
A NEW DECADE OF OPPORTUNITIES
FOR FMCG ADVERTISERS

The new post Covid-19 reality has propelled digitalisation forward by five years. McKinsey research suggests 
that it could take anywhere between three to ten years for us to feel that going to supermarkets is again a 
safe and convenient way of grocery shopping. 

Thus this decade bears profound implications for the fast moving consumer goods/consumer packaged 
goods (FMCG/CPG) sector. Companies will have to shift away from crisis mode, completing a fundamental 
realignment of their portfolio, and route-to-market strategies, in order to thrive. McKinsey forecasts that 
manufacturers and retailers will be compelled to switch to a hybrid model, combining digital commerce with 
products and services, delivered by neighbourhood stores. A whopping 70% of consumers plan to continue 
or increase their online shopping beyond the lifting of Covid-19 restrictions, 57% said they intend to continue 
ordering online and also picking up goods at local stores, and 28% said they would prefer to avoid shops 
altogether.

Why does this matter? Because the global FMCG market size is projected to reach $15,361.8 billion by 2025, 
registering a CAGR of 5.4% from 2018 to 2025, according to the Research and Markets Report. This makes 
FMCG the largest group of consumer products alongside the  production, distribution, and marketing of these 
consumer goods. 
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Research and Markets Report, FMCG 2017-2025.

Russia: 82.6 billion
India: 80.6 billion

Indonesia: 34.1 billion
Poland: 23.9 billion

Thailand: 15.4 billion
Ukraine: 13.6 billion
Austria: 12.7 billion

Norway: 11.4 billion
Finland: 10.5 billion
Romania: 9.4 billion
Malaysia: 7.7 billion

Greece: 7 billion
Serbia: 5 billion

Slovakia: 3.9 billion
Bulgaria: 3.6 billion
Croatia: 3.2 billion

Lithuania: 2.2 billion
Slovenia: 1.8 billion

Latvia: 1.5 billion
Estonia:1.2 billion

Size of the FMCG (packaged food) sector selected 
European and Asian markets, 2020. Retail value (USD)

https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/what-consumer-goods-sales-leaders-must-do-to-emerge-stronger-from-the-pandemic
https://www.researchandmarkets.com/reports/4828436/fmcg-market-by-type-and-distribution-channel?utm_source=CI&utm_medium=PressRelease&utm_code=9ttnxv&utm_campaign=1295115+-+Global+FMCG+Market+Opportunity+Analysis%2c+2018-2019+%26+2025+-+A+Billion+New+Consumers+in+Emerging+Markets&utm_exec=chdo54prd
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Alongside the growth in the industry, FMCG/CPG also achieved notable growth in digital ad spend worldwide 
as companies understood the opportunities of digital. Research from eMarketer shows that Q2 of 2020 saw 
up to a 53% increase in ad spending in the FMCG/CPG sector. In the UK, 2020 FMCG/CPG represented a 
13.5% share in digital ad spend, earning second place, following retail at 20% ad spend. In the USA, CPG will 
make up 14.4% of all US digital ad spending in 2020, making it the third-largest spender among the industries 
we cover. According to eMarketer research, CPG advertisers in the USA spend heavily within the mobile 
sector, with the most popular form being display advertising on social networks and video platforms. 

In 2021 digital video advertising is expected to be the fastest-growing format in CPG ad spending, rising 
17.1% to $5.54 billion in the USA alone. Digital video ad spending will make up 47.5% of CPG’s spending on 
display advertising in the USA and 28.6% of its overall digital spend. 

FMCG/CPG battles retail to become the top digital advertising vertical.

Digital Ad Spending Share in the UK, by Industry, 2020
% of total

Note: Includes advertising that appears on desktop and laptop computers as well as mobile phones, tablets and other internet-connected devices, and includes all 
the various formats of advertising on those platforms. Source: eMarketer, August 2020
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Change* in Consumer Packaged Goods Digital Ad Spending Worldwide, March-July 2020
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Note: benchmark was calculated taking weekly averages from Jan 13, 2020 though March 9, 2020; represents HubSpot customers, broader industry metrics may 
vary; *compared to pre-coronavirus benchmark Source HubSpot, "COVID-19 Marketing and Sales Benchmark Data," July 20, 2020

https://www.emarketer.com/content/us-cpg-digital-ad-spending-2020
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Facebook’s 2.8 billion audience represents an almost limitless world of opportunities for advertisers to 
explore, offering the chance to win customers over at their most receptive state.

