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What has impacted the consumers this year?
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Reduced impact on consumers &businesses:s

Increased OOHKactiyities |

| Shortages of FMCG goods
| Rising energy costs
| People displacement

Increased costs of raw materials | | All time-high reached

Pressure on manufacturing costs continue | Inflation J@| Global GDP forecast to slow from
~

Rising CN-TW & CN-US tensions | 6.0% (2021) to 3.2% (2022)
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Consumer Climate in Europe on a record low
Confidence plunged below early pandemic levels
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Top 3 major concerns in CEE stay the same
Budget, safety and physical health

Waste and pollution
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Budget (In)Security Q ‘

— — — — — — — — — — — — — — — — — — — — — — — — — — — — — ————— — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — ——— — — — — —y

I . I ;
| % struggllng — Spring Wave I % employment at risk —  Spring Wave |

| m— Autumn Wave I m— Autumn Wave |

Ukraine: 45% in Autumn Wave Ukraine: 46% in Autumn Wave

O I'm just making ends meet Russia: 26% in Autumn Wave Russia: 22% in Autumn Wave
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4 out of 10 CEE shoppers are struggling financially
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| 17% are currently worried their job is at risk
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Source: GfK, Behavior Change survey CEE EU-8 n=4,214 April 2022; n=5,244 November 2022



Budget (In)Security Q
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Exposure and coping strategies

Factors
Where you live  Food inflation Budget
10 & B, |
[ET Behavior
—1
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Inflation hits everyone, but some more than others, depending on
location and buying behavior

Exposure levels vary due to socioeconomic differences Inflation by country | September 2022
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Coping strategies in reaction to continued inflation

| Growing behaviors
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Save on eating out vs. special dining at home !
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FMCG: conscious purchasing and food prep

Growing behaviors (much) more than before
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...check prices

...search for / wait for promotions
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...use up leftovers / cut down food waste

..do home cooking
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...switch retailers to cheaper ones

N
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...shift from premium brands to cheaper ones
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: ..try to keep total basket amount low
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Declining behaviors (much) less than before

I
I
I
: ..treat myself with something special
I
| ..buy for others
|

Source: GfK, Behavior Change survey CEE EU-8 n=4,214 April 2022; n=5,244 November 2022
© GfK 10



Romania: FMCG Trading UP/ DOWN distribution (1-9/2022) GFK

Changes in Trading-Up/Down Total
prices paid + (demand & offer)
1.0% ‘ FMCG is affected by:

Moderate/ no Significant inflation Extreme inflation with
inflation with with trading UP

: trading UP
trading UP 35% o
14% : 2%
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GfK Romania | Consumer Panels & Services | Total FMCG | Only categories with penetration higher than 2% in YTD Sep2022 were selected




Ukraine: FMCG growth due to basket increase, with food inflation at 24% GFK
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Growth of FMCG sales Increase of spend per trip
Jan-Sep 22 vs. 21 Jan-Sep 22 vs. 21

Volume per HH Spend per trip Trip size (pcs) Av. Pack size Frequency




Russia: Attitudes towards the withdrawal of foreign companies

% %
oF

Percentage of consumers who say....

%
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..they will not be upset .. they hope that foreign .. they will be happy to buy

because of the withdrawal of companies that have again the goods of foreign

foreign companies from the announced their withdrawal companies that have

Russian market, they will buy from the Russian market will announced their withdrawal

Russian goods return soon from the Russian market, if they
return

Base: October (n=1046)
QU101. To which extend do you agree with each of the statements listed below? T2B

2-Dec-22 = Title of pr *X T X dynamics to September © GfK 1B



How to stay ahead

m Create and maintain strong consumer-brand relationships
m Honest and empathic communication

m Build trust in quality - more important than price

m Prevent too heavy PL share gains (likely to be long lasting)

m Be were the shopper is. Note: Discounters gaining market
share in all countries

m Understand category dynamics driven by different shopper
segments and trading up-/down strategies
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Commercial Director Consumer Panels CEE

tobias.schediwy@gfk.com
+43664 3262629



mailto:tobias.schediwy@gfk.com

	CEE Shoppers� �Behavior change in the age of permacrisis��Tobias Schediwy, GfK�
	What has impacted the consumers this year? 
	Consumer Climate in Europe on a record low
	Top 3 major concerns in CEE stay the same
	Slide Number 5
	Budget (In)Security
	Exposure and coping strategies
	Inflation hits everyone, but some more than others, depending on location and buying behavior
	Coping strategies in reaction to continued inflation�
	FMCG: conscious purchasing and food prep 
	Romania: FMCG Trading UP/ DOWN distribution (1-9/2022)
	Ukraine: FMCG growth of 13% due to basket increase
	Slide Number 13
	How to stay ahead
	Slide Number 15

