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Poland in UE Great Recession BREXIT Pandemic

Cov-19 

(Mar’20)

War in 

Ukraine

(Feb’22)
Index >0 

(Jan24)

Inflation

17,2% 

(Sep’22)

-0,9

-13,9

Consumer mood – Poland vs EU

MARCH 2025

Source: GfK An NIQ Company; Consumer Confidence Index – study commissioned by the European Commission.
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Household 
purchasing power 
is increasing

Since July 23, the pace of 

wage growth has exceeded 

that of FMCG prices.

FMCG and average wage inflation rate

Inflation index (GUS): Central Statistical Office / Thematic areas / Prices. Trade / Price indices / Consumer price indices (inflation) / Monthly consumer price indices

Average wages and salaries (GUS): Statistical / Signal studies / Announcements / List of announcements / Average monthly gross wage and salary in enterprise sector in 

December 2022
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Signs of financial resilience, but still
many impacted
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Consumer financial stability assessment (%)

Data in %

Source: Retail Pulse Poland 2025

Ref.: During the last year, the financial situation of your household has… worsen, hasn’t changed or improved? Ref: What is your 

biggest concern for the next six months?; What is your second biggest concern for the next six months?
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FMCG sales value grew 
by 3.4% in the last 12 

months

72,5%

14,0%

13,6%

Food &

Beverages

Beauty &

Home Care

CIG

303.7

bln PLN

+3,4%
vs MAT LY

Total FMCG 

Value Sales & Value Share, Total 

Poland, MAT MAR’25
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Food Basket 
Value % Sales Location
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Volume growth 
was back in H1 of 
2024, but 
lowering towards 
end of year,
reflecting the 
same trends as 
consumer mood.

Source: NielsenIQ Market Track, Total Poland. 
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51,3% 53,2%

32,1% 30,8%

MAT Feb'24 MAT Feb'25MAT Mar’25

38,2% 38,2%

42,0% 44,2%

MAT Feb'24 MAT Feb'25

Small Format

Drugstores

Hypermarkets

Supermarkets

Discounters

Source: NielsenIQ RMS Mar’’25 vs YA; Discounters: Biedronka, Lidl, Aldi, Netto, Dino.  

The shares of Discounters increased in Food Basket and remained stable in 

Drug Basket

Food & Beverages
Value % Sales Location

Beauty & Home Care
Value % Sales Location

© 2025 Nielsen Consumer LLC. All Rights Reserved.

MAT Mar’24 MAT Mar’24 MAT Mar’25



© 2023 Nielsen Consumer LLC. All Rights Reserved. 9

Continued economic and political discomfort leaves Europeans pessimistic; but pockets of optimism can be found around the 

globe in markets planning to increase their beauty spending

Source: NielsenIQ Consumer Outlook 2024 | Q4B. Thinking about Personal and beauty care items in particular, How will you manage your spending in the next 12 months? – (eg skin, hair, cosmetics, body, oral hygiene)

Net Responses “Spending more” vs “Spending less”

Beauty spending intention is strongest outside of Europe

-10+

0 to -10

0
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Q. How will you manage your spending in the next 12 months? Personal and beauty care 

Net (Spending More – Spending Less)

I change stores based on 

which one I think has the best 

promotion that trip

32%

54%

Promotion is an 
important factor 
influencing store 
and product 
selection. 

Sources:NIQ 2024 Shopper Trends Poland, 

I actively looks for 
promotions, either 

changing store or looking for 

promo in store

Shop more often at 
discount / value / 
lower-priced 
stores 

44% 
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2020 2021

Disruption of 
the pandemic

Adapting  to 
the “new 
normal”

Resilience

Intentional Consumption

2022

Inflationary
pressure

2023

Survive

Cost of living 
crisis

20252024

Stabilize

Economic 
uncertainty
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