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• Europe	 is	 home	 to	 some	 of	 the	 world’s	 largest	
economies:	 Germany	 is	 a	 major	 exporter	 of	
automotive	and	advanced	engineering	and	the	UK	is	a	
major	 financial	 center,	while	France	 and	 Italy	 remain	
among	the	world’s	top	eight	economies.	

• The	 economic	 recovery	 is	 continuing	 at	 a	 moderate	
pace	 in	most	 of	 Europe,	 helped	by	 a	 combination	of	
external	 and	 internal	 factors,	 including	 low	 oil	 and	
energy	 prices,	 favorable	 monetary	 policies,	 and	
improved	access	to	credit.	However,	new	threats	have	
emerged	and	old	dangers	may	rear	their	heads	again.	

• The	UK’s	decision	to	leave	the	EU	is	expected	to	have	
a	 negative	 impact,	 at	 least	 in	 the	 short	 term,	 on	 the	
economies	 of	 the	 other	 main	 European	 countries,	
given	 their	 exposure	 to	 each	 other.	 Additional	 areas	
of	 concern	 include	 the	 unresolved	 structural	
weaknesses	of	Southern	European	economies	and	the	
threat	of	eurozone	disintegration.	

• This	 report	 provides	 an	 overview	 of	 the	 economic	
performance,	 demographics,	 consumer	 sentiments	
and	 spending	 patterns	 of	 the	 top	 five	 European	
economies—Germany,	 France,	 the	 UK,	 Italy	 and	
Spain—highlighting	 differences	 and	 the	 common	
challenges	that	these	countries	face.	

	

Europe 
Consumer 
Overview 
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Europe Consumer Overview 
EXECUTIVE	SUMMARY	
Despite	 the	 rise	 of	 emerging	 markets,	 including	 China,	 India	 and	 Brazil,	
Europe	is	still	home	to	some	of	the	world’s	 largest	economies.	Germany,	a	
major	 exporter	 of	 automotive	 and	 advanced	 engineering,	 is	 the	 world’s	
fourth-largest	economy,	after	the	US,	China	and	Japan.	The	UK	is	the	fifth-
largest	economy	in	the	world,	and	London	fights	with	New	York	for	the	title	
of	the	world’s	main	global	financial	center.	France	and	Italy	remain	among	
the	world’s	top	eight	economies.	

	
Source:	Shutterstock	

The	 economic	 recovery	 continues	 at	 a	moderate	 pace	 in	most	 of	 Europe,	
and	growth	of	 the	European	Union’s	 (EU’s)	GDP	accelerated	 from	0.9%	 in	
2014	to	1.7%	in	2015.	

A	 combination	 of	 favorable	 external	 and	 internal	 factors	 has	 been	
instrumental	in	improving	the	economies	of	the	largest	European	countries	
following	 the	 period	 of	 uncertainty	 spurred	 by	 the	 2008	 global	 financial	
crisis.	Low	oil	and	energy	prices,	 low	inflation	and	interest	rates,	 improved	
access	 to	 credit,	 and	 the	 implementation	 of	 policy	 measures	 to	 improve	
competitiveness	 have	 all	 helped	 to	 boost	 consumer	 spending	 and	 sustain	
the	recovery.	

Nevertheless,	 Europe’s	 economies	 face	 threats.	 Most	 notably,	 the	 UK’s	
decision	to	 leave	the	EU	 is	 likely	 to	have	a	negative	 impact,	at	 least	 in	 the	
short	 term.	 This	 impact	will	 affect	 not	 only	 the	 British	 economy,	 but	 also	
those	 of	 other	 EU	 countries,	 given	 the	 exposure	 that	 European	 countries	
have	to	each	other.	Citi	forecasts	that	EU	and	eurozone	GDP	will	be	f	100–
150	basis	points	lower	over	the	next	three	years	as	a	result	of	Brexit	than	it	
would	have	been	had	the	UK	voted	to	remain	in	the	EU.	The	firm	forecasts	
that	 UK	 GDP	will	 take	 a	 hit	 of	 100–150	 basis	 points	 in	 each	 of	 the	 years	
2016–2018—although,	 like	 many	 other	 banks,	 it	 does	 not	 forecast	 a	 UK	
recession.	

A	combination	of	favorable	
external	and	internal	factors	has	
been	instrumental	in	improving	
the	economies	of	the	largest	
European	countries	following	the	
period	of	uncertainty	spurred	by	
the	2008	global	financial	crisis.	
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A	more	profound,	 though	 largely	 unmeasurable,	 threat	 to	 the	EU	 is	 other	
member	states’	heightened	call	 for	 independence.	 In	the	wake	of	the	UK’s	
decision,	pressure	to	hold	Brexit-style	referenda	appears	to	be	growing	in	a	
number	of	countries,	 including	France,	 the	Netherlands,	 Italy	and	Sweden.	
Fitch	 Ratings	 is	 among	 the	 organizations	 to	 have	 noted	 the	 increased	
political	risk	that	hangs	over	economic	growth	in	Europe.	

Other	threats	to	Europe’s	main	economies	include	the	possibility	of	another	
eurozone	crisis	triggered	by	countries	with	very	high	government	debt,	such	
as	 Greece	 and	 Italy,	 defaulting	 and	 unresolved	 structural	 economic	
problems	in	economies	such	as	Spain,	which	has	very	high	unemployment.	
The	breakup	of	the	eurozone	and	the	failure	of	the	euro	as	a	currency	also	
remain	possibilities.	

	
Source:	Shutterstock	

This	 report	 provides	 an	 overview	 of	 the	 economic	 performance,	
demographics,	 and	 consumer	 sentiment	 and	 spending	 patterns	 in	 the	 top	
five	European	economies:	Germany,	France,	the	UK,	Italy	and	Spain:	

• Germany’s	 economy	 grew	 by	 1.7%	 in	 2015,	 driven	 by	 domestic	
demand	 and	 a	 favorable	 labor	 market	 and	 financing	 conditions.	
Consumers	 in	 Germany	 are	 price	 sensitive	 and	 like	 to	 hunt	 for	
deals,	 but	 they	 do	 not	 compromise	 on	 quality.	 Consumer	
confidence	in	the	country	was	on	the	rise	in	the	first	part	of	2016.	

