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Welcome to the Q1 2010 edition of Consumer Index.  

We hope you find it interesting.  Please do not hesitate 

to contact us if you have any questions or comments.
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Overview of Trends

Increase of more than 0.5%

Increase/decrease of 0.5% or less

*Greece: Chilled Food = Dairy products only; Home and Personal Care are one single category

Decrease of more than 0.5%

Category not covered

Fresh Food

Chilled Food

Packaged Grocery

Frozen Food

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Food

Austria France GBGermany Greece* Ireland Italy Netherlands Portugal Scandinavia Spain

FMCG Consumer Dashboard
% Value Change Q1 2010 vs Q1 2009

Richard Herbert
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Supermarkets

Hypermarkets

Discounters

Drug Stores

Other 

GDP (Value) +0.4%

Rate of  Food Inflation (Value) -1.3%

+9.8%

-3.5%

+2.2%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009Q3 2009 Q4 2009 Q1 2010

Austria – Trade Channels

Austria – Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Total FMCG

Supermarkets

Hypermarkets

Discounters

Drug Stores

Other

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Q1 2010 Key Indicators

Year-on-Year % Change

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Austria – Category Trends
Year-on-Year % Change (Value)

MAT  Q1 2008 MAT  Q1 2009 MAT  Q1 2010

1.8

3.9

1.6

0.0

-2.1

4.8

-3.7

0.8

3.4

9.7

0.1

-2.0

-2.0

0.0

-4.7

1.5

2.1

4.3

2.9

3.4

-2.2

-3.4

7.9

-2.4

-2.9

1.1

-2.9

1.2

-4.7

3.9

0.5

-3.0

4.0

0.6

2.5

3.7

3.7

8.1

1.3

-5.8

+0.6% -1.1%-0.5% -1.3%

0.1

1.5

3.5

2.1

-5.6

-2.5

0.5

2.6

4.1

6.5

-5.5

-3.7

-2.2

-1.4

1.7

-1.5

-3.8

-6.0

8.1

24.5

21.7

33.4

12.3

7.2

25.1

20.9

34.6

12.3

7.2

24.1

21.7

34.9

12.1

Consumer Index

Austria Q1 2010
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France Q1 2010

GDP (Value) +1.1%

Rate of  Food Inflation (Value) +0.1%

+17.1%

+0.6%

+2.1%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Q1 2010 Key Indicators

Year-on-Year % Change France - Category Trade
Year-on-Year % Change (Value)

Q2 2009 Q3 2009 Q4 2009 Q1 2010

France - Trade Channels
FMCG Value Share

Hypermarkets

Supermarkets

Soft Discounters

Hard Discounters

Other 

Q3 2009 Q4 2009 Q1 2010

France - Trade Channels
Year-on-Year % Change (Value)

Total FMCG

Hypermarkets

Supermarkets

Soft Discounters

Hard Discounters

Other

0.9

0.0

-0.1

4.5

2.4

3.5

-0.9

-4.2

1.5

2.1

0.9

-2.8

-0.1

1.8

3.3

5.9

7.0

3.0

6.2

3.0

2.6

0.9

1.8

3.8

4.8

6.9

4.4

0.7

6.0

3.4

1.3

-0.9

0.3

2.6

2.9

4.6

4.5

0.2

6.8

5.1

+0.4% -1.1% -0.6% 0.1%

0.9

4.5

-3.3

0.0

0.4

-3.2

1.3

2.8

0.0

0.3

1.0

-1.4

2.6

3.9

1.6

-0.3

3.0

-0.9

5.0
5.4

29.9

42.6

17.2

5.3
5.3

29.3

42.9

17.2

5.7
5.6

28.1

43.8

16.8

5.6
5.3

27.3

45.0

16.7

MAT Q1 2007 MAT Q1 2008 MAT Q1 2009 MAT Q10 2010
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GDP (Value) +1.7%

Rate of  Food Inflation (Value) -0.8%

-0.9%

-4.7%

+1.3%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Q4 2009 Q1 2010

Germany - Trade Channels

Germany - Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Total FMCG

Hypermarkets

Supermarkets

Hard Discounters

Soft Discounters

Other

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Year-on-Year % Change
Germany - Category Trade

Year-on-Year % Change (Value)

