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Welcome to the Q3 2009 edition of Consumer Index.  
We hope you find it interesting.  Please do not hesitate 
to contact us if you have any questions or comments.
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Total FMCG Trends

Categories Overview

% Change (Value)
MAT Q3 09 vs. MAT Q3 08

Q3 09 vs. Q3 08
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Grocery holds around 58.7% share of the total FMCG 
market in U.S. as they provide a broad range of general 
food and non-food merchandise including groceries and 
other food products, like meals, snack, alcohol, tobacco, 
health, cleaning and paper merchandise.
 
Mass channel retailers have shown growth of  +2.5%. 

Due to the continual increase in gas prices the Mass 
merchandisers are leveraging their one-stop shopping 
convenience, low pricing and private label brands to 
appeal to time-starved consumers in difficult economic 
times.
 
Supercenter channel retailers have shown growth of 

+0.3%. These were driven by better customer service 
and competitive prices, which offset obstacles such as 
higher energy costs and food inflation.

GDP (Value) -1.7% 

Rate of  Food Inflation (Value) 0.0%

+9.6%

+5.4%

-2.8%

Rate of Unemployment

Average FMCG Basket Size (Value)

Frequency of FMCG Purchase

Q3 2009 Key Indicators
Year - on - Year % Change
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Grocers

Drug Stores

Mass

Supercenters

Club Stores 

Other

MAT Q3 2006

Q1 2009

Q4 2008 Q1 2009 Q2 2009 Q3 2009

Q2 2009 Q3 2009

MAT Q3 2007 MAT Q3 2008 MAT Q3 2009

USA - Trade Channels

USA - Category Trade

USA - Trade Channels

FMCG Value Share

Year-on-Year % Change (Value)

Year-on-Year % Change (Value)

All outlets
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Total FMCG

Food Price Index

Fresh Foods

Chilled Foods

Packaged Grocery

Frozen Foods

Alcohol

Soft Drinks

Personal Care

Home Care

Pet Foods
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METHODOLOGY: 

CATEGORIES UNIVERSE:
FMCG: 
Categories

Fresh Foods: 
Chilled Foods:
Packaged Grocery:

Soft Drinks:  
Home Care:
Personal Care:
Pet Food:

TRADE CHANNELS:
Grocers:

Drug store:

Mass:
Supercenters:

Clubs:

KEY COUNTRY FACTS:
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Source & Definitions

Y FACTS:

Country Individual Population
(in 000's)

Number Of Households
(in 000's) (2007 est.)

GDP per Capita

USA

North Central

Northeast

South

West

301,621

66,389

54,681

110,455

70,097

114,996

26,100

21,138

43,017

24,741

46,000


