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MARKET VIEW
YTD January 26
Trends for the Greek FMCG environment 
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Study ID

Value and Units Sales Trends: 
Super/Hyper Markets FMCG

Random Weight Value Sales Trends : 
Super/Hyper Markets 

METRICS
Super/Hyper Markets

(Self-service retail stores with a central check-
out area and at least 2 cash registers)

CHANNELS

Greece Mainland & Crete + Islands

AREAS
YR 2025 vs YR 2024
 YTD January 2026 vs YTD January 2025

PERIODS
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Greek 
Economy
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21,5%
18,0% 16,7% 15,8%

12,8% 12,4% 10,5% 9,5% 7,5%

2017 2018 2019 2020 2021 2022 2023 2024 Δεκ-25

Greek Economy 

INFLATION RATE TREND UNEMPLOYMENT

GDP RETAIL TURNOVER INDEX (w.o AUTOMOTIVE FUEL)

0,9% 1,7% 1,2%

-0,2%

10,8% 9,3%
6,4%

2,4%
4,9%

2017 2018 2019 2020 2021 2022 2023 2024

Jan-Nov
2025 vs
Jan-Nov

2024

1,4% 1,9% 1,9%

-8,0%

7,9%
6,1%

2,0% 2,3% 2,0%

2017 2018 2019 2020 2021 2022 2023 2024

Jan-Sep
2025 vs
Jan-Sep

2024

1,1% 0,6% 0,3%

-1,2%

1,2%

9,6%

3,5% 2,7% 2,5%

2017 2018 2019 2020 2021 2022 2023 2024 2025
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Trends for 
FMCG Market
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Fixed Barcodes + Random Weight 
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10.058 10.367 10.937

2.826 2.917 3.157

12.885 13.284 14.094

2023 2024 2025

Value Sales (in Millions)

9,7%

3,1%

5,5%

13,2%

3,2%

8,2%
10,5%

3,1%

6,1%

2023 2024 2025

FB RW TOTAL FMCG

FMCG Value Sales Trend - Year 2025
Growth by 6.1% for Total FMCG Market in 2025, coming from both Segments

! 

FIXED BARCODE
77,6%

RANDOM 
WEIGHT

22,4%

2025  Value Contribution



Circana, Inc. and Circana Group, L.P. |  Proprietary and confidential 7

746 799

220 244

966
1.044

YTD 25 YTD 26

Value Sales (in Millions)

YTD 26  Value Contribution

FIXED 
BARCODE

76,6%

RANDOM 
WEIGHT

23,4%

FMCG Value Sales Trend - YTD 
Increase for Total FMCG in January 26 (+8.0%) due to both Segments (more intense for RW)

7,6% 7,1%

12,3% 11,1%
8,7% 8,0%

YTD 25 YTD 26

FB RW TOTAL FMCG

! 
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FOOD FB; 
60,2%

HBA; 8,0%

HOUSEHOLD; 
7,3%

OTHER; 2,0%

FOOD RW; 22,4%

FMCG Value Sales Trend – Year 2025 
Food contributed in a more intense way to Total FMCG growth in Year 2025

TTL FOOD 82.6% 

2025 Value Contribution

10.497 10.897 11.646

1.117 1.111
1.1341.012 1.007
1.028

12.885 13.284 14.094

2023 2024 2025

TTL FOOD HBA HOUSEHOLD OTHER TTL FMCG

! 

10,5% 10,7%
8,9% 9,8%

3,1% 3,8%

-0,6% -0,5%

6,1% 6,9%

2,1% 2,1%

TTL FMCG TTL FOOD HBA HOUSEHOLD

2023 2024 2025
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8,7%
10,0%

1,4% 2,3%

8,0%
9,1%

2,7% 1,8%

TTL FMCG TTL FOOD HBA HOUSEHOLD

YTD 24 YTD 25

FOOD FB; 
59,9%

HBA; 7,7%

HOUSEHOLD; 
6,9%

OTHER; 2,1%

FOOD RW; 23,4%

TTL FOOD 83,3% 

FMCG Value Sales Trend - YTD 
Food manages the highest increase in January 26

YTD 26 Value Contribution

797 870

78
8070
72

966
1.044

YTD 25 YTD 26

TTL FOOD HBA HOUSEHOLD OTHER TTL FMCG

! 
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Trends for 
FMCG Market
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Fixed Barcodes 
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2500+ sqm

