


ThoughtBuzz – About Us

1. A comprehensive social media monitoring and 
insights company

2. Offer brands the applications, dashboards & 
technology to monitor, listen, engage and act on 
the social media platforms

3. Offer solutions & services in the form of insight to 
help brands to optimize, build, maintain and 
grow their brand.

1. Full Spectrum Analysis
2. Social Intelligence Matrix
3. Social Audit
4. Persona Analysis
5. Social Content Analysis
6. Celebrity ROI
7. Online Reputation Management 

4. Regional presence includes markets – 
Singapore, India, Philippines, Malaysia, 
Indonesia (new), China (new), UAE (new)
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Social Content Analysis
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Lead GenerationSocial CRM Daily/Weekly/Monthly 
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Shopping for Consumables
A study on the social media chatter around 

FMCG purchasing behavior of the Filipino Netizen

Date Range 1st Jun’2014 to 20th Aug’2014



Research Methodology 

Multilayered Refinement

Collection

Report

Analysis

From the total relevant 
universe sample was selected 
for analysis through Stratified 
Random Sampling – Data 
captured across all dates and 
social media channels, Analysis 
done through semi manual 
process which also involves 
extrapolation of multi tagged 
tonality & themes

•Million of web sources
Multi-level iterations to build 
comprehensive and relevant 
queries
•Derived through removal of 
irrelevant content such as ad 
links, irrelevant postings etc. 
through a combination of 
human analysis and text mining

Relevant Universe  
1,617,228

Sample 
Analyzed

2,535



Our Methodology

STEP 1: SELECT 
CRITERIA FOR THE 
STUDY

STEP 2: INDUSTRY 

SEGMENTATION & 

CATEGORIZATION, 

DEMOGRAPHIC 

BIFURCATION - AGE, 

GENDER, etc.

STEP 3: 
CATEGORY & SUB 

CATEGORY WISE 

SENTIMENT

✓ Product Line

✓ Purchase

✓ Promotion

✓ Sales Channels

1.CATEGORY
  a. SUBCATEGORY

+ve
-ve
Neutral

KEY INSIGHTS

INDUSTRY – FMCG
GEO - PHILIPPINES
DURATION - 1st Jun–20th Aug, 2014

SOURCES – Facebook, Twitter, 

Blogs, Forums, News & other Social 
Media Channels

THOUGHTBUZZ ANALYTICS



Online 
FMCG 

Platforms

FMCG 
Stores

PromotionsPaymentPurchaseProduct Line

FMCG PHILIPPINES chatter revolves around...

• Foods
• Beverages
• Personal Care
• Alcoholic Drinks
• Stationery and 

Storage
• Tobacco and 

Cigarettes
• Home Care

•Retail
•Wholesale
•Online Store
•General Purchase

•Cash
•Credit card
•Voucher
•Cash on delivery
•Bank Deposit
•Paypal
•Debit card
•G-cash
•General Payment

• Commercial
• Promo
• Campaign
• Discount
• Freebie
• Advertisement
• Coupon

• Market
• Supermarket
• Convenience Store
• General Merchandise 

Stores
• Drug Store
• Department Store
• Bazaar
• Tiangge

• OLX.ph
• EBay
• Amazon
• Lazada
• Metrodeal
• Alibaba



Key Discussions – Overview

• 1 out of every 3 discussions were about 
payments

• Promotion buzz was driven by commercials 
(58%) and promos (27%)

• Public markets continue to be the preferred 
outlet for FMCG purchases (48%), followed by 
supermarkets (19%), and general merchandise / 
sari-sari stores (14%) and convenience stores 
(14%). 

• OLX.ph was the most talked about online FMCG 
platform (55%), followed by EBay (19%) and 
Amazon (13%) 

Majority of the discussions 
around FMCG in the Philippines 

were related to product 
purchases and purchase intent



Product Types – FMCG PHILIPPINES

Food dominates the discussions 
around consumables

• 71% of the chatter is around food, and the 
majority of food purchases discussed were 
snacks (73%)

• In second place comes beverages (12%), where 
chatter was comprised of mostly coffee (32%), 
tea (27%) and soft drinks (24%)

• Personal care products occupy third place (7%), 
the greatest number of which were perfumes 
(17%), followed by cosmetics (16%) and personal 
wash (15%). 



Gender Analysis

 Females were almost 16% more active than males

42%

58%

N = 2,535



Top Product Line Categories – Gender 
Bifurcation

When it comes to FMCG, gender chatter is almost identical in breakdown with the only 
significant difference being in personal care 

N = 2,535



FMCG Promotions Buzz 

Commercials spark conversations

• The most discussed commercials are those in the aread of Personal 
care (68%) and Food (62%)

• Discounts are most discussed in the area of Home Care



Food

Almost ¾ of all food mentions were 
about snacks

• Snacks and ice cream together 
represented over 80% of the category 
breakdown

Product Types

Topic Analysis

Market Analyzed: Philippines
N = 1,147,496

Almost 80% of all food related chatter 
centered around purchase, purchase 
intent and payment



SNACKS

Food

The preferred sales channel for food 
purchases are markets and supermarkets

• People still flock to public markets for snacks, staples and 
processed foods. 

• The next most popular source is supermarkets where 
people mention Puregold in line with snack purchases and 
S&R and Robinsons for processed food

• Convenience Stores and General Merchandise / Sari-Sari 
stores are a common venue for impulse purchase

Market Analyzed: Philippines
N = 1,147,496



1.
2.