FMCG/CPG is among the top five ad spend categories across most Facebook markets within the industry. 
Large brands such as Unilever, P&G, Nestle, have already fully leveraged the global opportunities that 
Facebook advertising can accomplish.

Ten million businesses actively utilise Facebook advertising, with the top 100 advertisers in the FMCG/CPG 
sector representing just 20% of total ad revenue, according to CNN. 
Therefore, the size of your company on Facebook is not the top priority regarding advertising. The category 
is highly competitive, whilst offering a level playing field for global, national, and local brands. The business 
outcomes should be at the forefront, understanding the importance of expert teams, knowledge sharing, 
implementation of best practises, and the readiness to learn and develop. 

On Facebook, smaller businesses can successfully take on some
of the largest FMCG/CPG brands.

Combining creativity and measurement on Facebook is a winning formula
for FMCG/CPG brands.

Mobile Creative Data Multi-screen

Facebook advertising checklist for FMCG/CPG brands

https://edition.cnn.com/2020/06/30/tech/facebook-ad-business-boycott/index.html
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Advertises within this segment have learnt to refine their marketing objective and define their optimal 
audiences in order to solve potential business problems. Additionally, advertisers should pay particular 
attention to the following:

Think mobile
Advertisers should embrace the consumer shift into the world of mobiles, placing their focus on short form 
storytelling. In 2020 73.4% of people browsed their mobile phones across Central Europe, and people in the 
USA reportedly spent almost all their spare time on internet apps. Brands are jumping onto this trend, 
initiating direct conversations with their consumers, and reaping the results.

Mobile Internet: Average Daily Time Spent In US, App vs Browser, 2018-2022
hrs:mins per day among population

Note: ages 18+; includes all time spent with internet activities on mobile devices, regardness of multitasking; numbers may not add up total due to rounding

0:25 0:24 0:25 0:24 0:23

2018 2019 2020 2021 2022

2:49 3:10 3:35 3:41 3:47

3:15
3:35

4:01 4:06 4:11

App Browser

Think creative
Utilising the right creative could be your token to success. A clever thought through illustration might be just 
what you need to ensure your campaign stands out from the crowd. Therefore it is important to focus on 
creative actions which can set you apart from your competitors and leverage brand building creative insights.

Similarly, creative agencies should start incorporating the ‘Facebook Thumbstoppers’ feature into their work, 
helping brands bring inspiration to their customers, leading to increased purchases.

Think data
Leveraging Facebook’s advanced measurement tools, advertisers should aim to develop simple and 
adaptable measurement strategies, doing so will help advertisers to better understand their customers, and 
thus allow them to make the most effective business decisions. It is important as advertisers that you 
balance your long-term and short-term needs, Identifying move metrics and driving brand growth.

Create and run effective tests which allow you to quickly understand and adapt to necessary changes on an 
ongoing basis to optimise your campaign. Conduct experiments and studies to test new hypotheses and 
stick with what works.
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Custom Mix modelling to support Sales ROI for digital spends can provide further assistance to fine tune 
campaigns and achieve maximum impact.

Finally, trust the machine learning algorithms behind your ads and make the most of automated placements, 
bidding, and targeting strategies to achieve cheaper conversion rates.

Think multi-screen
Finally, to reach TV viewers, FMCG/CPG brands should incorporate the multi-screen aspect into their 
Facebook ad campaigns. A vast majority of the public reportedly use multi-screen, as opposed to solely 
desktop or mobile. Specific insights should be acquired to understand how best to achieve optimal campaign 
results using a combination of  both TV and Facebook ads.
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Source: Facebook Authorised Sales Partners- Success Stories

Pepsi works with Httpool in Myanmar

Pepsi Myanmar:
Introducing Pepsi’s new look with compelling
Facebook video ads and static ads.

