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THE GREATER PICTURE 



C
o
p

y
ri

g
h

t 
©

 2
0

1
7

 T
h

e
 N

ie
ls

e
n

 C
o
m

p
a

n
y
. 

C
o
n

fi
d

e
n

ti
a

l 
a

n
d

 p
ro

p
ri

e
ta

ry
. 

2 

UNEMPLOYMENT 

GDP 

INFLATION 

CONSUMER 

CONFIDENCE 

INDEX 

10.4% 

5
,6

 

5
,5

 

6
,1

 

5
,4

 
2

,9
 

1
,8

 

1
,5

 

0
,7

 

0
,1

 

-0
,2

 

-0
,1

 

-0
,7

 

-1
,0

 

0
,3

 

0
,0

 

0
,5

 

0
,3

 

-0
,1

 

0
,1

 

1
,3

 

2
,6

 

2
,1

 

2
,4

 

2
,3

 

2
,0

 

2
,8

 

3
,5

 

3
,2

 

Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4 Q1 Q2 Q3 Q4

2012 2013 2014 2015 2016 2017 2018

1
1

,0
 

1
0

,5
 

1
0

,6
 

1
1

,6
 

1
0

,2
 

9
,8

 

9
,1

 

8
,3

 

8
,1

 

7
,4

 

7
,1

 

7
,8

 

6
,9

 

6
,4

 

6
,2

 

6
,0

 

5
,1

 

4
,9

 

4
,4

 

4
,5

 

4
,3

 

4
,1

 

3
,8

 

3
,9

 

3
,6

 

3
,8

 

3
,6

 

-1
,6

 

-1
,6

 

-2
,7

 

-0
,2

 
1

,7
 

2
,8

 

3
,8

 

4
,4

 

4
,7

 

4
,0

 

3
,9

 

3
,9

 

3
,1

 

2
,8

 

3
,6

 

1
,3

 

3
,1

 

2
,5

 

1
,9

 4
,3

 

3
,3

 

3
,9

 

4
,4

 

4
,4

 

4
,8

 

4
,9

 

5
,0

 

3
2

 

3
0

 

3
7

 

3
7

 

4
2

 

4
1

 

4
5

 

5
1

 

5
4

 

5
6

 

5
6

 

5
4

 

5
7

 

5
5

 

6
1

 

6
3

 

6
1

 

5
7

 

6
4

 

6
4

 

6
4

 

7
0

 

7
6

 

7
4

 

7
8

 

8
0

 

7
6

 

7
5

 

Hungary EU

Source:  Hungarian Central Statistical Office 

WAGE INDEX 
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ECONOMIC ENVIRONMENT IS IMPROVING 

FMCG growth 

in the last  

27 
quarters 
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GROWING OPTIMISM HAS SLOWED DOWN IN 2018 

CONSUMER 

CONFIDENCE 

INDEX 

Source:  Nielsen – Consumer Confidence Index 
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Fast Moving Consumer Goods market dynamics 

Europe - Austria, Belgium , Czech Rep., Denmark, Finland, France, Germany, Greece, Hungary, Ireland, Italy, Netherlands, Norway, Poland, Portugal, Slovakia, Spain, Sweden, Switzerland, 

Turkey, UK. 
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FY 2018 GROWTH RATES PER COUNTRY (VERSUS FY 2017) 
Fast Moving Consumer Goods market dynamics 
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HUNGARY 
Fast Moving Consumer Goods market dynamics* 

 * Data rerun for Drug channel enhancement until 2016 February 
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WHERE & WHAT  

WE SHOP 
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DISCOUNTERS MADE HEADWAY IN  2018 

MAT LY MAT TY MAT LY MAT TY

HYPERMARKETS LARGE ORGANIZED SMALL ORGANIZED

DISCOUNTERS INDEPENDENTS DRUG

+1,2% +4,4% 

Discounters Hypermarkets 

 

-4,5% 

Total Hungary 

2018 FMCG RETAIL OUTLET NUMERIC UNIVERSE  FUNCTIONAL CHANNEL VALUE SHARE % 
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DRUG 

FOOD 

Period:  2018 vs 2017 

ALMOST ONE THIRD OF THE FOOD MARKET IS 

PRIVATE LABEL 

FOOD PRIVATE LABEL BRANDED
PRODUCTS

Sales Value Change%  
TOTAL HUNGARY 

YTD LY

YTD TY

PRIVATE LABEL BRANDED PRODUCTS

DRUG PRIVATE LABEL BRANDED
PRODUCTS

Sales Value Change% 
TOTAL HUNGARY 

YTD LY

YTD TY

PRIVATE LABEL BRANDED PRODUCTS
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SHOPPERS PREFERENCES AND PERCEPTIONS 

REGARDING PRICE AND QUALITY HAS CHANGED 
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