5.

3.

4.

Foods Top 5 Brands



Beverages

Coffee and tea together represent 60% 
of all beverage discussions

• Increasing variants and aggressive promotions 
have made coffee and tea all day drinks and 
have also made them more buzz worthy

• Despite the health craze, soda still holds strong, 
representing a quarter of the chatter

Product Types

Market Analyzed: Philippines
N = 201,125

Credit card as a payment option comes 
closes to cash in Beverages vs any other 
product line

• Of those that specified how they paid for their 
beverages, credit card transactions represent 2/3 
of the volume of cash transactions 



Beverages

Market Analyzed: Philippines
N = 201,125

In the Beverage category, convenience stores 
generate as much chatter as supermarkets 

• Family Mart was the most commonly mentioned 
retail outlet, primarily for tea purchases

• Ministop and 7 Eleven followed next for a more 
varied selection of products such as soda, coffee 
and tea
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Beverages Top 5 Brands

Market Analyzed: Philippines
N = 201,125



Personal Care Key Topics

The most discussed Personal Care 
purchases were Perfumes and 
Cosmetics

• Followed by Personal Wash, Hair Care & 
Oral Care

Product Types

Online Platforms

People also shop for personal care 
products online

• Dominating the discussions are Lazada, 
Ebay and OLX

Market Analyzed: Philippines
N = 108,105



FMCG Stores

Drugstores are the preferred retail outlet for 
personal care products

• Watsons is the most discussed retail outlet for 
personal care products with most discussions 
centering around haircare, personal wash and skin 
care

Personal Care Key Topics

Market Analyzed: Philippines
N = 108,105
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Personal Care Top 5 Brands

Market Analyzed: Philippines
N = 108,105



Alcoholic Drinks Key Topics

Beer remains to be the Filipino’s favorite 
alcoholic beverage

Product Types

Market Analyzed: Philippines
N = 78,286

Promotions and commercials continue 
to be conversation drivers

Promotions



S&R is the most discussed retail outlet for 
alcoholic beverage purchases

• Purchases at General Merchandise / Sari-sari 
stores also account for a significant amount of 
chatter due to their nature of sometimes also 
serving as a local hang-out

Alcoholic Drinks Key Topics

Market Analyzed: Philippines
N = 78,286
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Alcoholic Drinks Top 5 Brands

Market Analyzed: Philippines
N = 78,286



Tobacco & Cigarettes

Despite more stringent regulations, tobacco 
and cigarettes still have a significant 
following

• Of th 18.5k mentions of tobacco & cigarrettes 
almost 60% of the chatter was about purchase 
and payment

• Almost 20% of the chatter was about 
promotions and advertising or, more 
specifically, the lack thereof

Topic Analysis

Market Analyzed: Philippines
N = 18,549

Online Platforms

Filipinos also seek out tobacco products online where 
Amazon clearly dominates the conversations.

• Online purchases are around paraphernalia such as 
lighters and e-cigarette gear

• Because of this credit card is commonly mentioned as a 
payment mode (15% vs 11% cash)
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Tobacco & Cigarettes Top 5 Brands

Market Analyzed: Philippines
N = 18,549



Over the period mentioned 
conversations on home care products 
were dominated by Mosquito repellents 
and Fabric Wash

Product Types

Home Care

Market Analyzed: Philippines
N = 10,261

In the area of Home Care people make more 
of an effort at purchasing wholesale

• Chatter around wholesale outnumbers that of 
retail by almost 10%

Purchase
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Home Care Top 5 Brands

Market Analyzed: Philippines
N = 10,261



Influencer Best Practice

Get personal with your Influencers

Go for the virtuous cycle of influence

Allow your brand to be hijacked

Some learnings from the brands the online influencers are buzzing about



Listening Unearths Information that 
makes you want to learn more

Purchase 
Behavior

What they buy
Where they shop

Motivations
Why this  outlet over 

another?
Why this brand?

Why this variant?

Product 
Are they satisfied with my 
product?
How do I tweak my product to 
address the evolving needs

Competitive 
Landscape

How do all the brands stack 
up against each other?

- Products / Services
- Campaigns



Thank You

This report and the information contained there in are based on information from online social media and other publicly available data. ThoughtBuzz 
does not warrant the accuracy of such information nor is ThoughtBuzz responsible for the content and accuracy of such information. Advisory 
information may be contained in the report. Any subsequent decisions made based on the data must be made after proper review and assessment of 
the impact of such information. In no event shall ThoughtBuzz be liable to you or your company for any lost profits, lost revenue, interest, goodwill, 
lost data, cost of procuring substitute services or for any indirect, incidental, special, or consequential damages of any kind, however arising, that are 
related to these terms, whether in contract, tort or negligence, or any legal theory.



…



Influencer
s









Log onto www.thoughtbuzz.com/summit 
and click on Sign Up



Register with your username, 
password and email address



Enter your coupon code

DIMSUMMIT14

Click on Premium



A prompt will show that 
you will be provided a 

FREE Premium Account. 
Click Ok.



Start accessing your dashboard by 
linking your Twitter, Facebook, 

Instagram and Youtube accounts.



@ThoughtBuzz
Facebook.Com/ThoughtBuzz
www.ThoughtBuzz.com


