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• This confectionery report is one of 10 super category reports designed to show high-level 

comparison and analysis for retail markets across major countries in Europe. 

• This report contains data gathered from around Europe. This market was consolidated into 

one super category. 

• The report highlights key metrics such as total sales figures, market trends, category 

shares, winners and losers for Europe and for individual countries. 

• The data has been sourced from IRI retail databases and Eurostat – the statistical branch 

of administration for the European Commission. 

• Countries included in the report are: France, Germany, Italy, the Netherlands, Spain and 

the United Kingdom (UK). 

• The market channels used for each country in this report are as follows: 

Country Channels used 

UK Hypermarkets, supermarkets, drugstores and impulse outlets 

ES Hypermarkets, supermarkets, hard discounters and drugstores 

DE Hypermarkets, supermarkets, hard discounters and drugstores 

NL Hypermarkets, supermarkets, hard discounters and drugstores 

IT 
Hypermarkets, supermarkets, small self-service, hard discounters and 
drugstores 

FR 
Hypermarkets and supermarkets 
 

• For analytical purposes the data sourced from available retail databases has been 

consolidated to provide consistent results. However, for some countries it was not possible 

to source data pertaining to certain categories. When this has occurred it has been 

documented in the Notes section found at the end of the report. 
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ECONOMIC FIGURES INFLUENCING CONSUMER BEHAVIOUR 

In the second half of 2015, 
confectionery grew across Europe. 
on a moving annual total basis. 
Specifically, chocolate and candies 
drove the growth. 

POPULATION IN 

MILLIONS 

UNEMPLOYMENT  

(%) 

AVERAGE 12 

MONTHS 

INFLATION 

RATES GDP IN MILLIONS (€) 

Jan.  

2014 

Dec. 

2015 

Dec. 

2015 

Average 

2015 

Dec. 

2015 

Average 

2014 2014 2015 

France  65.8 66.4 10.1 10.4 +0.1 +0.7 2 132 449 2 183 631 

Germany  80.7 81.1 4.4 4.6 +0.1 +0.9 2 915 650 3 025 900 

Italy 60.7 60.7 11.6 12.7 +0.1  +0.3  1 616 253 1 636 884 

Netherlands  16.8 16.9 6.6 6.9 +0.2 +0.5 662 770 677 779 

Spain 46.5 46.4 20.7 22.1 -0.6 +0.0 1 058 469 1 081 190 

United 

Kingdom  64.3 64.8 5.0 5.3 +0.0 +1.7 2 222 912 2 568 052 

Source: Eurostat, December 2015 
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GLOBAL TRENDS 

4 

+0.9% 

+2.8% 

+0.0% 

TOTAL EUROPE  +1.4% 

VALUE SALES IN MILLIONS (€) 

Total EU 21 671 

DE   7 320 

UK    6 539* 

FR  3 884 

IT 1 903 

ES 1 153 

NL    872 

TOTAL CONFECTIONERY VALUE SALES AND % CHANGE VERSUS PRIOR YEAR 

*based on an exchange rate of €1.12 
to the pound 

+3.2% 

+0.8% 

+2.8% 

TOTAL CONFECTIONERY VALUE SALES FOR THE PAST SIX QUARTERS 

Source: IRI retail databases; period ending 27 December 2015 
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CATEGORY VALUE SALES        
IN THE PAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE PAST YEAR 

Europe includes: France, Germany, Italy, the Netherlands, Spain and the United Kingdom 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus one year ago 

Source: IRI retail databases; period ending 27 December 2015 

KEY TRENDS 

• 2015 saw positive growth for confectionary 

across Europe. The only exceptions were 

Italy, the UK and France where 

confectionary did not perform as well. 

• Tablets and chocolate bars / blocks 

confirmed their long-term growth across 

Europe. The only exception was France 

where chocolate bars / blocks did not see 

positive trends.  

• The chewing gum category showed 

negative trends across many European 

countries. 