• France’s	economy	grew	by	1.2%	in	2015,	supported	by	low	energy	
prices	 and	 the	 implementation	 of	 policy	measures	 that	 improved	
competitiveness.	Consumers	 in	France	tend	to	give	 importance	to	
quality	and	appearance	when	shopping.	

• The	 UK	 has	 one	 of	 the	 most	 dynamic	 economies	 in	 Europe;	 the	
country’s	GDP	grew	by	2.3%	in	2015.	An	efficient	and	competitive	
labor	 market,	 increased	 corporate	 profitability,	 and	 growing	
consumer	spending	sustain	its	economy.	British	consumers	tend	to	
be	 very	 well	 informed,	 attentive	 to	 factors	 such	 as	 quality,	 price	
and	the	environmental	impact	of	what	they	buy,	and	they	are	open	

Other	threats	to	Europe’s	main	
economies	include	the	possibility	
of	another	eurozone	crisis.		
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to	 novelties.	 The	 first	 half	 of	 2016	 saw	 a	 decline	 in	 consumer	
confidence	due	to	uncertainty	ahead	of	the	Brexit	referendum.	

• Italy	is	slowly	recovering	from	a	period	of	economic	recession.	The	
country’s	GDP	grew	weakly,	by	0.8%,	in	2015,	sustained	by	factors	
such	as	low	energy	prices	and	easier	access	to	credit.	Consumers	in	
Italy,	 traditionally	 sensitive	 to	 quality,	 have	 been	 forced	 by	 the	
uncertain	 economic	 environment	 to	 prioritize	 budget	 concerns.	
Consumer	confidence	in	Italy	declined	in	the	first	half	of	2016	due	
to	concern	over	the	strength	of	the	economic	recovery.	

• Spain	 is	 recovering	 quickly	 from	 a	 period	 of	 economic	 recession,	
and	 it	 showed	the	 fastest	GDP	growth	among	the	main	European	
economies	 in	 2015,	 at	 3.2%.	 Despite	 this,	 the	 recent	 period	 of	
economic	 downturn	 prompted	 Spanish	 consumers	 to	 turn	 to	
cheaper	products,	and	it	continues	to	affect	consumer	behavior.	In	
early	 2016,	 consumer	 confidence	 deteriorated	 due	 to	 concerns	
over	the	long-term	sustainability	of	the	economic	recovery	and	the	
persistence	 of	 unsolved	 structural	 problems,	 such	 as	 high	
unemployment.	

Figure	1.	Comparison	of	Economic	Data:	Selected	EU	Countries,	2015	

	
Germany	 France	 UK	 Italy		 Spain	

Population	(Mil.)	 81.2	 66.4	 64.9	 60.8	 46.4	

GDP	(€	Bil.)	 €3,026		 €2,181	 €2,569	 €1,636	 €1,081	

Per-Capita	GDP	(€)	 €37,266	 €32,840		 €39,598	 €26,916	 €23,277	

GDP	Growth	Rate	(YoY	%	Change)	 1.7%	 1.2%	 2.3%	 0.8%	 3.2%	

Consumer	Price	Inflation	 0.1%	 0.1%	 0.0%	 0.1%	 (0.6)%	

Household	Disposable	Income	(€,	2014)	 €26,291	 €23,451	 €21,312	 €19,903	 €17,711	

Unemployment	Rate	 4.6%	 10.4%	 5.3%	 11.9%	 22.1%	

Balance	of	Trade	(€	Mil.)	 €257.1	 €(0.9)	 €(132.6)	 €35.8	 €15.2	

Government	Debt	to	GDP	(Dec.	2015)	 71.2%	 96.1%	 89.2%	 132.7%	 99.2%	

Ease	of	Doing	Business	Ranking	 15	 27	 6	 45	 33	
Non-EU	Import	Tariff	Rate,	Average,	All	
Products	(2014)	 2.1%	 2.1%	 2.1%	 2.1%	 2.1%	

Standard	VAT	Rate	 19%	 20%	 20%	 22%	 21%	

Retail	Sales	Growth	(YoY	%	Change)	 3.1%	 1.2%	 2.0%	 1.8%	 3.6%	

E-Commerce	Sales	(€	Bil.)	 €56	 €38	 €90	 €12	 €14	
E-Commerce	Sales	Growth	(YoY	%	
Change)	 12.0%	 11.1%	 14.5%	 19.0%	 13.9%	
Source:	Eurostat/Destatis/INSEE/Office	for	National	Statistics	(ONS)/OECD/Trading	
Economics/World	Bank/European	Commission/eMarketer/Fung	Global	Retail	&	Technology	
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GERMANY	

Figure	2.	Germany	Country	Data,	2015	

Population	(Mil.)	 81.2	

GDP	(€	Bil.)	 €3,026	

GDP	Growth	Rate	(YoY	%	Change)	 1.7%	

Unemployment	Rate	 4.6%	

Consumer	Spending	(YoY	%	Change)	 2.5%	

Consumer	Price	Inflation	 0.1%	

Source:	 Eurostat/OECD/Trading	 Economics/World	 Bank/European	 Commission/eMarketer/Fung	
Global	Retail	&	Technology	

Economy	 	

Germany,	Europe’s	 largest	economy	and	the	fifth	 largest	 in	the	world,	based	
its	 success	 in	 recent	 years	 on	 the	 export	 of	 high-added-value	 products.	
Germany	 is	 the	second-largest	exporter	globally,	with	exports	accounting	 for	
more	 than	 one-third	 of	 its	 GDP.	 China	 and	 the	 US	 are	 Germany’s	 most	
important	trading	partners	outside	the	EU.	

The	manufacturing	 sector	 accounted	 for	 30.2%	of	German	GDP	 in	 2015	 and	
employed	 24.6%	 of	 the	 workforce.	 Major	 manufacturing	 industries	 include	
automotive,	advanced	engineering,	chemicals	and	pharmaceuticals.	