The Goal:
Pepsi Myanmar launched the “For the Love of It” campaign
to increse brand awareness for the can’s new label and to
access valuable insights as it relates to the brand’s community.

The Solution:
Mobile focused video ads and static ads were delivered across
All Palcements: Facebook, Instagram, Messenger, Audience
Network and In-stream palcements adopting best practice guidelines.

The Result:

4.8 Pts
lift in Brand
Awareness

4.4 Pts
lift in

Ad Recall

1.2 Pts
lift in Message

Association

13%
improvement in
buying CPMs
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Although there is no set recipe, various brands have achieved success in 2020. Below are a number of 
strategies used to make the most of Facebook advertising efforts.

Source: Facebook Insights: creative Behaviours of Breakthrough Brands

Facebook’s Breakthrough Brands of 2020
Open A dialogue

People come to Facebook’s platforms with 
the desire to discover, connect and express. 
Campaigns that cater to these needs by 
opening a dialouge often drive stronger 
results.

Cultivate culture

Facebook’s platforms are the front door of 
culture, where people see and expierience 
what’s happening around them.

Serve others

Facebook’s platforms empower anyone to 
advocate for a better world, and advertisers 
are not just able to use their voices for 
benefits of others, they’re expected to.

Astound Communities

Community lies at the heart of the 
expierience of Facebook’s platforms, with 
people seeking to deepen connections and 
share their passions with others. Brands that 
understand, amplify and astound are 
building lasting bonds.

Break the Mould

People on Fcebook’s platforms constantly 
surprise each other with new ways of 
expression and connection. Advertisers that 
break through are creating equally innovative 
campaigns that challenge assumptions and 
defy well-established norms.

Push the Purpose

Facenook’s platforms are the heart of 
expression for many. Break trough 
advertisers are finding common groundwith 
people’s personal brands and highlighting 
how their products and services serve a 
higher purpose.

As we move into the next phase of our post-Covid reality, the FMCG/CPG sector will undoubtedly continue to 
thrive, pivoting will remain an essential aspect within businesses, and digital commerce will be a non-negotia-
ble ingredient for success. Facebook will continue to be the main client reach platform for the major label 
brands. For smaller brands, this period will enable them to compete with the larger platforms. 
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What better way to advertise your products than on a platform, where they are openly discussed in an 
engaging manner. Statistics show that 192 million people were active on Twitter in Q4 2021, and 27% year 
over year growth in Twitter’s active audience. Twitter has become a home to open discussions, product 
reviews, and recommendations, users are actively engaging with one another. Thus, Twitter is a great 
platform for FMCG/CPG brands to launch new products. Join in on user conversations, provide helpful tips, 
and announce special offers. 

The Marketing Dive reported that Kraft Heinz, Nestlé, and Coca-Cola were among the top five Twitter ad 
spenders in 2019. The concentration of FMCG/CPG brands within Twitter's top advertisers demonstrates the 
sheer value Twitter holds for brands in this industry. 

Most FMCG/CPG brands use Twitter to run ads and organic campaigns, however Twitter has proven 
particularly successful for product launches. Having a highly engaged audience with users who care about a 
wide array of topics, makes Twitter the ultimate platform to reach out to your audience, however niche it 
might be.  Average results from Twitter launch campaigns include a 82% higher recall, 18% increased brand 
awareness, 21% increased campaign awareness, and 15% increased message association.

People love to talk about FMCG/CPG products on Twitter.

Build a four-part phased approach

Listen Tease Reveal Reinforce

Align existing consumer 
insight to Twitter’s 

audience or engage 
Twitter to find a new 

audience insight.

Drive mass awareness 
of your launch, spark 

conversation, and 
surge your message 

to the masses.

Reinforce your launch 
message post-reveal to 

drive preference and 
maintain buzz to keep 

your brand top-of-mind.

