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26.6.2020CURRENT CHALLENGES, CONCERNS AND 

OPPORTUNITIES IN CZ & SK FMCG
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STRUCTURE OF THE WEBINAR

SHOPPER OF TODAY

• COVID IMPACT

• CHANGED BEHAVIOR

KEY CHALLENGES AND OPPORTUNITIES

• ON-TRADE RECOVERY

• SPEED UP IN ADOPTION OF TECHNOLOGY INNOVATIONS

• CHANGES IN PRICE AND PROMO STRATEGY

WHAT´S NEXT?

• FOCUS AREAS

Q&A
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LOOKING BACK AT THE 

PANDEMIC SALES IN 

CZ&SK
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CZ AND SK SITUATION IS STABLE

Czech Republic
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ALTHOUGH MANY COUNTRIES STILL FIGHT
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9.5 million cases worldwide

COVID SPREADING AROUND THE WORLD

+ 1 mio in last week

+ 182k daily maximum 21/6

2x double in last 5 weeks
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DECREASE OF DISPOSABLE INCOME

Source: OECD estimation (10.6.2020); ČNB – HDP 2009 vs 2008; Nielsen Growth Reporter (Food&Drug)

-9,6%

GDP 2020

OECD ESTIMATION
GDP 2009

-4,8%

FMCG 2009

-2,5%

-9,3%

GDP 2020

OECD ESTIMATION
GDP 2009

-5,5%

FMCG 2009

-4,5%
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HOW DO YOU THINK THE COVID-19 IS GOING TO IMPACT 

YOUR COMPANY DURING NEXT 12 MONTHS?

DO YOU THINK THE SITUATION WILL LEAD TO…

Very positive 

impact

Rather 

positive 

impact

No significant 

impact

Rather 

negative 

impact

Very negative 

impact
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FMCG EXPERTS ARE NOW MORE 

PESIMISTIC VS TWO MONTHS AGO

Source: Nielsen webinars – representatives of FMCG retailers and manufacturers (CZ&SK)
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FMCG DYNAMICS IN SELECTED EU COUNTRIES (Q1 2020 vs. Q1 2019)

Source: Nielsen Growth Reporter, FMCG selected EU countries; Nielsen reported categories

STRONG Q1 FMCG GROWTH IN WHOLE EU
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CZ – NEW CONSUMER PATTERN
CZECH REPUBLIC – TOTAL FMCG Development

Source: Nielsen TSR Report; Market: KAI HM+SM+DRUG. KAI includes: Albert, Billa, dm drogerie, Globus, Kaufland, Penny Market, Rossmann, Tesco, Teta drogerie, TOP drogerie

QUARANTINE

16.-22. 4.5.-10.5.9.-15.24.2.-1.3. 6.4.-12.4. 1.6.-7.6.
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RESTRICTIONS AFFECTED CONSUMERS

Source: Nielsen TSR Report; KAI includes: 101 drogerie, Billa, dm drogerie, Fresh, Kaufland, Kraj, Moja Samoška,Terno, Tesco, Teta drogerie

FMCG SALES VALUE % Change on KAI HM+SM+DRUG Sales chg. (%) vs. YA

QUARANTINE

QUARANTINE

PREPARATION
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WE HAVE ASKED FMCG PROFESSIONALS

Source: Nielsen quick B2B survey pulse among FMCG professionals, June 2020

From more than 50 leading FMCG companies

29%

27%

24%

9%

11%

Sales Market Research / CMI

Marketing Management board

Other
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Online

Technologies

Lack of tourism

Slow HORECA recovery

Decline of income

Legislative 

restrictions

CLOSED BORDERS AND HORECA HAVE 

STRONGLY SHAPED THE EXPECTATIONS

% Strongly / somewhat AGREE % Somewhat / strongly DISAGREE

Switch to Private Labels

Switch to cheaper brands

Home cooking

87%

>80%

51%

76%

Source: Nielsen quick B2B survey pulse among FMCG professionals, June 2020
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ECONOMIC CRISIS IS A KEY THREAT