	
Source:	Shutterstock	

The	 service	 sector	 is	 the	 largest	 sector	 within	 the	 German	 economy,	
accounting	 for	 69.1%	 of	 its	 GDP	 in	 2015	 and	 employing	 73.8%	 of	 the	 labor	
force.	Retailing	generated	€594.3	billion	in	2015	and	grew	by	3.1%,	according	
to	 our	 analysis	 of	 data	 from	 the	 German	 statistical	 office	 Destatis.	 E-
commerce	grew	by	12%	in	2015,	to	a	total	retail	value	of	€56	billion,	according	
to	 eMarketer.	 Germany	 is	 home	 to	 large	 Internet	 retailers,	 including	 Otto	
Group,	 Zalando	 and	 Media	 Markt.	 Agriculture	 accounted	 for	 the	 remaining	
0.7%	of	the	economy	in	2015.	

Germany	is	Europe’s	largest	
economy	and	the	world’s	fifth	
largest.	The	German	economy	
grew	by	1.7%	in	2015,	driven	by	a	
favorable	labor	market,	
favorable	financing	conditions,	
low	energy	prices	and	high	net	
migration.	
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The	German	economy	grew	by	1.7%	in	2015	and	is	expected	to	grow	by	1.6%	
this	year,	according	to	the	European	Commission.	Growth	will	be	underpinned	
by	a	favorable	labor	market	and	favorable	financing	conditions	as	well	as	by	
temporary	factors	such	as	low	energy	prices	and	high	net	migration.	

However,	 the	 UK’s	 exit	 from	 the	 EU	 could	 have	 a	 negative	 impact	 on	 the	
German	economy.	Germany’s	exports	of	goods	to	the	UK	accounted	for	2.4%	
of	 the	 country’s	 GDP	 in	 2014,	 according	 to	 Citi,	 and	 a	 restoration	 of	 trade	
barriers	could	dent	that	figure.	Financial	exposure	is	another	concern.	German	
banks’	 assets	 in	 the	 UK	 accounted	 for	 13%	 of	 total	 German	 GDP	 in	 2013,	
according	to	Citi,	and	any	 large	sterling	depreciation	could	 lead	to	significant	
losses	 for	 German	 financial	 institutions.	 The	 consolation	 is	 that	 the	 UK’s	
departure	from	the	EU	is	likely	to	be	a	couple	of	years	away.	

Other	 factors	 that	 could	 weigh	 on	 the	 German	 economy	 include	 another	
eurozone	 crisis	 caused	 by	 a	 default	 of	 Greece	 or	 other	 Southern	 European	
economies	 and	 low	 public	 and	 corporate	 investment	 relative	 to	 precrisis	
levels,	according	to	the	European	Commission.	The	slowdown	of	the	Chinese	
economy	 is	 another	 risk	 to	 Germany’s	 economic	 growth	 in	 2016,	 given	 the	
exposure	 that	 Germany’s	 exports	 have	 to	 the	 world’s	 second-largest	
economy.	

Figure	3.	Germany:	GDP	Growth	(YoY	%	Change)	

	

Source:	World	Bank/European	Commission/Fung	Global	Retail	&	Technology	

Demographics	

In	 terms	 of	 population,	 Germany	 is	 the	 most	 populous	 country	 in	 Europe	
(excluding	Russia),	with	a	total	population	of	81.2	million	in	2015.	Berlin,	the	
capital,	 is	also	 the	country’s	 largest	city,	and	has	a	population	of	3.6	million.	
Other	main	urban	conglomerates	 include	Hamburg	(1.8	million),	Munich	(1.4	
million)	and	Cologne	 (1.0	million),	 and	75.3%	of	 the	 total	population	 lives	 in	
urban	areas.	

Germany	has	an	aging	population,	with	low	growth	rates.	The	World	Factbook,	
published	by	the	CIA,	estimates	that	the	median	age	in	Germany	was	46.5	in	

3.7	

0.4	 0.3	

1.6	 1.7	 1.6	

2011	 2012	 2013	 2014	 2015	 2016E	

The	UK’s	exit	from	the	EU	could	
have	a	negative	impact	on	the	
German	economy.		
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2015.	 The	 population	 declined	 by	 1.5%	 in	 2014,	 but	 returned	 to	 growth,	 of	
0.5%,	in	2015,	according	to	Eurostat.	However,	this	was	a	projection	based	on	
data	from	the	2011	census,	and	few	could	have	predicted	the	mass	migration	
into	Germany	that	occurred	in	2015:	a	net	1.14	million	foreigners	migrated	to	
the	country	last	year,	equivalent	to	a	1.4%	increase	in	population.	Total	foreign	
immigration	amounted	to	just	under	2	million	in	2015,	before	860,000	foreign	
emigrants	 are	 discounted.	 Germany	 is	 a	 multicultural	 country	 with	 large	
foreign	 communities.	 Immigrants	 from	Turkey	make	up	2.4%	of	 the	German	
population	 and	 immigrants	 from	 Southern	 and	 Eastern	 European	 countries	
also	comprise	a	significant	portion	of	the	population.	

Consumer	Summary	

Price	 and	 quality	 are	 the	 main	 factors	 German	 consumers	 consider	 when	
shopping,	according	to	marketing	 insight	provider	Brand	View.	Consumers	 in	
Germany	like	to	compare	prices	and	they	tend	to	shop	around	to	find	the	best	
deals.	The	popularity	of	discounters	in	the	country	confirms	German	shoppers’	
price	 sensitivity.	 But	 quality	 is	 also	 important	 to	 them.	 Hence,	 German	
consumers	have	a	highly	 rational	approach	 to	shopping,	and	 they	 try	 to	 find	
the	best-quality	product	at	the	lowest	price	point.	

Germany	 is	 a	 country	 in	 which	 low-paid	 employment	 has	 flourished.	 Labor	
market	 reforms	 in	 the	 early	 to	 mid-2000s	 fed	 a	 low-wage	 culture,	 and	 the	
country	lacked	a	minimum	wage	until	2015,	which	compounded	this.	A	boom	
in	low-wage	jobs	drove	up	employment	rates,	but	left	many	workers	with	little	
discretionary	income,	resulting	in	subdued	growth	in	consumer	demand.	

