be thoughtful about innovation. άL think that this will be key for companies to make 
smart decisions in order to close a successful 2016 and set the basis to guarantee their 
success next year, it is likely the country will register further decrease in the economy of 
2017, which undoubtedly will impact ŎƻƴǎǳƳǇǘƛƻƴέ Armando Uriegas. 

ARMANDO 
URIEGAS 
GENERAL 
DIRECTOR 
MEXICO 
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FMCG volume has improved with the favourable exchange rate stabilising prices 

VALUE SALES STRUCTURE AND VARIATION IN VOLUME AND VALUE SALES 
(RY W¦bΩмс VS. W¦bΩмр)  
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FMCG MARKET DYNAMICS 
VOLUME, VALUE AND PRICE EVOLUTION 
¸9!w 9b5LbD hb W¦bΩмс ±{Φ ¸9!w 9b5LbD hb W¦bΩмр  

According to our last Global Survey, 35% (vs. 34% LatAm)  of Mexican consider as a main reason 
for the shopping trip to buy a few essential items 
































