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FMCG Market size trend in 3 years
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¥ Total market has slightly increased mostly due to the food industry

A ZF (MAT) 42 (Bil. won) AEEZ| (1H) 419 (8il. won)

* Ba5|s Market Track H=(L

34,856

35,259 35,499

Reserved

I 2tQl), M=, 11224 2| 22|, Data Ending in Jun, *SHl X2

17,490

17,298

17,515

MAT 20 MAT 21 MAT 22 1H '20 1H 21 1H 22
A2 /FOOD mmmH|AE/NONFOOD =o0=7X/Total mm A E/FoOD ERH|AE/NONFOOD =o0=TdX|/Total
MAT 21vs 20 | MAT 22 vs 21 MAT 21vs 20 | MAT 22 vs 21
MA|/Total 1.2% 0.7% MH|/Total -11% 1.3%
Al Z/Food 2.4% 11% Al Z/Food 0.3% 1.5%
H| A Z/Non-Food -8.5% -2.9% H| Al Z/Non-Food 12.2% 13%




\\

— iz O| X I —1
223 U7l FMCG= A& fIF2e| 2252|5873
Total market has slightly increased mostly due to the food industry

Basis: Market Track, Total Korea, Value (Bil. Won), 1st Half Year: 6-Month ending in Jun.

Y22 1H TOTAL FMCG MARKET TREND

NON-FOOD

By
1,708

(-1.3%)

MARKET SIZE i‘§
17,515 Uhd

(+1.5%)
(+1.3%)

* Total FMCG: cigarettes included / Non-food: cigarettes excluded
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Total market has slightly increased mostly due to the food industry
Basis: Market Track, Total Korea, Value (Bil. Won), 1st Half Year: 6-Month ending in Jun.

Y22 1H TOTAL FMCG MARKET TREND

NON-FOOD

Ry
1,708

(13%

MARKET SIZE i‘§
25,731 Gk

(+1.5%)
(+2.0%)
Ciga included

* Total FMCG: cigarettes included / Non-food: cigarettes excluded
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FMCG TREND - 22’s 1H growth rate by channel (vs 21's 1H)

Growth rate 1H ‘22 vs 1H ‘21 (%)

Ind. Medium Smkt. Ind. Small Smkt. Chain Large Smkt Ind. Large Smkt.

Hypermarket Union Shop

g = Total

FOOd/Non Food IH é HE:l AJIOI-E (%) Year-on-Year VaTuze2 (:::wth Rate (+/-%) Fl\:té‘G elifelely Aenele
TOTAL KOREA +1.3 -1.3 +1.5

Hypermarket +0.6 -0.9 +0.9

Chain Large Supermarket -3.0 -9.2 -2.3

Union Shop +5.2 +2.3 +5.6

CVS +6.3 +11.1 +6.2

Ind. Large Supermarket -1.4 -3.3 -1.2

Ind. Medium Supermarket -4.8 -7.4 -4.6

Ind. Small Supermarket -4.2 -11.6 -3.8

* Basis: Market Track, ™ =(Q2Z2}Ql), THOj o/ ZtOf 2 H & E(%), 22F 87| vs. 21 &EH7|

r
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FMCG Market Sales by Industry

Y22 vs. 21

Category (GR, %)
TOTAL FMCG (excl.Cigarette) 35,499 +0.7 25,730 +2.0
A Z /TOTAL FOOD 31,942 +1.1 15,806 +1.5
AIZ S2AIE / Alcoholic Drinks 6,582 +3.3 3,231 +0.7
23 Z 2841 / Non Alcoholic Drinks 6,667 +4.7 3,284 +5.5
M| 2t= / Confectionery 4,171 -1.5 2,125 +1.4
LH A X =/ Eating-in, Ingredients 1,946 +1.6 974 +2.7
HMO|7}3 / Instant Food 5,998 -0.1 2,953 +1.5
77+ / Milk Processing Products 3,837 2.7 1,888 -3.2
MM/ Freshness Food 2,741 -1.0 1,351 +0.4
H| A1£ / Non Food (Excl. Cigarette/Drug) 3,558 -2.9 1,706 -1.4
71488 / Household products 1,251 -3.1 589 -1.6
mHAE A O / Personal Hygiene 1,085 -3.6 524 -1.8
M| K| & / Tissues 1,222 -1.9 595 -0.5

Cigarette 16,442 +1.1 8,216 +3.5
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: Market Track, M =1(2

* Basis: 7| &
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: Market Track, M =1(2
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* Basis: 7| & : Market Track, ™ =(2Z2}Ql),
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