Source: Nielsen quick B2B survey pulse among FMCG professionals, June 2020

WHILE  MAJORITY SEE AN OPPORTUNITY IN E-COMMERCE
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Marketing / sales 

budgets savings

Revision of pricing & 

promotional strategy / 

Assortment strategy

Digital transformation

HR related 

savings

8 OUT OF 10 PROFESSIONALS COUNT 

WITH CUT OF THEIR BUDGETS

% Strongly / somewhat AGREE % Somewhat / strongly DISAGREE

Revision of supply chain / production 

Social responsibility

Source: Nielsen quick B2B survey pulse among FMCG professionals, June 2020
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HORECA

„Přesun spotřeby 

do domácností.“„Nabídka v retailu 

může nahradit 

spotřebu OOH.“

„Větší zaměření na 

domácí mlsání.“

„Omezení on-tradu, 

krach mnoha on-trade  

podniků, ...“

„Pomalé zotavení 

Horeca“ 
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SOLID ON-TRADE UNIVERSE RECOVERY

02/2020

HORECA 

UNIVERSE

31 437

03/2020

CLOSED HORECA 

SHOP TYPES

62%

04/2020

CLOSED HORECA 

SHOP TYPES

55%

14/03/2020

QUARANTINE 

TIME

04/2020

NOT SURE IF THEY 

OPEN AGAIN IN 

MAY/JUNE 2020

20%

11/05/2020

OPEN HORECA 

OUTSIDE SEATING

25/052020

REOPENING ALL 

HORECA SHOP 

TYPES 

(with restrictions

Social distancing

Close hours)

05-06/2020

OPEN

94%

Source: Nielsen HORECA FUSION
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HUGE REVENUE LOST WITHIN ON-TRADE

-21 BLN CZK
TOTAL HORECA DROP 

in MARCH and APRIL

58%
FOOD

10%
HOT

BEVERAGES

11%
BEER

8%
SPIRITS

4%
NON-ALCO

DRINKS

3%
WINE

7%
OTHER

Source: Nielsen HORECA FUSION; Sales Value
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OFF-TRADE SUBSTITUTION SALES

OFF-TRADEON-TRADE

JAN 2020 FEB 2020 MAR 2020 APR 2020

-38k
Mio liters

+30k
Mio liters

-2,4
BLN CZK

+0,9
BLN CZK

-1,4k
Mio liters

+0,2 
Mio liters

-1,6
BLN CZK

+0,1
BLN CZK

-10k
Mio liters

-5k
Mio liters

-1,0
BLN CZK

-0,2
BLN CZK

BEER SPIRITS NON-ALCO

MARCH/APRIL

impact

Sales 

Value 

Source: Nielsen HORECA FUSION; Sales Value, Sales Volume



24C
o
p
y
ri
g

h
t 

©
 2

0
2
0
 

T
h

e
 N

ie
ls

e
n
 C

o
m

p
a
n
y
 (

U
S

),
 L

L
C

. 
C

o
n
fi
d

e
n
ti
a

l 
a
n
d
 p

ro
p
ri
e

ta
ry

. 
D

o
 n

o
t 

d
is

tr
ib

u
te

.
C

o
p
y
ri
g

h
t 

©
 2

0
2
0
 

T
h

e
 N

ie
ls

e
n
 C

o
m

p
a
n
y
 (

U
S

),
 L

L
C

. 
C

o
n
fi
d

e
n
ti
a

l 
a
n
d
 p

ro
p
ri
e

ta
ry

. 
D

o
 n

o
t 

d
is

tr
ib

u
te

.

