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More modern and convenient formats
…in the form of discounters
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Digitalization & 
Connected
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What do we buy online?

Source: GfK FutureBuy 2018 | European Online Penetration for Categories
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Wearables

Audio devices

Computing

Smartphones / cell phones

TV & video devices

Financial Services

Small home appliances

Toys

Clothing/fashion

Major home appliances

Baby Care

Beauty and personal care

Replacement auto or truck tires

Pet food and accessories

OTC healthcare

Shaving

Households washing and cleaning products

Packaged  food and beverages

Penetration %
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Europeans are more traditional than 
global shoppers…

Source: GfK FutureBuy 2018
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Traditional retail stores are much less important in my shopping than a
few years ago

I look forward to being able to pay for more and more transactions
from my mobile device

I prefer to pay for something in a store using my mobile devices

I can see a future where traditional retail stores are not a big factor in
how I shop

I would be more likely to visit a retail store that offered some sort of
augmented reality or virtual reality experience

Shopping online saves money

Global Europe



© GfK

We prefer to pay with cards for our shopping
Payment forms (packaged grocery and beverages)

Source: GfK FutureBuy 2018
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...and if we don’t buy online, it’s because

Source: GfK FutureBuy 2018
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23,1
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Let me see and feel the products before I buy

Can get products sooner

Returns are more hassle-free

I'm routinely shopping there already

Wanted to get help from sales staff

Global Europe
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FMCG online typical for younger shoppers

 Young Singles/Couples (< 50 Yrs Old),
No Kids

 Families with Youngest Child up to 5
Years

 Families with Youngest Child up to 6-14
Years

 Families with Teens & Young Adults
(15+)

 Families 3+ Adults, No Kids  Older Singles/Couples (50 Yrs Old +), No
Kids

CZ

GfK Consumer Panel Services, Index oproti populácii v štruktúre jednotlivých skupín kupujúcich
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Big cities including capitals are driving 
the FMCG online shopping
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For certain target groups, online has 
become a substantial shopping channel

4,4 5,0

8,8

up to 5k up to 5-100k above 100k

Share of Online within Young S/C

13,9%»

Young S/C in big cities who shop FMCG online
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In the last 5 years, all types of shoppers contributed to 
online sales growth, regardless of age

Contribution to growth of online FMCG sales by target groups MATJune2019 vs MATJune2015
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36,4

25,1

Young singles/couples Families Older singles/couples
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Convenience & 
Time



Time and its perception determines almost all aspects of our lives

Role of time
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17,6
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Everything changes too fast

I would like to do more in my free time

I wish to have more time and less stress in everyday's
life

Stress has significantly grown in my life

I think my free time is too short

Daily duties fill up my free time

Too many tasks everyday to tackle

I hardly manage to clean and do laundry

Younger S/C (<50) Older S/C (>65)
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22 26

19 20

CZ '13 CZ '19

I shop around to get better deals

Agree Neutral Disagree

… and our shopping behaviour

21,0

25,3

MAT'15 MAT'16 MAT'17 MAT'18 MAT'19

Willing to pay somewhat more 
if saving time when shopping

CZ



More than half in both countries are either planning upfront or 

making quick decisions at POS

… and our shopping behaviour

Plan shopping upfront to 
save time 

Make quick decisions 
@POS

Always under time pressure 
when shopping

Young S/C, Families with kids up to 14yo Young S/C, Families with kids up to 14yo

57% 57% 15%
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Criteria for choosing a shopping place
5 out of TOP10 criteria are related to convenience

Source: #shopperGfK
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Convenient location

Satisfying opening hours

Fair prices

Easy orientation

Easy to find products on shelves 

Fresh fruits and vegetables

Baked goods attractive

Good price performance ratio

Good parking facilities

Good selection of fresh produce
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Shoppers’ concerns 
when buying FMCG
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Besides country of origin, shoppers tend to look 
at nutritional information.

#3

Country of origin

Fat content

Sugar content

#1

#2

TOP INFORMATION PEOPLE LOOK AT WHEN BUYING FOOD

Fat content 53%

Sugar content 50%

Preservatives 42%

Contains palm oil 34%

Calories / nutritional value 29%

Salt content 28%

Quality guarantee 21%

Vitamin content 18%

Fibre content 16%

Organic/bio quality or stamp 15%
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More health issues and intolerances
within the last 5 years

Number of households with at least one member in the household (comparing 2019 vs 2015)

Lactose Intolerancies 
Alergies

Gluten Intolerancies 
Alergies

Diabetes

+39% +137% +21%
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…and actual purchases are confirming the trends
within the last 5 years

Trends in value for MAT Sep 19 vs 15

Lacto-free dairy Gluten-free Extra protein

Lacto-free food Value Gluten-free Value Food with extra protein - Value

2019 vs. 2015
+577%

2019 vs. 2015
+79%

2019 vs. 2018
+105%





Smartphone vs. Wallet

20,8 26,8 52,4

It’s worse to lose my smartphone than my wallet

Agree Neutral Disagree
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Thank you

GfK. Growth from Knowledge