	
Source:	Shutterstock	

Germany’s	 position	 at	 the	 heart	 of	 Europe	 means	 consumer	 confidence	 is	
often	tied	to	major	continental	developments:	in	later	2014,	for	instance,	a	fall	
in	consumer	sentiment	coincided	with	the	Greek	crisis.	Consumer	confidence	
recovered	in	the	first	part	of	2015,	but	declined	in	the	later	part	of	the	year	as	
the	migration	crisis	took	hold.	The	scale	of	migration	hit	consumer	confidence	
hard	 and	 resulted	 in	 a	 political	 backlash	 that	 was	 evident	 in	 spring	 2016	
elections.	The	metric	improved	in	the	first	few	months	of	2016.	In	June	2016,	

Price	and	quality	are	the	main	
factors	German	consumers	
consider	when	shopping.	

The	short-term	outlook	for	a	
sustained	recovery	in	consumer	
confidence	is	not	good.		
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the	indicator	was	at	(1.9),	its	highest	level	since	August	2015.		

Yet	the	short-term	outlook	for	a	sustained	recovery	in	consumer	confidence	is	
not	good.	Any	resurgence	of	economic	difficulties	in	Greece	would	compound	
negative	 consumer	 sentiment;	 meanwhile,	 the	 economic	 ramifications	 of	
Brexit	are	likely	to	weigh	on	sentiment.		

Figure	4.	Germany:	Consumer	Confidence	Indicator	

	

Source:	Eurostat	

Figure	5.	Germany:	Consumption	Expenditure	by	Category	as	%	of	Total	Expenditure,	
2015	

Food,	Beverages	and	Tobacco	 13.5	

Transport	and	Communications	 16.8	

Housing	 24.0	

Clothing	and	Footwear	 4.9	

Furniture	 6.7	

Recreation	and	Culture	 9.5	

Hotels	and	Restaurants	 5.5	

Others	 19.1	

Source:	Eurostat/Destatis/Fung	Global	Retail	&	Technology	
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Figure	6.	Germany:	Total	Consumer	Spending	(€	Bil.)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	7.	Germany:	Per-Capita	Consumer	Spending	(€)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	8.	Germany:	Most	Valuable	Brands,	2015	(€	Mil.)	

BMW	 27,241	

Deutsche	Telekom	 25,618	

Volkswagen	 25,549	

Mercedes-Benz	 22,505	

Allianz	 17,242	

	Source:	Brand	Finance	
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FRANCE		

Figure	9.	France	Country	Data,	2015	

Population	(Mil.)	 66.4	

GDP	(€	Bil.)	 €2,181	

GDP	Growth	Rate	(YoY	%	Change)	 1.2%	

Unemployment	Rate	 10.4%	

Consumer	Spending	(YoY	%	Change)	 1.7%	

Consumer	Price	Inflation	 0.1%	

Source:	 Eurostat/OECD/Trading	 Economics/World	 Bank/European	 Commission/eMarketer/Fung	
Global	Retail	&	Technology	

Economy	

France	 is	 the	 seventh-largest	 economy	 in	 the	world	 and	 the	 third	 largest	 in	
Europe.	The	government	maintains	a	strong	presence	 in	sectors	 that	 include	
power,	 defense	 and	 public	 transport.	 With	 more	 than	 84	 million	 foreign	
tourists	 per	 year,	 according	 to	 the	 CIA’s	 The	World	 Factbook,	 France	 is	 the	
most-visited	 country	 in	 the	world,	 with	 a	 total	 expenditure	 by	 international	
inbound	tourists	of	€50.3	billion	in	2014	(latest	available).	

The	 manufacturing	 sector	 accounted	 for	 19.3%	 of	 French	 GDP	 in	 2015	 and	
employed	 21.3%	 of	 the	 workforce.	 Major	 manufacturing	 industries	 include	
machinery,	 chemicals,	 automobiles,	 metallurgy,	 aircraft,	 electronics,	 textiles	
and	food	processing.	

	

	

	

	

	

	

	

Source:	Shutterstock	

The	service	sector	is	the	largest	sector	within	the	French	economy,	accounting	
for	79.0%	of	its	GDP	in	2015	and	employing	75.7%	of	the	labor	force.	Retailing	
generated	€493.3	billion	in	2015	and	grew	by	1.2%,	according	to	our	analysis	
of	data	from	the	French	statistical	office	INSEE.	E-commerce	grew	by	11.1%	in	

Following	three	years	of	weak	
growth,	French	GDP	grew	by	1.2%	
in	2015,	supported	by	reduced	oil	
prices,	a	weak	euro	and	the	
implementation	of	policy	measures	
to	reduce	the	cost	of	labor	and	
improve	competitiveness.	
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2015,	to	a	total	retail	value	of	€38	billion,	according	to	eMarketer.	Agriculture	
accounted	for	the	remaining	1.7%	of	the	economy	in	2015.	

Following	 three	 years	 of	 weak	 growth,	 French	 GDP	 grew	 by	 1.2%	 in	 2015,	
supported	 by	 reduced	 oil	 prices,	 a	 weak	 euro	 and	 the	 implementation	 of	
policy	measures	to	reduce	the	cost	of	labor	and	improve	competitiveness.		

The	 European	 Commission	 expects	 the	 French	 economy	 to	 grow	 by	 1.3%	 in	
2016,	sustained	by	private	consumption,	as	inflation	is	set	to	remain	low	and	
boost	 households’	 purchasing	 power.	 Low	 investment	 and	 export	 levels	 are	
expected	to	continue	to	inhibit	growth.	

The	 UK’s	 eventual	 exit	 from	 the	 EU	 could	 have	 a	 negative	 impact	 on	 the	
French	economy.	Exports	of	goods	to	the	UK	accounted	for	1.4%	of	France’s	
GDP	 in	 2014,	 according	 to	 Citi,	 and	 a	 restoration	 of	 trade	 barriers	 could	
negatively	affect	exportation.	Financial	exposure	is	another	concern,	as	French	
banks’	 assets	 in	 the	 UK	 accounted	 for	 10%	 of	 the	 country’s	 GDP	 in	 2013,	
according	 to	 Citi.	 Any	 large	 sterling	 depreciation	 could	 lead	 to	 significant	
losses	for	French	financial	institutions.	