• Seasonal confectionery showed positive 

trends across the majority of European 

countries. 
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CATEGORY VALUE SALES        
IN THE LAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE LAST YEAR 

Source: IRI retail databases; period ending 27 December 2015 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus a year ago 

KEY TRENDS 

• The final quarter of 2015 confirmed a year of 

decline for non-seasonal confectionery, while 

total fast moving consumer goods (FMCG) were 

stable at 0.0% in volume and 0.8% in value in 

hypermarkets and supermarkets (HMSM).  

• Mondelez’s reduced investment in promotional 

activity and private labels lack of demand 

across FMCG drove 85.0% of the losses for the 

main segment of this category, chocolate.  

• After being a source of growth, chocolate 

tablets drove a 6.4% decline in volume for 

family tablets at the end of the year, despite 

promotions. 

• Innovation was a key driver of growth and value 

in a market suffering from deflation. Ferrero is 

the winner of the season with 60.0% sales 

gains in chocolate versus 26.0% for Mondelez. 

• Sweets was a dynamic segment due to 

specialties like fizzing candy, which did well due 

to assortment development, innovations and 

advertising. 
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CATEGORY VALUE SALES        
IN THE LAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE LAST YEAR 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus a year ago 

Source: IRI retail databases; period ending 27 December 2015 

KEY TRENDS 

• Confectionery grew in value due to an 

increase in price and volume - mainly in 

chocolate bars, chocolate confectionery and 

seasonal confectionery products. 

• Hypermarkets and the discounter Aldi lead 

the value growth for chocolate bars. 

• The growth of chocolate bars was driven by 

Ritter Sport, which saw a value growth of 

51.6 million Euro (16.9%). 

• Chewing gum showed negative value sales 

mainly due to a decline in national brands. 

• Hypermarkets was the main contributor for 

the value growth of nuts, nougat and 

chocolate spreads with an increase of 19 

million Euro.  

• For seasonal confectionery, Christmas 

cookies and mixtures growth was mainly 

due to private label products. 
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KEY TRENDS 

• In 2015, confectionery showed positive 

trends in value while volumes remained 

negative. FMCG closed the year with 

positive trends both in value growth at 2.8% 

and volume growth at 2.1%. 

• Chocolate confectionery was driven by 

strong performances in value of tablets with 

2.9% growth and 10 million Euro in sales, 

but still negative in volume, with a decrease 

of 0.9%. 

• Pralines grew 1.0% in value, but decreased 

in volume by 2.5%.  

• Snacks decreased both in value by 0.7% 

and volume by 0.1%. 

• Candies grew both in value at 0.7% and 

volume at 0.5% thanks to the good 

performances of Ferrero (Tic Tac).  

• Gum continued its negative performance 

due to the lack of innovation. Gum 

decreased in value by 7.8% or 17 million 

Euros. 
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CATEGORY VALUE SALES        
IN THE LAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE LAST YEAR 

Source: IRI retail databases; period ending 27 December 2015 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus a year ago 
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CATEGORY VALUE SALES        
IN THE LAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE LAST YEAR 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus a year ago 

Source: IRI retail databases; period ending 27 Dec 2015 

KEY TRENDS 

• Dutch confectionery sales were divided 

between supermarkets (89.3% share) and 

drugstores (10.7%). 

• Supermarkets increased their sales by 

3.1% driven by chocolate. The biggest 

segment was chocolate bars and tablets 

which grew by 11.5%. Tony’s  Chocolonely 

(trendy), Milka (innovation) and Lindt 

(distribution) increased strongly their 

revenue. 

• Drugstores increased their sales by 1.0%. 

Chocolate was the only sub-category that 

declines in revenue. Candy products were 

the positive contributor and increased their 

revenue by 6.8%. 

• Overall, the promotion driving value sales 

was stable compared to the same period a 

year ago. 

• In line with the FMCG trend, private label 

also lost share in confectionary. The only 

significant growth in confectionary came 

from national brands. 
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CATEGORY VALUE SALES        
IN THE LAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE LAST YEAR 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus a year ago 

Source: IRI retail databases; period ending 27 Decembre 2015 

KEY TRENDS 

• The confectionery market increased 3.3% 

this year, with seasonal confectionary 

performing positively. Nougat’s 

consumption during the holiday counted 

for 91.0% of value sales and was the 

segment that most contributed to growth 

with price increases of 9.9%. 

