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Notes of MailerTrack Information

1 2 3

MT review number represents 
number of promotion 

features (occurrence) done 
by each category/ retailer/ 

supplier in Mailer, Newspaper, 
In-store (CVS & Petrol 

Marts),Social Media & Digital 
Media

Price information is based on 
Published Promotion Price in 
mailer/newspaper/In-Store 

poster*/ social media / digital 
media and 

not everyday shelf pricing

Exclude Regional Data
(Mailer/ Newspaper only for 

particular Region/ Outlet) 
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Include 
Range 

Discount & 
Buy X Free Y 
Promotions



16 years of partnering key retailers to provide effective competitive and 
go-to-market information

YEAR MAILER TRACKING NEWSPAPER TRACKING IN-STORE TRACKING SOCIAL MEDIA TRACKING

2021 -
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2017 -

2016 -
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Promotion in MailerTrack 2.0 break down into 3 different types:

Normal Promo Range Promo Buy X Free Y

Where the promotion advertised with 

one product description and one price

Where promotion comes with a range 

that is in percentage discount/ in price 

discount range

Where there are no prices advertised for 

the product, and it’s only bought a 

product get another product for free



Social Media started tracking in 2020 covering promotions from retailers official account on 
Facebook & Instagram and their own Mobile Apps

Retailer Website Facebook Post Facebook Mailer Video Post

*Will use Facebook as the based, if there’s different ads in Instagram / Mobile Apps
We will also include it in



Digital Media started tracking in 2022 covering promotions from Retailer Website and E-
Catalogue (which can be accessed via QR code or softcopy only)

Retailer Website E-Catalogue

*Prior before 2022 data in MailerTrack any promotions that were sourced from 
Retailer websites were tracked under Mailer source type
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1) Evolution of Advertised Promotion (Mailer, Newspaper, In-Store, Social Media & Digital 

Media)

2) Importance of House Brand

3) Price Competitiveness

Source: MailerTrack - All channels, excluding regional promotion, Jan-Jun 2022 vs 2021



Social Media contributed to 62% of total promotions in 1H 2022, with 40% of these promotions coming 
from Pharmacies that adopted Range promo type since it able to advertised for total categories 
discount in a single post to show things simple and clear (such as weekend deals – Total Oral Care @ 
40% off) 
Digital Media source type was newly added in 2022, which are mainly catalogue promotions in 
softcopy/QR versions
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Share

TOTAL PROMO FEATURES NORMAL PROMO RANGE PROMO BUY X FREE Y

4% 1% 45% -49%

16% 12% 93% -84%

21% 17% 285% 161%

5% -4% 116% -31%
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Decline in Feb22 promotions was driven by retailers and suppliers promoting in Jan22 due to the CNY 
festive falls in early Feb22. Promotions recovered in Mar22 as "Back to School," "Ramadhan," and "Baby 
Fair" promotions all falls in the same month but decreased in Apr22 and saw a downward trend 
despite Raya festive in May22
There hasn't been any new trend since government announced reopening of the border in Apr22
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Growth by 4% in total mailer was mainly contributed by Supermarket, which increased by 20% vs YAG. 
This is due to TF Value Mart have started back promoting Mailer promotions in 2022 , while increased 
from other Supermarket such as Jaya Grocer that nearly doubled their promotion vs YAG
Aeon Group (Aeon Big, Aeon, Aeon Wellness and MaxValu) contributed 78% in newly added, Digital Media 
promotion
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Giant and Health Lane Pharmacy were the only retailers that publish more physical mailers than social media 
promotions; both retailers also maintained their share of promotion through all the tracked mediums vs YAG. 
Meanwhile, NSK have stopped promoting mailers and instead only focused on newspaper and social media 
promotion in 1H 2022
Pandemic has drive to digitalization, few retailers such as Aeon Group, Cold Storage, Pasaraya Big, Alpro Pharmacy, 
Constant Pharmacy and Giant Mini have started promoting via Digital Media

11

Mailer Social Media Newspaper In-Store (CVS & PMart)
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Health & Beauty was the most promoted department in Mailer and Social Media promotion. This 
department saw minimal growth in Mailer but increased significantly by 16% in Social Media 
promotions which mainly contributed by Pharmacies
As for Digital Media, Grocery was the most featured department in this newly added medium
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All Top 3 categories in Social Media promotions decreased which led to decline by 5% for Social Media 
promotions. Fresh produce such as Vegetables and Fruits promotions were more focused in 
newspaper medium whereas noted reduced in Social Media medium mainly from Segi Fresh retailer 
Milk Powder category had the highest growth, increased by 33% and 30% in Mailer and Social Media 
promotions respectively in 1H 2022
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Promotion Features by Source by Categories [Hypermarket, Supermarket, CVS & Petrol Mart]



Facial Care remain as the leading category in both Mailer and Social Media promotions for Pharmacy channel, 
noted to have also doubled up growth in newspapers mainly from Caring, whom noted to have reduced in their 
social media postings and have resume back in Newspaper promotions since Jul2021
It’s an effective tools to promote as retailers might be able to collect the feedback and increase the engagement 
such as customer live chat, commenting & etc
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Promotion Features by Source by Categories [Pharmacies]



