FMCG across
the business cycle:

What, so what and what next?

Helen Passingham-Hughes
Europanel
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Consumer Confidence

Indicator

European Union (27 countries)
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FigireJ A striking feature of these growth markets is the similarity of the factors
associated with them to those highlighted in the 1977-82 study; namely, the
incidence of new or reformulated products, the appeal to growing consumer
needs and lastly, in the vast majority of cases, substantially increased advertising
expenditure (Figure 4).
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ource Europanel based on monthly trends on hundreds of FMCG categories in: France, Germany:
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€5 billion less
“~<"~ out of home

500 million
extra meals
at home

Around 0.6% of FMCG
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What history tells us

What about 2008/9

Whatdo they
Mmean?

What now