Other	 factors	 that	 could	 weigh	 on	 the	 French	 economy	 include	 another	
eurozone	 crisis	 caused	 by	 the	 default	 of	 Greece	 or	 other	 peripheral	 EU	
economies.	

Figure	10.	France:	GDP	Growth	(YoY	%	Change)	

	

Source:	World	Bank/European	Commission/Fung	Global	Retail	&	Technology	

Demographics	

France’s	 population	 totaled	 66.4	million	 in	 2015.	 The	 capital,	 Paris,	 is	 by	 far	
the	 largest	 city	 in	 France,	 with	 a	 population	 of	 10.8	 million.	 Other	 urban	
conglomerates	include	Lyon	(1.6	million),	Marseille	(1.6	million)	and	Lille	(1.0	
million),	and	79.5%	of	the	total	population	lives	in	urban	areas.	

The	French	population	grew	by	0.4%	 in	2015,	and	the	median	age	was	41.1,	
according	 to	 the	The	World	 Factbook.	 The	 aging	population	 is	 a	 concern	 for	
France,	but	a	less	severe	one	than	for	other	European	countries	such	as	Italy	
and	 Germany.	 French	 law	 prohibits	 the	 collection	 of	 data	 on	 ethnicity	 and	
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Low	investment	and	export	levels	
are	expected	to	continue	to	
inhibit	growth.	
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religious	 affiliation,	 so	 official	 statistics	 on	 them	 are	 unavailable.	 However,	
given	 France’s	 colonial	 past,	 it	 is	 a	 multicultural	 country	 with	 large	
communities	from	various	regions	around	the	world,	including	North	Africa.	

Consumer	Summary	

French	 consumers	are	 relatively	 affluent	and	 impulsive.	 They	make	 frequent	
purchases	and	 like	 to	 try	new	products	and	services,	according	 to	Santander	
Bank.	 Quality	 is	 the	 main	 factor	 that	 French	 consumers	 take	 into	 account	
when	 deciding	what	 to	 buy:	 a	 growing	 number	 of	 consumers	 tend	 to	 favor	
products	 with	 a	 quality	 label	 or	 brand,	 according	 to	 the	 bank’s	 research.	
French	consumers	also	value	after-sales	service	when	deciding	where	to	buy.	
According	 to	 Agriculture	 and	 Agri-Food	 Canada,	 French	 consumers	 prefer	
domestic	 products	 to	 imported	 goods	 and	 are	 increasingly	 concerned	 about	
the	 impact	 of	 what	 they	 eat	 and	 buy	 on	 their	 own	 health	 and	 on	 the	
environment.	

Consumer	confidence	remained	low	in	France	 in	2015.	January	2016	showed	
an	 improvement,	but	was	 followed	by	a	decline	 that	 lasted	 through	April.	 In	
May,	the	confidence	reading	was	(10.1),	the	highest	since	January	2015.	

Figure	11.	France:	Consumer	Confidence	Indicator	

	

Source:	Eurostat	
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Figure	12.	France:	Consumption	Expenditure	by	Category	as	%	of	Total	Expenditure,	
2013	

Food	and	Nonalcoholic	Beverages	 13.4	

Transport	 13.0	

Housing	 26.7	

Clothing	and	Footwear	 4.2	

Furniture	 1.4	

Recreation	and	Culture	 8.2	

Hotels	and	Restaurants	 6.5	

Others	 26.6	

2013	data	are	the	latest	available.	

Source:	Eurostat/INSEE/Fung	Global	Retail	&	Technology	

Figure	13.	France:	Total	Consumer	Spending	(€	Bil.)	

	

Source:	Eurostat/Fung	Global	Retail	&	Technology	
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Figure	14.	France:	Per-Capita	Consumer	Spending	(€)	

	

Source:	Eurostat/Fung	Global	Retail	&	Technology	

Figure	15.	France:	Most	Valuable	Brands,	2016	(€	Mil.)	

Orange	 17,569	

AXA	 16,818	

BNP	Paribas	 14,289	

Total	 13,559	

L’Oréal	Paris	 12,602	

	Source:	Brand	Finance	

	

UK	

Figure	16.	UK	Country	Data,	2015	

Population	(Mil.)	 64.9	

GDP	(€	Bil.)	 €2,569	

GDP	Growth	Rate	(YoY	%	Change)	 2.3%	

Unemployment	Rate	 5.3%	

Consumer	Spending	(YoY	%	Change)	 2.9%	

Consumer	Price	Inflation	 0.0%	

Source:	 Eurostat/OECD/Trading	 Economics/World	 Bank/European	 Commission/eMarketer/Fung	
Global	Retail	&	Technology	

Economy	

The	 UK,	 one	 of	 the	 world’s	 leading	 financial	 centers,	 is	 the	 second-largest	
economy	 in	 Europe	 after	 Germany.	 The	 global	 financial	 crisis	 hit	 the	 British	
economy	 hard	 in	 2008,	 given	 its	 reliance	 on	 the	 financial	 sector.	 However,	
since	 then,	 the	 economy	 has	 recovered	 rapidly	 and	 has	 become	 one	 of	 the	
most	dynamic	within	the	EU.	
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The	 manufacturing	 sector	 accounted	 for	 19.7%	 of	 British	 GDP	 in	 2015	 and	
employed	 15.2%	 of	 the	 workforce.	 Major	 manufacturing	 industries	 include	
machine	 tools,	 electric	 power	 equipment,	 automation	 equipment,	 railroad	
equipment,	 shipbuilding,	 aircraft,	 motor	 vehicles	 and	 parts,	 electronics	 and	
communications	 equipment,	 metals,	 chemicals,	 coal,	 petroleum,	 paper	 and	
paper	products,	food	processing,	textiles,	clothing,	and	other	consumer	goods.	

The	service	sector	is	the	largest	sector	within	the	UK	economy,	accounting	for	
79.6%	 of	 GDP	 in	 2015	 and	 employing	 83.5%	 of	 the	 labor	 force.	 Retailing	
generated	€468.3	billion	in	2015	and	grew	by	2.0%	in	local	currency,	according	
to	the	ONS.	The	UK	has	the	biggest	e-commerce	channel	in	Europe,	according	
to	eMarketer,	and	one	of	the	most	dynamic;	UK	e-commerce	grew	by	14.5%	in	
2015	 to	a	 total	 value	of	€90	billion.	Agriculture	accounted	 for	 the	 remaining	
0.6%	of	the	economy	in	2015.	