Q1 2010 Key Indicators

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Hypermarkets

Supermarkets

Hard Discounters

Soft Discounters

Other 

-0.1

0.6

-6.2

3.4

-1.2

2.4

-5.6

1.9

8.0

-6.9

-2.4

-3.1

1.4

-3.5

0.1

-0.9

4.4

4.3

-0.8

-0.8

-1.9

-0.3

2.0

-0.4

-4.3

-0.7

0.7

-1.0

-2.3

-3.0

-0.3

-4.4

3.4

-1.6

2.7

4.4

-0.2% -2.6% -2.3% -0.8%

-2.4

-4.8

-1.2

2.5

-1.7

-4.0

-1.0

-2.9

0.1

-0.5

0.1

-1.5

-0.8

-0.6

1.9

-1.6

-4.4

0.0

10.7

25.6

20.7

20.3

22.7

10.9

26.2

20.5

20.1

22.3

11.3

26.9

20.0

20.1

21.8

11.5

26.7

20.3

19.8

21.7

MAT Q1 2007 MAT Q1 2008 MAT Q1 2009 MAT Q1 2010

Consumer Index

Germany Q1 2010
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Great Britain Q1 2010

GDP (Value) -2.9% (Q4 09)

Rate of  Food Inflation (Value) +1.8%

+15.4%

-0.7%

+3.5%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Q4 2009 Q1 2010

Great Britain - Trade Channels

Great Britain - Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Year-on-Year % Change Great Britain - Category Trade
Year-on-Year % Change (Value)

Q1 2010 Key Indicators

Q2 2009 Q3 2009
Q4 2009 Q1 2010

Total FMCG

Top 4

Other Multiples

Hard Discounters

Chemists-Drugstores

Total Independents

All Others

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Top 4

Other Multiples

Hard Discounters

Chemists-Drugstores

Total Independents

All Others

5.8

5.3

5.2

9.2

3.7

8.9

0.1

1.0

3.5

7.8

4.4

1.9

3.9

5.5

2.9

7.6

4.3

3.8

5.1

8.1

2.8

1.1

1.3

3.9

-1.3

7.4

4.7

1.9

3.1

9.7

4.3

3.4

2.5

4.5

0.9

8.5

4.4

4.2

3.9

9.6

+6.1% +2.6% +1.7%

4.4

6.2

0.9

0.8

-9.2

7.1

-10.0

4.3

6.1

0.4

1.4

-1.8

5.6

-10.1

2.8

3.7

0.5

0.4

3.3

3.2

-15.7

+1.8%

1.5
2.0

3.2
5.0

15.0

66.6

1.4
1.7

3.1
5.1

14.6

67.5

1.8
3.4
4.5

15.1

66.0

2.2

MAT Q1 2008 MAT Q1 2009 MAT Q1 2010
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GDP (Value) -2.5%

-1.6%Rate of  Food Inflation (Value)

NA

-10.1%

+4.6%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Greece – Trade Channels
FMCG Value Share

Q1 2010 Key Indicators

Year-on-Year % Change

Greece – Trade Channels
Year-on-Year % Change (Value)

MAT Q1 2008 MAT Q1 2009 MAT Q1 2010

Supermarkets

Discounters

Other

Q4 2009 Q1 2010

Total FMCG

Supermarkets

Discounters

Other

Q3 2009

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Total FMCG

Food Price Index

Non Alcoholic

Drinks

Dairy Products

Personal &

Home Care

Greece – Category Trends
Year-on-Year % Change (Value)

8.0

0.7

-1.8

-2.3

5.0

0.6

-6.6

-7.5

-6.2

-12.5

-18.2

-4.0

0.4

-7.2

-10.7

-14.3

-0.8%+3.3% -1.6%+1.9%

5.0

8.0

-4.2

-11.5

0.4

2.7

-11.4

-4.8

-6.2

-2.1

-23.7

-18.7

12.7

80.6

6.7

12.9

79.8

7.3

11.3

82.1

6.7

Consumer Index

Greece Q1 2010
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-6.4

-8.3

-3.1

-4.2

-6.9

-9.1

-6.1

-6.5

-8.5

-14.6

GDP (Value)

Rate of  Food Inflation (Value)

