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(30%), political con-
flict with other coun-
tries (28%), economic 
outlook of the country 
(24%), and food short-
age (23%).  

However,  most 
Filipinos remained 
hopeful in the next 
12 months, with only 
8% of respondents 
expect their situa-
tion to worsen.   

M s .  P a d l a n -
Obana said more 
Filipinos are putting 
more emphasis on 
price and affordabil-
ity when choosing 
where to purchase 
grocery items. 

Consumers are 
a l s o  l o o k i n g  f o r 
stores with longer 
h o u r s  a n d  q u i c k 
checkouts as they re-
turn to their regular 
routines, she added.

The Kantar report 
classified Filipino 
shoppers into three 
groups — “strug-
g l i n g ”  o r  t h o s e 
who are unable to 
cover their expenses; 
“managing ” or peo-
ple who finds ways 
to make both ends 
meet; and “comfort-
able” or those who 
have the least budget 
constraints.   

“The ‘struggling ’ 
are foremost con-
cerned about rising 
prices and another 
pandemic happen-
ing.  The ‘manag-
ing ’ shoppers are 
c o n c e r n e d  a b o u t 
the same things as 
struggling shoppers. 
The ‘comfortable’ 
are not only con-
cerned about rising 
prices of goods but 
a l s o  a b o u t  t h e i r 
h e a l t h  a n d  t h e i r 
financial security 
in the future,” Ms. 
Padlan-Obana said.   

She noted major-
ity of Filipinos are 
those that can find 
ways to make ends 
meet, which means 
they have a lot of dis-
cipline when making 
purchases.

Ms. Padlan- Oba-
na said fast-moving 
c o n s u m e r  g o o d s 
brands and retailers 
should understand 
the shopping behav-
ior and preference 
of  these shopper 
groups.

All three shop-
per groups buy their 
grocery items at hy-
permarkets, super-
markets, groceries, 
sari-sari stores, con-
venience stores, drug 
stores, and direct 
sales, with varying 
levels of frequency 
and loyalty.   

“The way to win 
t h e m  i s  c o m m u -
nicating how they 
can save and maxi-
mize value in what 
t h e y  a r e  p a y i n g 
f o r,”  M s.  Pa d l a n -
Obana said.

T h e  r e p o r t 
also showed 68% 
of  Filipinos plan 
their trips with a 
budget and grocery 
list. “Comfortable” 
shoppers also bring 
their families along 
d u r i n g  g r o c e r y 
s h o p p i n g  w h i l e 
“struggling ” shop-
p e r s  t y p i c a l l y  g o 
by themselves.  — 
R.M.D.Ochave 

Mr. Chanco noted that house-
hold savings have deteriorated since 
the pandemic began in 2020, and 
that household balance sheets are 
now “increasingly in worse shape.” 

“We highly doubt that they 
will have the willingness and, 

more importantly, the ability 
to sustain the strong spending 
growth seen over the last 18 
months or so. Consumers are 
also more in debt these days, due 
to the surge in borrowing seen 
in 2022, and this debt is much 
more costly to service owing to 
the BSP’s aggressive tightening 
of monetary policy,” he said.

In 2022, gross national sav-
ings rose by 26.6% to P4.9 tril-
lion, ending two years of annual 
decline. 

Households, including non-
profit institutions serving house-
holds, posted negative savings of 
P787.635 billion last year, big-
ger than the negative savings of 
P622.23 billion in 2021.

TIGHTENING
The Philippine economy is also 
expected to slow due to the lagged 
impact of the Bangko Sentral ng Pili-
pinas’ (BSP) aggressive monetary 
tightening to tame red-hot inflation.

Since May 2022, the BSP has 
raised borrowing costs by 425 basis 
points, bringing its key policy rate 
to a near 16-year high of 6.25%.

“Aggressive tightening has 
indeed slowed the pace of bank 
lending, which in turn will cap 
g r ow t h  p ot e n t i a l .  Fo r wa r d -
looking indicators such as im-
ports of capital goods and bank 
lending show signs of moderat-
ing, suggesting a loss of mo-
mentum in the growth story,” 
Mr. Mapa said. 

Data from the BSP showed 
outstanding loans by big banks, 
net of reverse repurchase place-
ments with the central bank, 
expanded by 9.4% to P10.9 tril-
lion in May from P9.97 trillion 
a year ago. This was the slowest 
credit growth in 15 months or 
since the 8.9% print in March 
2022.
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