1000-2500 sqm

400-1000 sqm

0-400 sqm

FMCG Value Sales Trends per Store Type YTD
All Shop Types achieve growth during January 26, more intense for Hyper

12.5pp +8.8%

43.3pp +8.0%

31.9pp +5.0%

12.2pp +7.9%

! 
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FMCG Value Sales Trends per Geo YTD

Center : 12,4pp (+7,9%)

North : 10,5pp (+5,4%)

Salonica : 10,4pp (+6,5%)

Pel/sos : 7,9pp (+8,2%)

Crete : 6,6pp (+7,4%)

Attica : 45,1pp (+7,3%)

Islands : 7,1pp (+6,5%)

! 
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Geos Special 
Analysis 
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FMCG Monthly Value Growth

-5,0%

0,0%

5,0%

10,0%

15,0%

20,0%

25,0%

MAINLAND CRETE ISLANDS

Almost equal growth for the three Geos during January 26
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7,1 7,4 7,9 8,0 8,1
9,4 10,2 10,6 10,9 11,5

83,5 82,4 81,5 81,1 80,4

Summer 2021 Summer 2022 Summer 2023 Summer 2024 Summer 2025

CRETE ISLANDS MAINLAND

Value Contribution

FMCG Value Growth during Summers
Intense growth during Summers for Islands and Crete

! 

Value Growth

13,0%

17,4%
18,6%

5,7%
7,2%

16,7%

23,1%

15,5%

8,0%

11,4%

4,8%

10,8% 10,1%

3,9%
5,0%

Summer 2021 Summer 2022 Summer 2023 Summer 2024 Summer 2025

CRETE ISLANDS MAINLAND
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Price Analysis
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FMCG Price Trends 
More intense increase in Value during January 26

3,1%

5,5%

7,1%

3,2%
3,7%

4,6%

-0,2%

1,7%

2,4%

2024 2025 YTD

Value Unit Price per Unit

! 
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11,2%11,6%
10,3%9,6%

7,9% 7,9%
6,4% 5,6% 4,3% 3,2% 2,6% 1,7% 0,8% 0,0% 0,6%

-1,9%
1,3%

-0,5%-0,5%-0,6% 0,0% -0,1% 0,0% -0,7%
2,3% 1,6% 1,6% 2,7%

0,2% 0,7% 1,3% 1,8% 1,6% 2,3% 2,2% 2,3% 2,4%

PPU trend

6,8%

16,4%

3,2%

12,0%11,1%11,5%11,5%10,6%10,8%

6,2%

10,4%
7,8%

2,3%

-1,6%

6,5%

0,9%

6,5%
4,5%

2,8%
6,1%

3,2%

8,3%

-0,9%-1,0%

7,6%
5,4%4,9%

7,3%
4,5%5,8%6,3%5,4%4,6%4,6%5,5%4,9%

7,1%

-4,0%

4,3%

-6,4%

2,2%2,9%3,3%
4,9%4,7%6,2%

3,0%

7,6%
5,9%

1,5%
-1,6%

5,9%
2,8%

5,2%5,0%
3,3%

6,7%
3,2%

8,3%

-0,9%-0,3%

5,2%3,8%3,2%4,4%4,3%5,1%4,9%3,6%2,9%2,2%3,2%2,6%
4,6%

Value Sales trend vs. Year Ago Unit Sales trend vs. Year Ago

FMCG Value and Unit Monthly Trends
Price per Unit increase in January 26

YR 2024: +3.1%

YR 2025: +5.5%

YTD 2026: +7.1%

 

! 
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Giga 
Categories 
Evolution
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Giga Categories Value Sales Trend
Food manages the highest increase during January 26

Health & Beauty HouseholdFood

Y
T

D
 2

02
6

+8.4% +2.7% +1.8%

! 