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

-6.4

-8.3

-3.1

-4.2

-6.9

-9.1

-6.1

-6.5

-8.5

-14.6

Q3 2009 Q4 2009 Q1 2010

Ireland – Trade Channels

Ireland – Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Total FMCG

Supermarkets

Discounters

Symbols

Other

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Q1 2010 Key Indicators

Year-on-Year % Change

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Ireland – Category Trends
Year-on-Year % Change (Value)

MAT Q1 2007 MAT Q1 2008 MAT Q1 2009 MAT Q1 2010

-8.0%

+31.3%

-5.6%

-6.1%

-5.1%(Q4 09)

Supermarkets

Discounters

Symbols

Other 

-5.4

-6.4

11.5

-5.9

-12.2

-6.4

-7.2

5.9

-4.0

-14.1

-8.0

-7.6

2.1

-22.1

-8.1

6.2

6.5

79.2

8.1

5.9

7.0

80.0

7.1

5.8

7.5

79.2

7.6

5.4

8.5

78.7

7.5

-2.0

-3.3

3.4

4.7

-3.7

-15.1

-1.9

-11.2

-4.7

-13.5

-5.4

-6.9

-3.4

1.1

-2.7

-12.4

-2.4

-13.1

-9.8

-17.1

-8.0

-11.0

-5.7

-3.6

-14.2

-3.5

-12.6

-15.5

-9.6

-8.7

-6.4

-8.3

-3.1

-4.2

-6.9

-9.1

-6.1

-6.5

-8.5

-14.6

-8.0%-5.0% -7.4%+1.0%

Ireland Q1 2010
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Italy Q1 2010

GDP (Value) +0.8%

Rate of  Food Inflation (Value) +0.1%

-5.1%

+16.7%

+3.2%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Q4 2009 Q1 2010

Italy  - Trade Channels
Year-on-Year % Change (Value)

Total FMCG

Hypermarkets

Supermarkets

Discounters

Other

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Soft Drinks

Personal Care

Home Care

Pet Foods

Q1 2010 Key Indicators

Year-on-Year % Change

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Italy  - Category Trade
Year-on-Year % Change (Value)

MAT Q1 2007 MAT Q1 2008 MAT Q1 2009 MAT Q1 2010

Italy - Trade Channels
FMCG Value Share

Hypermarkets

Supermarkets

Discounters

Other

1.5

1.9

-0.5

1.5

2.4

5.3

1.8

1.8

6.5

0.6

-0.8

-0.2

2.5

0.1

4.2

2.0

2.3

3.7

1.1

0.0

-1.9

4.1

1.5

4.3

5.0

2.8

6.9

+0.9% +0.4% +0.1%

2.4

2.5

0.9

1.2

0.6

0.9

-0.3

0.2

0.8

+2.4%

1.5

1.9

2.7

-0.5

3.5

0.6

2.4

3.2

-4.6

3.0

1.1

1.7

2.2

-1.8

4.9

8.0

44.6

14.6

32.8

8.4

45.2

14.8

31.6

8.7

46.0

14.9

30.4

7.7

44.1

14.1

34.1
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GDP (Value) +0.1%

Rate of  Food Inflation (Value) -1.6%

+52.4%

-1.8%

+1.4%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Q4 2009 Q1 2010

Netherlands  - Trade Channels

Netherlands  - Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Total FMCG

Supermarkets

Hard Discounters

Other

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Year-on-Year % Change

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Netherlands  - Category Trade
Year-on-Year % Change (Value)

Supermarkets

Hard Discounters

Other

Q1 2010 Key Indicators

MAT  Q1 2007 MAT  Q1 2008 MAT  Q1 2009 MAT  Q1 2010

6.5

5.8

3.9

7.8

10.8

8.2

4.9

9.4

4.0

14.3

1.8

-0.5

-1.3

2.0

3.9

4.9

5.9

7.8

9.4

2.1

0.6

1.2

0.0

1.2

-1.8

-1.5

1.0

2.8

-2.1

-1.6

-0.2

-1.4

-1.1

1.1

-3.7

-0.1

0.8

0.8

3.2

3.5

+3.7% -0.5% -1.6%-1.2%

1.3

2.1

-1.2

0.0

-0.6

1.5

-5.0

-5.6

0.6

1.0

0.5

-1.3

11.9

71.7

16.5

12.2

71.5

16.3

13.6

70.6

15.8

13.4

71.1

15.5

Netherlands Q1 2010
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Consumer Index