As advertisement that created through Social Media able to be interacting and lively to catch the 
attention, this may help to explain on the increment of implementation from Watsons (+28%)
Despite a 4% growth in total mailer promotions, Aeon Group (Aeon Big, MaxValu, Aeon and Aeon 
Wellness) went against the market, declining in promotions by 14%-65% vs YAG
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Number of Mailer and Digital Media issued  by Aeon Big increased in Q2-22 but ave. number of features 
noted reduced
Promotion features at Aeon Big for each department also maintained in every quarter
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Similar like Aeon Big, AEON's number of Mailer and Digital Media issued increased in Q2-22 but ave.
number of features noted reduced
TF Value Mart who have started promoting back 
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Ave. number of Mailer and Digital Media promotion issued by Top pharmacies maintained in 1H 2022
By looking at average number. of Mailer and Digital Media features, Aeon Wellness had the lowest 
features compared to other Top pharmacies
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Fresh in Watsons: Mushroom; Chilled & Frozen in Pharmacies: Cheese, RTD Juice, Pasteurised Milk, RTD Juice & Yogurt



Social Media posting was mainly contributed by Lotus, Giant & Aeon Big in 1H 2022 with more than 
100 posting per quarter
In 1H 2022, Mydin have also increased significantly in Social Media issued but ave. number of features 
per Social Media reduced
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Billion ave. number of Social Media features increased in Q2-22 which resulted to increase in 
number of features for every departments except for Fresh
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Aeon Wellness number of Social Media issued decline in Q2-22 but ave. number of features 
increased
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Nestle was the most promoted suppliers in Newspaper, Social Media and newly added, Digital 
Media. As for Mailer promotion, Unilever maintained as Top promoted suppliers. 
Vinda total promotions across all mediums have increased by 18% while NTPM and Kimberly Clark 
maintained vs YAG
F&N promotions decreased by 8%-25% in all mediums which resulted to 15% decline in total 
promotions vs YAG; Coca Cola total promotions saw a slight decline by 4% vs YAG which mainly due to 
their decreased by 21% in Mailer promotions
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House Brand promotions have growth slightly by 1%, mainly contributed by increased from Lotus’s 
and 7-Eleven
As compared to hyper/super and pharmacy, major hyper/super such as Giant, Mydin and Aeon Big 
have reduced in promoting House Brand while Top pharmacies maintained
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Source: MailerTrack Jan-Jun 2022 vs 2021, Mailer, Newspaper, In Store, Social Media & Digital Media Excluding Regional Data
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1H 2022 basket price increased by 4%vs 
YAG; Only Rice, Shampoo, CSD and Black 
Sauce spotted slight reduced in promo 
price
Fruits, Meat and Yellow Fat promo price have 
increased significantly by 10%-26% while other 
categories noted an increase below than 10% vs 
YAG
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Source: MailerTrack – All Channels, excluding Regional promotion, Jan-Jun 2022 vs 2021
Basket price derived from the total direct match item from either mailer or newspaper. The basket is calculated from average promotion price which the products in the selection must advertised at 
least one time in every month of Jan-Jun 2022 & 2021, If there are more than one promotion done, the average price will be used instead of the lowest

RM 5,301.28 RM 5,513.71

Jan-Jun21 Jan-Jun22

(For Top 10 Matching SKUs for the 

Top 30 categories)

Rank Top 30 Categories
Basket Price for the Top10 Matched Features 

Jan-Jun 22 vs 21

1 Facial Care 3%

2 Personal Wash 1%

3 Health Supplement 0%

4 Vegetables 0%

5 Rice -1%

6 Milk Powder 2%

7 Frozen Food 9%

8 Fruits 10%

9 Snack Food 5%

10 Confectionary 6%

11 Cosmetic 8%

12 Biscuit 3%

13 Seafood 2%

14 Shampoo -3%

15 CSD -1%

16 Baby Diaper 3%

17 Detergent 1%

18 Meat 26%

19 Noodle 4%

20 Health Food Drink 3%

21 Sanitary Protection 1%

22 Toothpaste 9%

23 Hair Conditioner 7%

24 Coffee Mix 5%

25 Liquid Milk 4%

26 Yellow Fat 17%

27 Hand&Body Lotion 6%

28 Deodorant 5%

29 Black Sauce -1%

30 Dishwashing Agent 7%

Basket Price Growth Rate for the Top 30 Categories & Top 10 Matched Features



Contact Details

Intrack Market Services Pte Ltd
12 Marina View, #23-01 Asia Square Tower 2, 
Singapore 018961
T: + 65 6317 8770
F: + 65 6317 8889

Intrack Market Services Sdn Bhd
100.3.021, 129 Offices, Block J, Jaya One
No 72A, Jalan Universiti,
46200 Petaling Jaya, Selangor, Malaysia
T: + 603 7491 0681
F: + 603 7491 0682

Contact persons:
Soon Chee Kwang

HP: +6019-314 1513

Email: soonck@intrack.com.my

Scan & Download 
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