	
Source:	Shutterstock	

The	UK	economy	grew	by	2.3%	in	2015.	The	strong	performance	was	driven	by	
internal	 factors	 that	 included	 an	 accommodative	 monetary	 policy,	 the	
resilience	 of	 the	 banking	 sector,	 an	 efficient	 and	 competitive	 labor	 market,	
increased	corporate	profitability,	and	robust	growth	in	consumer	expenditure	
due	to	low	unemployment	and	low	inflation.	The	UK	economy	is	expected	to	
grow	 by	 1.8%	 in	 2016,	 according	 to	 a	 forecast	 the	 European	 Commission	
compiled	before	the	Brexit	referendum.	

However,	 the	 UK’s	 decision	 to	 leave	 the	 EU	 is	 expected	 to	 have	 a	 negative	
impact	 on	 the	 economy	 in	 the	 short	 term,	 largely	 due	 to	 the	 uncertainty	
surrounding	the	particulars	of	the	eventual	separation.	There	is	disagreement	
among	economists	as	to	the	near-term	economic	impact	of	the	Brexit	vote:	

•	 Credit	 Suisse	 and	Barclays	 have	both	 forecast	 a	 recession	 in	 the	 second	
half	of	2016.	Barclays	expects	positive	economic	growth	to	return	in	2017,	
but	Credit	Suisse	forecasts	that	the	recession	will	continue	into	next	year.	

• J.P.	Morgan	and	research	consultancy	Capital	Economics	do	not	foresee	a	
recession	later	this	year	or	in	2017.	

Prior	 to	 the	 referendum,	Citi	 forecast	 that	an	exit	 from	the	EU	would	hit	UK	
GDP	 growth	 by	 150	 basis	 points	 in	 2017	 and	 again	 by	 the	 same	 amount	 in	
2018.	ING’s	forecast	was	slightly	less	pessimistic;	the	firm	forecast	a	120-basis-

The	UK	economy	grew	by	2.3%	in	
2015.	The	strong	performance	
was	driven	by	an	accommodative	
monetary	policy,	the	resilience	of	
the	banking	sector,	an	efficient	
and	competitive	labor	market,	
increased	corporate	profitability,	
and	growing	consumer	
expenditure	due	to	low	
unemployment	and	low	inflation.	

J.P.	Morgan	and	research	
consultancy	Capital	Economics	
do	not	foresee	a	recession	later	
this	year	or	in	2017.	
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point	 impact	 in	 2017,	 easing	 to	 a	 70-basis-point	 hit	 in	 2018.	 Both	 expect	
economic	growth	to	remain	positive	in	2017	and	2018.	

Figure	17.	UK:	GDP	Growth	(YoY	%	Change)	

	

Source:	World	Bank/European	Commission/Fung	Global	Retail	&	Technology	

Demographics	

The	UK	had	a	total	population	of	64.9	million	in	2015.	The	capital,	London,	is	
by	far	the	largest	city	in	the	UK,	with	a	population	of	10.3	million.	Other	large	
metropolitan	areas	include	Manchester	(2.6	million),	Birmingham	(2.5	million)	
and	 Glasgow	 (1.2	million),	 and	 82.6%	 of	 the	 total	 population	 lives	 in	 urban	
areas.	

The	British	population	grew	by	0.5%	 in	2015,	and	 the	median	age	was	40.4,	
according	 to	 the	 The	World	 Factbook.	 The	 country’s	 economic	 performance	
and	 strong	 labor	 market	 have	 attracted	 immigrants	 from	 other	 European	
countries	 in	 recent	 years,	 and	 the	 UK	 is	 also	 home	 to	 more	 traditional	
immigrant	 communities	 from	 former	 Commonwealth	 countries.	 Due	 to	 its	
colonial	 past,	 the	 UK	 is	 an	 ethnically	 diverse	 country,	 with	 large	 ethnic	
minority	groups.	

Consumer	Summary	

The	dynamism	of	the	British	economy	is	reflected	in	its	consumers’	behavior.	
Consumer	 spending	 grew	 faster	 in	 the	 UK	 in	 2015	 than	 it	 did	 in	 any	 other	
major	 European	 country,	 fostered	 by	 high	 employment	 and	 good	 economic	
prospects.	UK	 consumers	 tend	 to	work	 long	 hours	 and	 therefore	 appreciate	
innovative	ways	to	shop	efficiently.	In	the	UK,	the	Internet	retail	channel	is	the	
most	 advanced	 in	 Europe	 and	 one	 of	 the	most	 advanced	 in	 the	world.	 The	
recent	 success	 of	 companies	 such	 as	Deliveroo—a	digital	 startup	 that	 offers	
restaurant	 food	 delivery—shows	 that	 time-strapped	 British	 consumers	 in	
urban	areas	are	confident	in	buying	services	online.	

Seeking	 value	 for	 money	 has	 become	 a	 key	 element	 of	 British	 consumers’	
shopping	behavior,	according	 to	Barclays,	which	cites	 the	 rise	of	discounters	
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Consumer	spending	grew	faster	in	
the	UK	in	2015	than	it	did	in	any	
other	major	European	country,	
fostered	by	high	employment	and	
good	economic	prospects.	
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as	 evidence	 of	 this	 trend.	 Quality,	 superior	 design,	 branding	 and	
environmental	 benefits	 are	 also	 factors	 that	 UK	 consumers	 consider	 when	
shopping,	 according	 to	 Santander.	 After-sales	 service	 is	 important,	 too.	
According	 to	market	 research	 firm	Mintel,	 79%	of	UK	 shoppers	 claim	 that	 a	
company’s	return	policy	influences	their	purchase	decision.	