Q1 2010 Key Indicators

Year-on-Year % Change

Hypermarkets

Supermarkets

Discounters

Traditionals

Other

GDP (Value) +1.7%

Rate of  Food Inflation (Value) -4.2%

+23.9%

-4.4%

+2.8%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Q4 2009 Q1 2010

Portugal – Trade Channels

Portugal – Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods

Q3 2009 Q4 2009 Q1 2010

Portugal – Category Trends
Year-on-Year % Change (Value)

Q2 2009

Total FMCG

Hypermarkets

Supermarkets

Discounters

Traditionals

Other

MAT  Q1 2007 MAT  Q1 2008 MAT  Q1 2009 MAT  Q1 2010

0.2

-0.5

0.8

-2.2

5.8

11.3

6.2

2.9

-2.5

-11.3

-2.1

-6.4

1.4

-6.2

8.5

3.1

3.1

3.3

4.6

3.8

-3.6

-1.8

-1.9

-2.0

-25.7

5.0

-7.3

-0.9

-2.1

7.5

-3.4

-3.2

-2.2

-7.3

0.1

-0.9

-0.8

-0.1

5.5

2.5

-2.2% -6.1% -5.2%

-2.1

-9.1

9.4

-19.9

-9.5

-6.8

-3.4

-7.4

5.2

-10.6

-12.5

-9.3

-3.6

-5.3

1.6

-12.6

-8.0

-8.7

8.2

18.1

37.2

27.6

8.9

7.1

16.7

38.7

28.3

9.2

6.4

17.7

40.3

25.9

9.6

5.8

16.7

44.2

24.5

8.9

-4.2%

Portugal Q1 2010
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Scandinavia Q1 2010

Hypermarkets

Supermarkets

Discounters

Other

GDP (Value) 

Rate of  Food Inflation (Value) +0.7%

+41.3%

+5.2%

-1.7%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q2 2009 Q3 2009 Q4 2009

Scandinavia – Trade Channels

Scandinavia – Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Total FMCG

Food Price Index

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Soft Drinks

Personal Care

Home Care

Pet Foods

Q4 2009 Key Indicators
Year-on-Year % Change

Q2 2009 Q3 2009 Q4 2009

Scandinavia – Category Trends
Year-on-Year % Change (Value)

Q1 2009

Total FMCG

Hypermarkets

Supermarkets

Discounters

Other

MAT Q4 2006 MAT Q4 2007 MAT Q4 2008 MAT Q4 2009

-3.7

-3.9

-7.3

0.5

-3.3

-1.8%

17.8 21.9 21.7 22.6

36.3

30.7 34.4 32.7

25.2 20.4 16.2 16.5

20.8
27.0 27.6 28.3

-0.4

-5.2

-3.7

-0.3

-1.7

-3.0

-0.6

-2.1

0.0

-3.7

-7.6

-4.3

-1.2

-3.5

-5.2

-2.9

-7.4

8.2

-1.5

-1.9

-5.6

4.5

3.2

-1.4

-6.0

0.8

19.8

2.6

-1.8

1.9

4.9

2.3

-0.8

3.3

27.9

-0.2

+4.1% +1.9% +1.5% +0.7%

-1.5

0.6

-5.9

2.4

-0.9

2.6

3.4

-1.2

6.0

4.2

Please note: 
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Consumer Index

Spain Q1 2010

GDP (Value)  -1.2%

Rate of  Food Inflation (Value) -2.4%

+2.7%

+14.9%

-6.0%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Q4 2009 Q1 2010

Spain  - Trade Channels
Year-on-Year % Change (Value)

Total FMCG

Food Price Index 

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Year-on-Year % Change

Q2 2009 Q3 2009 Q4 2009 Q1 2010

Spain  - Category Trade
Year-on-Year % Change (Value)