• Candies recovered after the 2014 

recession. Demand increased 14.5%, while 

prices remained steady. Large 

supermarkets were the greatest 

contributor to growth and represented 

44.0% of the candy market. 

• Gum decreased by 0.4%. This was mainly 

caused by a price drop of 1.2%. 

Strawberry sugarless gum saw the greatest 

decrease at 8.8%. 

• Chocolate tablets remained steady despite 

the bad performance of milk chocolate 

tablets. Noir chocolate tablets helped 

balance that decrease in value sales. 

• Chocolate candy increased both in value 

and volume in 2015. 
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KEY TRENDS 

• Confectionery sales closed the year in a 

slight decline. 

• Single countlines continued their long term 

decline. Multipacks also saw declines in 

2015, which were driven by pack downsizing, 

fewer promotions, and shallower price cuts. 

• Chocolate blocks saw modest growth, while 

sharing bags continued their long term 

growth by gaining distribution and increasing 

rate of sale. 

• Seasonal confectionery, specifically 

Halloween and Christmas products, saw a 

slight decline.  

• The Christmas decline was driven by 

consumers waiting until December to 

purchase products. 

• A major trend in 2015 was retailers cutting 

distribution in order to streamline ranges. 

This trend will likely continue into 2016. 
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CATEGORY VALUE SALES        
IN THE LAST YEAR 

CATEGORY SHARE OF VALUE        
IN THE LAST YEAR 

TOP 5 CATEGORIES: EVOLUTION 

Value sales (€) and % change versus a year ago 

Source: IRI retail databases; period ending 27 December 2015 
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Notes on category definitions for countries  

Due to the diverse products found in individual countries across this market it was necessary to 

consolidate the available data into the categories in this report. In some cases it wasn’t always 

possible to align products across all 6 countries hence the need to highlight any anomalies in 

the report. Those exceptions are listed below: 

 

Confectionery 

• The Netherlands and Italy data in this report includes toffee products whereas the other 

countries do not. 
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About IRI. IRI is a leading provider of big data, predictive analytics and forward-looking insights that help CPG, OTC 
health care, retailers and media companies to grow.  With the largest repository of purchase, media, social, causal and 
loyalty data, all integrated on an on-demand cloud-based technology platform, IRI guides over 5,000 clients globally in 
their quests to remain relentlessly relevant, capture market share, connect with consumers and deliver growth. 
www.IRIworldwide.com 
 

Arlington Square, Downshire Way, Bracknell, Berkshire RG12 1WA, Tel +44 (0) 1344 746000 

Copyright © 2016 Information Resources, Inc. (IRI). All rights reserved. IRI, the IRI logo and the names of IRI products and services 

referenced herein are either trademarks or registered trademarks of IRI. All other trademarks are the property of their respective 
owners. 

FOR MORE INFORMATION 

Please contact Cristina Lazzaroni, Consultant, IRI at 

Cristina.Lazzaroni@IRIworldwide.com or                             

+ 39 02 52579 333with questions or comments about this report. 

 

 

To gain insight into opportunities across specific categories, segments, channels, or retailers, 

contact your IRI client service representative regarding custom analysis leveraging the 

following resources: 

• InfoScan Census® is a syndicated retail tracking service that enables manufacturers and 

retailers to acquire industry insights used to make better business decisions. InfoScan 

Census utilizes the data that IRI collects from grocery, drug, and mass merchandise retailers 

to provide the most comprehensive and accurate syndicated data offering in the FMCG 

sector. With access to accurate, granular detail by category, geography, measure, and time 

period, clients have the tools needed to develop marketing and sales strategies based on 

product performance, distribution, and promotion responsiveness. All data about 

confectionery comes from InfoScan Census. 

• IRI Consulting provides strategic insights and advice leveraging a variety of data sources, 

predictive analytics, enabling technologies, and business analyses to help FMCG 

manufacturers and retailers address significant sales and marketing issues effectively. 

http://www.iriworldwide.com/