Consumer	confidence	in	the	UK	reached	its	2015	peak	in	June	last	year,	with	a	
score	of	5.9.	 This	was	 followed	by	a	downward	 trend	during	 the	 summer	of	
2015,	 probably	 due	 to	 concerns	 about	 the	 migration	 crisis	 in	 Europe.	 The	
indicator	 deteriorated	 again	 at	 the	 start	 of	 this	 year,	 dropping	 from	 2.8	 in	
December	 2015	 to	 (1.4)	 in	 May	 2016.	 Despite	 upbeat	 economic	 headlines	
about	low	inflation	and	low	interest	rates,	uncertainty	over	the	outcome	and	
potential	 impact	 of	 the	 Brexit	 referendum	may	 have	weighed	 on	 consumer	
confidence	in	the	first	months	of	2016.	

Figure	18.	UK:	Consumer	Confidence	Indicator	

	

Source:	Eurostat	

Figure	19.	UK:	Consumption	Expenditure	by	Category	as	%	of	Total	Expenditure,	2015	

Food	and	Nonalcoholic	Beverages	 8.2	

Transport	 14.1	

Housing	 24.5	

Clothing	and	Footwear	 5.8	

Furniture	 1.6	

Recreation	and	Culture	 10.3	

Hotels	and	Restaurants	 9.7	

Others	 25.8	

	Source:	Eurostat/Fung	Global	Retail	&	Technology	

(1.4)	

(2)	

(1)	

0		

1		

2		

3		

4		

5		

6		

7		



	

19 
	

JULY	11,	2016	

 

DEBORAH	WEINSWIG,	MANAGING	DIRECTOR,	FUNG	GLOBAL	RETAIL	&	TECHNOLOGY	
DEBORAHWEINSWIG@FUNG1937.COM		US:	917.655.6790		HK:	852.6119.1779		CN:	86.186.1420.3016	
Copyright	©	2016	The	Fung	Group.	All	rights	reserved.	

Figure	20.	UK:	Total	Consumer	Spending	(€	Bil.)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	21.	UK:	Per-Capita	Consumer	Spending	(€)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	22.	UK:	Most	Valuable	Brands,	2015	(€	Mil.)	
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ITALY	

Figure	23.	Italy	Country	Data,	2015	

Population	(Mil.)	 60.8	

GDP	(€	Bil.)	 €1,636	

GDP	Growth	Rate	(YoY	%	Change)	 0.8%	

Unemployment	Rate	 11.9%	

Consumer	Spending	(YoY	%	Change)	 2.0%	

Consumer	Price	Inflation	 0.1%	

Source:	 Eurostat/OECD/Trading	 Economics/World	 Bank/European	 Commission/eMarketer/Fung	
Global	Retail	&	Technology	

Economy	

Italy	is	the	fourth-largest	economy	in	Europe.	The	Italian	economy	is	driven	in	
large	 part	 by	 the	manufacture	 of	 high-quality	 consumer	 goods	 by	 small	 and	
medium-size	 firms.	 The	 structure	 and	 performance	 of	 the	 economy	 differs	
significantly	between	the	developed	northern	region,	which	has	strong	private	
manufacturing	 and	 service	 sectors,	 and	 the	 less	 developed	 and	 more	
inefficient	southern	region,	which	suffers	from	high	unemployment	and	has	a	
sizeable	underground	economy.	

The	 manufacturing	 sector	 accounted	 for	 23.6%	 of	 Italian	 GDP	 in	 2015	 and	
employed	 28.3%	 of	 the	 workforce.	 Major	 manufacturing	 industries	 include	
machinery,	iron	and	steel,	chemicals,	food	processing,	textiles,	motor	vehicles,	
clothing,	footwear,	and	ceramics.	

The	service	sector	is	the	largest	sector	within	the	Italian	economy,	accounting	
for	74.2%	of	GDP	in	2015	and	employing	67.8%	of	the	labor	force.	Retail	sales	
grew	by	1.8%	in	2015,	according	to	data	published	by	Eurostat.	E-commerce	in	
Italy	grew	by	19.0%	in	2015,	to	a	total	retail	value	of	€12	billion,	according	to	
eMarketer.	 In	 2015,	 agriculture	 accounted	 for	 the	 remaining	 2.2%	 of	 the	
economy.	

After	 three	 years	 of	 recession,	 Italy’s	 economy	 returned	 to	weak	 growth,	 of	
0.8%,	 in	 2015.	 Positive	 growth	 was	 sustained	 by	 improved	 consumer	
confidence,	 better	 labor	market	 prospects,	 low	 energy	 and	 oil	 prices,	 and	 a	
gradual	loosening	of	financial	conditions	for	the	private	sector.	The	recovery	is	
set	 to	 strengthen	 in	 2016,	 with	 growth	 of	 1.1%	 forecast	 by	 the	 European	
Commission.	

The	 UK’s	 departure	 from	 the	 EU	 should	 have	 relatively	 little	 impact	 on	 the	
Italian	 economy.	 Italy’s	 exports	 of	 goods	 to	 the	 UK	 were	 just	 1.1%	 of	 the	
country’s	 GDP	 in	 2014,	 according	 to	 Citi.	 Also,	 Italian	 banks	 have	much	 less	
financial	exposure	to	the	UK	than	German	and	French	banks	do:	Italian	banks’	
assets	in	the	UK	accounted	for	less	than	5%	of	the	country’s	total	GDP	in	2013,	
according	to	Citi.	

The	Italian	economy	could	be	negatively	impacted	by	another	eurozone	crisis	
caused	by	a	default	of	one	of	the	Southern	European	EU	economies.	Italy	had	
a	 132.7%	 debt–to-GDP	 ratio	 in	 2015,	 according	 to	 data	 from	 the	 European	
Commission,	and	could	itself	default	on	its	debt.	

After	three	years	of	recession,	
Italy’s	economy	returned	to	weak	
growth,	of	0.8%,	in	2015.	The	
positive	growth	was	sustained	by	
improved	consumer	confidence,	
better	labor	market	prospects,	
low	energy	and	oil	prices,	and	a	
gradual	loosening	of	financial	
conditions	for	the	private	sector.	
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Figure	24.	Italy:	GDP	Growth	(YoY	%	Change)	

	

Source:	World	Bank/European	Commission/Fung	Global	Retail	&	Technology	

Demographics	

Italy	had	a	total	population	of	60.8	million	in	2015.	The	capital,	Rome,	is	also	
the	country’s	largest	city,	with	a	population	of	3.7	million.	Other	major	urban	
conglomerates	 include	Milan	(3.0	million),	Naples	(2.2	million)	and	Turin	(1.8	
million),	and	69.0%	of	the	total	population	lives	in	urban	areas.	