Total FMCG

Hypermarkets

Supermarkets

Hard Discounters

Soft Discounters

Other

Q1 2010 Key Indicators 

Spain - Trade Channels
FMCG Value Share

MAT Q1 2007 MAT Q1 2008 MAT Q1 2009 MAT Q1 2010

Hypermarkets

Supermarkets

Hard Discounters

Soft Discounters

Other 

-1.2

-2.1

-2.7

1.2

-0.5

8.4

4.9

-6.3

2.6

-2.0

-3.2

-3.3

0.4

0.3

2.4

2.9

-5.0

2.3

0.3

0.5

-3.3

2.8

1.8

3.4

1.0

-5.7

1.2

-0.5

-0.2

-6.0

0.8

2.2

9.7

5.4

-1.6

1.2

-0.1% -2.2% -2.4% -2.4%

-1.8

-5.4

1.1

-3.9

-2.1

-7.9

-0.4

-4.5

2.8

-1.7

-1.3

-3.6

0.3

-1.5

8.1

4.6

-9.9

9.3

6.6
3.3

37.1

16.9

36.1

10.0

3.0

38.1

15.5

33.4

10.2

3.2

38.0

15.3

33.3

10.2

3.1

39.4

14.9

32.4
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Definitions

CATEGORIES UNIVERSE:
FMCG:

Categories:

TRADE CHANNEL DEFINITIONS:

Hypermarkets Supermarkets OthersSoft DiscountersHard Discounters

France

Austria

Great Britain

Germany

Greece

Republic of

Ireland

Italy

Netherlands

Portugal

Scandinavia

Spain

Selling area > 2500m2 

Selling area > 2000m2 

(excluding hard 

discounters)

Top 4 multiples: Tesco, Asda, 

Sainsbury's, Morrison

Selling area : 400m2 to 

2500m2 (excluding 

hard discounters)

Group Carrefour, 
Sklavenitis, 
AB-Vasilopoulos, 
Veropoulos (Spar), 
Galaksias, Atlantik, 
Masoutis, 
My Market, 
Arvanitidis, Other

Selling area from 

400m2 to 2000m2

Ed, Leader Price, Netto, 

Le Mutant

Penny, Plus, Netto

Penny, Plus, Zielpunkt

Lidl, Aldi, Norma, 

Colruyt

Hofer, Lidl

Small hypermarkets: 

800m2 - 1500m2

Medium hypermarkets: 

1500m2 - 5000m2

Large hypermarkets: 

> 5000m2

Selling area > 2500m2 

Assortment must 

include Grocery, 

white and brown 

Domestic Appliances, 

Clothing and Footwear.

no hypermarkets

no hypermarkets

Selling area > 2500m4

Selling area > 2500m2

Selling area > 2500m3

Selling area < 2500m2

Sellin area from 

450m2 to 2550m2

All retailers excluding 

hard discounters

Selling area : 

400m2 to 2500m2 

(excluding hard 

discounters)

Selling area from 

400m2 to 800m2

Selling area : 

400m2 to 2500m2

(excluding hard 

discounters)

Typical multiple 

(no hypermarkets 

in this country)

Aldi, Lidl

Aldi, Lidl

Aldi, Lidl

Lidl, Minipreco

Aldi, Lidl, Plus, Familia 

(Eroski group)

no soft discounters

no soft discounters

no soft discounters

Netto, Willys, Rema 

1000, Coma, Alta, 

Kiwi, Coop Prix

Dia, Maxi Dia, Dia 

Market

Aldi, Lidl, Norma

Dia, Lidl, Aldi

Lidl, Eurospar, Dico, Penny

Lidl, Aldi, Netto no soft discounters

Specialists such as 

pharmacies, 

butchers, bakeries, 

fishmongers, etc.
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Consumer Index

Sources & Methodology

METHODOLOGY: 

KEY INDICATORS :
Panel data indicators

Eurostat data indicators:

KEY COUNTRY FACTS:
Source: CIA World Fact Book

Country Individual Population
(in 000's)

Number Of Households
(in 000's) (2008 est.)

GDP per Capita

Austria
Denmark
France
Germany
Great Britain
Greece
Ireland
Italy
Netherlands
Portugal
Spain
Sweden

PANEL
Líder en conocimiento del consumidor

PANEL

Western Europe
Eastern Europe

US
Worldpanel - Asia Worldpanel - Latin America

The Europanel Consumer Index is part of the Consumer Index series

8,312
5,476
60,470
82,315
60,600
10,737
4,240
57,993
16,358
10,599
44,474
9,000

3,538
2,532
26,130
38,477
25,000

1,484
21,686
7,190
3,772
16,340
4,300

$39,200
$38,900
$32,700
$34,800
$37,400
$32,100
$47,800
$31,000
$41,300
$22,000
$36,500
$36,900