SALES PER (OPEN) SELLER

42%

51%

Source: Nielsen HORECA FUSION; Facts: Sales Value per Seller, Period: Weekly
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TECHNOLOGIES 

@ FMCG

„Přesun lidí do online 

prostředí a udržet je tam.“„Digital commerce

transformation.“

„Přizpůsobit se novým 

technologiím.“

„Nové prodejní kanály: 

E-commerce.“

„Vstup do online 

priestoru.“

„On-line“
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TRUSTTRANSPARENCYPARTICIPATIONINCLUSION

THE PATH TO TECHNOLOGY 

ADOPTION IS NOT LINEAR

COVID AS THE CATALYST OF THE 

ADOPTION
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NEW ONLINE SHOPPING PATTERS
EVOLVED THANKS TO COVID

43

43

50

67

30

26

23

20

ALREADY USING WILLING TO USE OVERALL POTENTIAL

87%

73%

69%

73%

MORE OFTEN

DURING COVID:
PRE- COVID:

27%

22%

27%

25%
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SPEEDING UP THE DIGITAL TRANSFORMATION

Source: Internet

České e-shopy reagují na karanténu! 
Alza a Mall nabízejí trvanlivé potraviny.

Rohlík.cz rozšiřuje dopravu po celé ČR!

Košík.cz zamířil do celé republiky! 

Na Slovensku vznikla nová služba na donášku 
potravín s doručením za rekorný čas!

& PROVIDING SPACE FOR NEW PARTNERSHIPS

Kaufland vstupuje do 

online prostředí ve 

spolupráci s Košík.cz

MAKRO ČR rozjíždí e-shop pod značkou 

Můj obchod
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ONLINE RETAILERS ON GROWTH IN CZ

% Sales Value growth of FOOD and DRUG 

categories on CZ KAI Online vs 2019

Source: Nielsen Online KAI (Alza, Mall, Tesco, Košík, DM drogerie, Teta Drogerie); 

W9-23 % VAL 

growth vs 2019

102%

78%
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CZECH REPUBLIC #3 

AMONG TOP10 

CASHLESS 

COUNTRIES IN 

EUROPE

CARD PAYMENTS 

DURING COVID:

+ 15 pp

78% / 66% 

Source: Nielsen research among cooperating retailers in Czech Republic & Slovakia, www.paymentscardsandmobile.com, : Nielsen Tech Consumption Global Survey 2019

>
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REPLACEMENT REALITY IS A BRAND’S 

NIRVANA

Source: Nielsen Tech Consumption Global Survey. Image Credit: Google Lens lens.google.com; IKEA Place App Ikea.com, Adweek Magazine 

Artificial / Virtual Reality is the most desired consumer tech

40 %

WILLING TO USE
Augmented/Virtual Reality 

to assess products & services
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EXAMPLES OF TECH IN ACTION

Image Credit: businesswire.com, flickr.com , shutterstock.com, brand-dialogue.co.uk, marianne.cz

APP BASED NAVIGATION PROVIDE 

EFFICIENCY & TIME SAVING

BRINGS BRANDS TO LIFE 

AND BOOST SALES

TURN TO GAMING TO GRAB 

ATTENTION & SALES

SUBSCRIPTION SERVICES CAN 

DISRUPT DISTRIBUTION

PERSONALISED PRODUCTS 

BASED ON 3D PRINTING

ENGAGEMENT VIA KOL´s / 

CELEBRITIES
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FMCG PRICES IN AND 

AFTER COVID TIMES

„Ekonomická krize a s 

tím spojený nižší 

disponibilní příjem lidí.“

„Zpomalení trendu premiumizace a 

zaměření poptávky na levnější produkty, 

lokální výrobky a privátní značky.“

„Zvýšenie miery nezamestnanosti

spôsobí nižšie útraty domácnosti v 

maloobchode.“
„Odklon spotřebitelů k 

levnějším značkám a PL.“
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FOOD PRICE – HIGHLIGHT IN MEDIA

Source: Basket of Food and Drug categories; TOP SKUs per KA price per item comparison vs AVG price in 2019; Retailers: Albert, Alza, Billa, COOP, DM, Globus, Kaufland, Košík, Makro, Penny Market, Tesco, Teta drogerie, 