20
25 +6.4% +2.1% +2.1%
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Health & Beauty HouseholdFood

Y
T

D
 2

02
6

Giga Categories Unit Sales Trend
Slower growth rate for Food Unit Sales, compared to its Values in January 26

+4.9% +1.8% +2.8%

! 

20
25 +3.8% +3.3% +2.6%
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Categories Value Sales Trend YTD
More intense growth for Snacks, Frozen, Dairy and Beverages & Drinks in January 26

Value Sales Trend 2025

6,2%
11,6% 10,2% 10,6%

2,9%
9,5% 8,2%

2,3% 3,0% 0,2% 4,4%

HOUSEHOLD CLEANERS & 
DETERGENTS

OTHER HOUSEHOLD 
PRODUCTS

PERSONAL 
HYGIENE

PACKAGED FOOD SNACKS DAIRY FROZEN 
FOOD

PERSONAL CARE & 
BEAUTY

ALCOHOL DRINKSCOOKING AIDS, 
INGREDIENTS & 
CONDIMENTS

NON ALCOHOLIC 
BEVERAGES

5,0%
10,1% 8,5% 8,8%

-1,1%

7,5% 5,4% 1,7% 2,5% 1,8% 2,6%

Value Sales Trend YTD 2026

! 
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HOUSEHOLD CLEANERS & 
DETERGENTS

OTHER HOUSEHOLD 
PRODUCTS

NON ALCOHOLIC 
BEVERAGES

PERSONAL 
HYGIENE

PACKAGED FOOD SNACKS DAIRY FROZEN 
FOOD

COOKING AIDS, 
INGREDIENTS & 
CONDIMENTS

PERSONAL CARE & 
BEAUTY

ALCOHOL DRINKS

Unit Sales Trend 2024

3,7% 3,4%
8,7% 9,6%

4,5% 2,7%
5,5%

1,5% 2,0% 0,7%
4,5%

3,0% 2,1%
6,7% 8,0%

3,2% 3,0% 3,8% 3,9% 2,7% 1,8% 3,3%

FMCG Unit Sales Trend YTD
Cooking Aids achieve higher growth rate of Unit Sales compared to its Values 

Unit Sales Trend YTD 2026

! 
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Evolution of 
Private Labels

24
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PL and Branded Value Shares and Trends
PL continue with higher growth rate than Branded in January 26

26,8 27,3 26,5 27,1

73,2 72,7 73,5 72,9

YEAR 2024 YEAR 2025 YTD 25 YTD 26

PL BRANDED

+7.5%

+4.8%

+4.7%

+2.5%

! 

+9.6%

+6.2%
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PL Value Share per Giga Category
Value Share increase for all 3 giga categories in January 26

26,8 27,4

19,9

25,9
27,3 27,8

20,0

26,726,5 26,6

21,4

27,627,1 27,2

21,8

28,5

TOTAL FMCG FOOD HBA HOUSEHOLD

YEAR 2024 YEAR 2025 YTD 2025 YTD 2026

! 
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Price Trends 
& Promo 
Pressure
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%Value Sales due to Temporary Price Reduction
Decreased promo intensity for Non Food in January 26

25,4 25,2
28,4

25,524,6 25,3 24,1
21,5

23,7 24,4 24,2

19,7

23,8 25,1

20,4
18,2

TOTAL FMCG FOOD HBA HOUSEHOLD

YEAR 2024 YEAR 2025 YTD 2025 YTD 2026

+0.6pp

-1.5pp

+0.1pp -3.8pp

! 
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Price per Unit per Giga Category
Price increase for Food influences total FMCG in January 26