Create buzz, 
awareness, and a 
targeting pool of 
influential early 

engagers.

https://s22.q4cdn.com/826641620/files/doc_financials/2020/q4/FINAL-Q4'20-TWTR-Shareholder-Letter.pdf
https://www.marketingdive.com/news/kraft-heinz-nestle-coke-are-top-cpg-spenders-on-twitter-ads-study-says/564156/
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Heinz is one of the largest players in the FMCG/CPG 
Business. Upon their decision to launch mayonnaise as a 
new product they discovered that a heated discussion was 
already in motion on Twitter surrounding Mayochup, a 
Heinz product previously launched in the Middle East. 
Following this, the Heinz brand team leveraged this debate, 
turning the discussion to Heinz Mayonnaise, by using 
Mayochup as a gateway. Instead of a simple tweet to drive 
conversations, the brand created a Twitter poll asking 
users whether the product should be released into US 
markets, the poll required 500,000+ yes votes to bring the 
product to market.
As a result of this innovative approach Heinz successfully 
achieved a 28% increase in brand awareness. Find the 
whole case study here.

Using innovative methods, remaining proactive and incorporating a little humour can thus enhance the 
success FMCG/CPG advertisers launches on Twitter. In the upcoming phases of the post-Covid reality, 
maintaining open discussions, product reviews, and recommendations, will continue to increase audience 
engagement and act as an essential factor in marketing approaches.

https://marketing.twitter.com/en/success-stories/how-heinz-harnessed-the-power-of-twitter-and-got-one-billion-impressions


With over 265 million people using Snapchat daily worldwide, the app offers an exciting and effective 
platform for FMCG/CPG to open direct dialogs with millennials and Z generations. All eyes are moving 
towards the Z Generation, the cohort that according to  eMarketer, has an estimated purchasing power of 
$143 billion a year.

Users on average are reportedly spending a minimum of 30 minutes daily on Snapchat. The platform offers 
a unique and powerful window for FMCG/CPG companies to reach younger generations. Some of the largest 
brands, including Mondelez, P&G, Reckkit and Unilever are already actively leveraging Snap ads for maximum 
impact. 

Johnson&Johnson successfully implemented a Snap campaign to drive efficiencies at scale, delivering over 
30 million impressions, at an average CPM of $1.342. Furthermore, Clean & Clear achieved strong interests 
through Snap Ads with over 104,000 Swipe Ups to the ®website. Check out the success story here.

FMCG advertisers should not be afraid to leverage the opportunities that AR brings to the advertising world. 
They should instead learn to harness the power of Snapchat, and embrace the new era of consumers who 
will soon hold the largest purchasing power. For example, by making two friends shop for a prom dress 
together and add on a virtual try-on app for Gucci shoes. Look at your feet through a Snap camera to see 
how the latest design would fit you and then simply push a purchase button! In addition to developing such 
lenses on the platform, Snap is also letting brands like MLB and Nike build Snapchat AR lenses into their 
own apps.

FMCG/CPG advertisers can Snap away to reach Gen Z members.
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https://www.emarketer.com/content/what-retailers-need-to-know-about-gen-z
https://forbusiness.snapchat.com/inspiration/johnsonjohnson-inc-sees-top-to-bottom-funnel-success-for-cleanclear
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To create a successful Snapchat campaign, FMCG/CPG advertisers should specifically focus on:

Defining the target audience, whether this be by gender, age, or hobby etc. 

Deciding if your campaign is to be run on a specific date, such as an international holiday.
Determining and applying these targeting and media inputs will help to identify the most 
optimal creative execution for your campaign.

Determining which metrics to value: play time, shares, or conversions. Establishing this 
from the onset will be helpful for the creative direction and ensuring the concept matches 
the goal.

Settling on which method will be used to measure success: impressions, playtime, click 
through, or app downloads etc. This will aid you in selecting the most effective formats 
(lens, snap ad, filter, etc), and provide you with a clear overview of your campaign.

No matter what your objective is, on Snapchat you’ll find solutions to help you reach your 
business goals (from awareness to driving consideration), ensuring you are able to 
transform your campaign into a success story.

Contact us to learn more about the opportunities
that Httpool can provide for your business. 

www.httpool.com
marketing@httpool.com 
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