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In 2022, global FMCG volume sales contracted 2.1% due to increased costs and inflation, but unit value sales increased 8.4%, 

resulting in a nominal growth of 6.3%, according toNIQ’s Retail Measurement Services. Private Label was the only 

manufacturer group to achieve double-digit growth (up 10.5% - excluding China). Seven out of 12 industries out-performed 

total FMCG sales, with Pet Care and Snacking standing out as the fastest growing industries. Frozen, Dairy, and Paper 

Products outpaced FMCG growth in 2022. The industries' value growth accelerated across 2022 quarters as inflationary 

pressure escalated. On-premise channels recovered from restrictions imposed in 2020 and 2021.

FMCG Market dynamics
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Regional performance

North Am erica Overview:

Inflation has impacted consumer choices in 

both the US and Canada, with consumers 

seeking way s to save on expenses. While there 

are signs of improvement in the US, concerns of 

a consumer recession continue to dictate 

choices. In Canada, consumers are shifting to 

discounters and private label options. Both 

markets expect prices to keep rising, leading to 

uncertainty and adjustments in purchasing 

strategies.
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Regional performance

APAC & China Overview:

APAC & China experienced slower growth in Q4 

2022 compared to the previous year, except 

for Indonesia, The Philippines, Vietnam and 

My anmar which showed double-digit growth. 

Health and Wellness categories continue to 

perform well due to changes in consumer 

priorities, while sustainability is becoming more 

important in shopping behavior.

By  tailoring their strategies to effectively reach 

health and sustainability conscious consumers, 

brands can leverage this opportunity to boost 

their growth and outperform the competition.
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Regional performance

Europe Overview:

In 2022, Western Europe experienced a turbulent y ear, with supply chain 

disruptions and escalating prices due to the energy crisis and wildfires. 

Consumers became cautious with their expenses, prioritizing essential 

needs over discretionary consumption. However, convenience, 

sustainability, and health and wellness remained important factors in 

consumer choices. Eastern Europe, on the other hand, struggled to adjust 

to the post-COVID reality  and the war in the region, with a nearly 4% 

decrease in total FMCG sales volume due to the sky rocketing inflation rate 

affecting consumer confidence. Private label and smaller manufacturers 

saw the highest growth in the region, and consumers are expected to shift 

towards healthier and more sustainable expenditure choices.

Nominal 

value 

growth

-2.8%

Volume change

+13.9%

Unit v alue change

+11.1%

Nominal value growth

Denotes growth faster 
or slower than MAT 
previous year

Regional performance

Europe (EE & WE)
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Regional performance

Africa Middle East Overview:

In 2022, FMCG sales in AME were boosted by 

rising prices, but volume sales fell short of 

expectations due to inflation and weakened 

consumption. To effectively boost sales, 

promotions will be crucial since consumers are 

now more discerning in their spending. However, 

to maximize their impact, manufacturers should 

determine which categories are most responsive 

to promotions. South Africa, Nigeria, and Kenya 

still feel the effects of 2022's turbulence. 

Affordable value products will remain in demand, 

and manufacturers must navigate this to succeed.
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Latin America Overview:

The beginning of 2023 show controlled inflation 

levels for Brazil, Chile, and Mexico, which 

inspires confidence in controlling consumer 

prices. However, cautious consumers are 

seeking alternatives to optimize their expenses, 

such as migrating to low-price channels (such as 

Hard Discount Stores in Colombia or Cash & 

Carry  in Brazil) or testing private labels. Despite 

this trend, exceptional brands are winning by 

executing a multi-channel strategy, focusing on 

core portfolio distribution and promotion, and 

innovating sustainable products.



About NIQ

NIQ, the w orld’s leading consumer intelligence company, reveals new  

pathw ays to grow th for retailers and consumer goods manufacturers. 

With operations in more than 100 countries, NIQ delivers the most 

complete and clear understanding of consumer buying behavior 

through an advanced business intelligence platform w ith integrated 

predictive analytics. NIQ delivers the Full View.

NIQ w as founded in 1923 and is an Advent International portfolio 

company. For more information, visit NIQ.com
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SOURCE: NIQ RMS MAT Q4 2022; 
Notes: Argentina, Brazil, Italy, Poland and Taiwan not included in the market dynamics; Channel performance: Hypermarkets29 markets, Supermarkets 34 markets, Small Superettes 

28 markets, Convenience 34 markets, Drug 40 markets, Traditional Trade 41 markets, Discounters 16 markets, Ecommerce 13 markets, On Premise 14 markets; Industry performance: 

Tobacco 42 markets, Beverages 64 markets, FreshFood 50 markets , Ambient Food 63 markets, Frozen Food 47 markets, Snacking 64 markets, Dairy 62 markets, Petcare 47 markets, 
Homecare 65 markets, Personal Care 65 markets, Baby Care 63 markets, Paper Products 52 markets; Italyexcluded from Global and Regional benchmarks

Need more information?

Check the NIQ Retail 
Measurement Services webpage

Send your message or request 
through this form

Definitions and sources

FMCG Ma rket dynamics

Com pares overall market dynamics (value and unit growth) in the FMCG sector based on the sales tracking NIQ performs in the mentioned 
m arkets. The FMCG definition is based on the widest possible basket of product categories that are continuously tracked by NIQ in each of 
th ese countries and channels.

Nominal value growth: Percentage change in value sales (expenditures) as measured by the total basket of reported product categories

V olume growth: Percentage change in purchased volume (quantity) of products

Un it value growth (≈ ‘price’ change): Reflects how consumers experience ‘cost of living’ in their actual grocery shopping behavior. 
Changes in average price per unit may result from:
• Pr ice changes of individual products
• Change in the mix of purchased products
• Channel switching
• Pr oduct or channel mix changes may be induced by price change or may just be the result of market dynamics.

https://nielseniq.com/global/en/
https://nielseniq.com/global/en/solutions/retail-measurement-services-rms/?utm_source=report&utm_campaign=CMP-03099-Z6R2T&utm_medium=report&utm_term=RMS_FMCG_Pulse&utm_content=Global_fmcg-pulse-report-q422
https://nielseniq.com/global/en/solutions/retail-measurement-services-rms/?utm_source=report&utm_campaign=CMP-03099-Z6R2T&utm_medium=report&utm_term=RMS_FMCG_Pulse&utm_content=Global_fmcg-pulse-report-q422
https://nielseniq.com/global/en/about-us/contact-us/?utm_source=report&utm_campaign=CMP-03099-Z6R2T&utm_medium=report&utm_term=RMS_FMCG_Pulse&utm_content=Global_fmcg-pulse-report-q422
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