Rossmann; Weighted average by Sales Location

Source: echo24.cz; ct24.cz; seznamzpravy.cz; novinky.cz; ahaonline.cz



35C
o
p
y
ri
g

h
t 

©
 2

0
2
0
 

T
h

e
 N

ie
ls

e
n
 C

o
m

p
a
n
y
 (

U
S

),
 L

L
C

. 
C

o
n
fi
d

e
n
ti
a

l 
a
n
d
 p

ro
p
ri
e

ta
ry

. 
D

o
 n

o
t 

d
is

tr
ib

u
te

.
C

o
p
y
ri
g

h
t 

©
 2

0
2
0

T
h

e
 N

ie
ls

e
n
 C

o
m

p
a
n
y
 (

U
S

),
 L

L
C

. 
C

o
n
fi
d

e
n
ti
a

l 
a
n
d
 p

ro
p
ri
e

ta
ry

. 
D

o
 n

o
t 

d
is

tr
ib

u
te

.

PRICES IN SOME INDUSTRIES DECLINING

Source: Basket of Food and Drug categories; TOP SKUs per KA price per item comparison vs AVG price in 2019; Retailers: Albert, Alza, Billa, COOP, DM, Globus, Kaufland, Košík, Makro, Penny Market, Tesco, Teta drogerie, 

Rossmann; Weighted average by Sales Location

0,8%

-1,1%

0,5%

-2,4%

January February March April

SNACKS
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PRICES IN SOME INDUSTRIES GROWING

Source: Basket of Food and Drug categories; TOP SKUs per KA price per item comparison vs AVG price in 2019; Retailers: Albert, Alza, Billa, COOP, DM, Globus, Kaufland, Košík, Makro, Penny Market, Tesco, Teta drogerie, 

Rossmann; Weighted average by Sales Location

2,7%

4,3% 4,3% 4,4%

January February March April

SPIRITS

-1,7% -0,1%

1,9%

3,2%

January February March April

HEAVY DRUG
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COOKING WITH HIGHEST PRICE GROWTH

Source: Basket of Food and Drug categories; TOP SKUs per KA price per item comparison vs AVG price in 2019; Retailers: Albert, Alza, Billa, COOP, DM, Globus, Kaufland, Košík, Makro, Penny Market, Tesco, Teta drogerie, 

Rossmann; Weighted average by Sales Location

2%
4%

13% 13%

January February March April

PASTA

2%
0%

5%

11%

January February March April

OILS
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POLARIZATION AND PROMO PRESSURE

ESSENTIALS

Shampoo, Toothpastes, 

Water, Milk

Downtrading – growth of 

Mainstream and Economy

HYGIENE

Laundry, Personal care, 

Dishwash, Dezinfection

Uptrading – bigger packages and 

segments with health aspects

BASIC FOOD

Oils, Flour

No significant changes in price 

segments

IMPULSE

Biscuits, Breakfast 

cereals, Chocolates

Polarization – decline of 

mainstream segments
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NEW ROUTINES 

AND HOW TO WIN
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FIT TO WIN: NEAREST FUTURE ACTIONS

ACCELERATION OF EXISTING TRENDS NEW RULES OF THE GAME

• Re-assess / 

recreate 

shopping 

missions

• Innovate to drive 

organic growth

• Omnichannel

• Distribution 

efficiency

Remaining 

shopping beh. 

changes

Channel shifts
Assortment 

changes

Communication 

mix

Price and 

promo mix

• Focus on 

incrementality 

and CatMan

• Re-assess 

portfolio

• New key motives

• Revisit 

communication 

channels

• Optimization of 

shelf prices and 

promo strategies

• Loyalty vs. Price?
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STAY CONNECTED!

NOW

W/W data

Monthly FMCG 
trends

PRIVATE LABELS 
study

E-COMMERCE data

Sep-Oct 
´20

EATING HABBITS 

study

End of 
2020

EFFICIENT 

ASSORTMENT 

management 

workshop

Autumn 
´20

PRICE&PROMO 

management 

workshop

Travel 

&Entertainment

study

.Jul-Aug
´20

Personal Care 

@COVID study

HEALTHY lifestyle 

study

E-COMMERCE 

study
Xmas Packs 

study 2020
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Q&A
You can also send us feedback or questions 

on: maria.hukelova@nielsen.com