2,13
2,01

3,14

2,63

2,17 2,06

3,11

2,62

2,16
2,05

3,06

2,62

2,21 2,12

3,09

2,59

TOTAL FMCG FOOD HBA HOUSEHOLD

YEAR 2024 YEAR 2025 YTD 25 YTD 26

-1.0%

+2.4% 
+3.3%

+0.9%

! 
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2,4%
7,9%

1,4% 0,9%

-1,6%

6,6%
2,6% 0,8% 0,9%

-0,5% -0,1%

PACKAGED
FOOD

SNACKS DAIRY FROZEN FOOD COOKING AIDS,
INGREDIENTS &
CONDIMENTS

NON ALCOHOLIC
BEVERAGES

ALCOHOL
DRINKS

PERSONAL CARE
& BEAUTY

PERSONAL
HYGIENE

HOUSEHOLD
CLEANERS &
DETERGENTS

OTHER
HOUSEHOLD
PRODUCTS

Price per Unit per Category
Intense price increase for Snacking and Non Alcohol during January 26

1,99
1,48

2,16

3,81

1,87 1,90

5,14

3,05 3,07
3,61

1,782,04
1,59

2,19

3,84

1,84 2,03

5,28

3,08 3,10
3,59

1,78

PACKAGED FOOD SNACKS DAIRY FROZEN FOOD COOKING AIDS,
INGREDIENTS &
CONDIMENTS

NON ALCOHOLIC
BEVERAGES

ALCOHOL
DRINKS

PERSONAL CARE
& BEAUTY

PERSONAL
HYGIENE

HOUSEHOLD
CLEANERS &
DETERGENTS

OTHER
HOUSEHOLD
PRODUCTS

YTD 2025 YTD 2026

Price evolution

Price per Unit

! 
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Random 
Weight 
Categories

31



Circana, Inc. and Circana Group, L.P. |  Proprietary and confidential 32

Random Weight Value Sales Trend
Intense Value Growth during January 26 for Random Weight Products

vegetables; 
26,9%

chicken; 9,1%
meat; 21,8%

fish; 4,5%

dairy; 22,0%

salads; 
0,9%

cold cuts; 
5,2%

other; 9,6%

+11.1% 
8,7%

14,3%
15,4% 15,6%

0,3%

6,3%

-6,0%

11,6%11,7%

16,5%

19,7%

16,6%

1,0%

9,0%

-1,0%

17,5%

vegetables chicken meat fish dairy salads cold cuts other

2025 YTD 26 YTD 2026 Contribution

! 
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Online Grocery 
Trends Report
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Sales Value incl. VAT Sales Value Decomposition & Growth Drivers

Monthly Sales Value & YoY Evolution

YoY Evolution
YoY Evolution

YoY Evolution YoY Evolution

YoY Evolution YoY Evolution

Sales Value

Orders Average Basket Value

Average Basket Items Average Unit Price

Sales Value includes VAT. Based on data from eRetail Audit Panel.

J a n u a r y 2 0 2 6  O N L I N E  G R O C E R Y  T R E N D S  R E P O R TE R E T A I L  A U D I T  P A N E L  O V E R V I E W

eRetail Audit Panel Turnover

€28M
0%

0%

-4% +4%

+3% 0%
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Sales Value Weight

Based on data from eRetail Audit Panel.

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth
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Mega Categories Overview 1/2

Fresh Food

35% +1pp

+2%

+1pp

Basic Packaged Food

22% 0pp

0%

0pp

Cleaning Products & Paper for 
Household Use

12% -1pp

-6%

-1pp

Bottled Beverages, Soft 
Drinks, Water & Drink Mixes

9% 0pp

-2%

0pp

Beauty & Health

5% 0pp

-4%

0pp
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Sales Value Weight

Based on data from eRetail Audit Panel.

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth

Sales Value Weight

YoY Evolution in Sales Value

Contribution to Growth
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Mega Categories Overview 2/2

Frozen foods

5% 0pp

+2%

0pp

Other

4% +1pp

+19%

+1pp

Bakery

4% 0pp

-3%

0pp

Baby & Kid

3% 0pp

-13%

0pp

Pet Supplies

1% 0pp

+13%

0pp
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Thank
you
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