The	population	 in	 Italy	grew	by	0.3%	 in	2015,	and	the	median	age	was	44.8,	
according	to	the	The	World	Factbook.	Similar	to	Germany,	the	country	suffers	
from	slow	population	growth	and	an	aging	of	the	population,	factors	that	have	
been	partially	mitigated	by	immigration	in	recent	years.	

Consumer	Summary	

Italian	 consumers	 traditionally	 favored	 quality	 over	 price,	 but	 the	 recent	
economic	 recession	 hit	 consumer	 spending	 and	 forced	 more	 people	 to	
prioritize	 budgetary	 concerns	when	 shopping.	 In	 2015,	 the	 better	 economic	
outlook	 and	 a	 return	 to	 growth—however	 weak—of	 the	 country’s	 GDP	
restored	confidence.	

According	 to	 market	 research	 firm	 Euromonitor	 International,	 Italian	
consumers	 tend	 to	 look	 for	 locally	 sourced	products	 and	 are	 less	 concerned	
about	 labels	 such	 as	 “organic”	when	 choosing	 groceries.	 Italians	 also	 like	 to	
buy	new	products,	especially	in	apparel,	according	to	Santander.	
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Consumer	confidence	in	Italy	
declined	in	the	first	half	of	2016	
as	consumers	became	concerned	
about	the	strength	of	the	
economic	recovery.	
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Source:	Shutterstock	

Consumer	confidence	in	Italy	rose	in	the	first	three	months	of	2015	and	again	
during	the	second	half	of	2015	as	a	result	of	an	improved	economic	outlook,	
but	it	declined	in	the	first	half	of	2016	as	consumers	became	concerned	about	
the	strength	of	the	economic	recovery.	

Figure	25.	Italy:	Consumer	Confidence	Indicator	

	

Source:	Eurostat	

Figure	 26.	 Italy:	 Consumption	 Expenditure	 by	 Category	 as	 %	 of	 Total	 Expenditure,	
2014	

Food	and	Nonalcoholic	Beverages	 14.2	

Transport	 12.0	

Housing	 24.4	

Clothing	and	Footwear	 6.1	

Furniture	 2.1	

Recreation	and	Culture	 6.6	

Hotels	and	Restaurants	 9.7	

Others	 24.9	

	Source:	Eurostat/Fung	Global	Retail	&	Technology		
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Figure	27.	Italy:	Total	Consumer	Spending	(€	Bil.)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	28.	Italy:	Per-Capita	Consumer	Spending	(€)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	29.	Italy:	Most	Valuable	Brands,	2016	(€	Mil.)	

Generali	Group	 9,233	
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	Source:	Brand	Finance	
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SPAIN		

Figure	30.	Spain	Country	Data,	2015	

Population	(Mil.)	 46.4	

GDP	(€	Bil.)	 €1,081	

GDP	Growth	Rate	(YoY	%	Change)	 3.2%	

Unemployment	Rate	 22.1%	

Consumer	Spending	(YoY	%	Change)	 2.5%	

Consumer	Price	Inflation	 (0.6)%	

Source:	 Eurostat/OECD/Trading	 Economics/World	 Bank/European	 Commission/eMarketer/Fung	
Global	Retail	&	Technology	

Economy	

Spain	 is	 the	 fifth-largest	 economy	 in	 Europe	 (excluding	 Russia).	 The	 country	
has	 a	 strong	 and	 diverse	 manufacturing	 industry	 and	 is	 one	 of	 the	 biggest	
tourist	destinations	in	the	world.	However,	 in	2008,	following	the	bursting	of	
the	Spanish	housing	market	bubble,	the	country	plunged	into	recession,	and	it	
only	 started	 to	 recover	 in	 2014.	 High	 unemployment	 remains	 a	 concern	 for	
the	country.	

	
Source:	Shutterstock	

The	manufacturing	 sector	 accounted	 for	 22.7%	 of	 Spanish	GDP	 in	 2015	 and	
employed	 15%	 of	 the	 workforce.	 Major	 manufacturing	 industries	 include	
textiles	 and	 apparel,	 food	 and	 beverages,	 metals	 and	 metal	 manufactures,	
chemicals,	 shipbuilding,	 automobiles,	 machine	 tools,	 clay	 and	 refractory	
products,	 footwear,	 pharmaceuticals,	 and	 medical	 equipment	 The	 Spanish	
economy	 also	 has	 a	 relatively	 large	 agriculture	 sector,	 which	 accounted	 for	
2.5%	of	its	total	GDP	in	2015.	

The	 service	 sector	 is	 the	 largest	 sector	 within	 the	 Spanish	 economy,	
accounting	 for	 74.8%	 of	 its	 GDP	 in	 2015	 and	 employing	 58.4%	 of	 the	 labor	
force.	 Retail	 sales	 grew	 by	 3.6%	 in	 2015,	 according	 to	 data	 published	 by	

Spanish	GDP	expanded	by	3.2%	
in	2015,	the	fastest	growth	
among	the	major	European	
economies.	
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Eurostat.	E-commerce	in	Spain	grew	by	13.9%	in	2015,	to	a	total	retail	value	of	
€14	billion,	according	to	eMarketer.	

Spanish	GDP	expanded	by	3.2%	in	2015,	the	fastest	growth	among	the	major	
European	economies.	The	growth	was	driven	by	improved	access	to	credit	for	
firms	 and	 households,	 enhanced	 consumer	 confidence,	 and	 other,	 external	
factors,	 including	 low	oil	and	energy	prices	and	 the	 relative	weakness	of	 the	
euro	 against	 other	 major	 currencies,	 which	 boosted	 exports.	 Growth	 is	
expected	to	remain	robust	 in	2016;	the	European	Commission	forecasts	GDP	
growth	 of	 2.6%	 this	 year.	 Private	 consumption	 and	 investment	 should	
continue	to	encourage	growth.	

As	 with	 other	 European	 markets,	 the	 UK’s	 exit	 from	 the	 EU	 may	 have	 a	
negative	 impact	on	the	economy	 in	Spain.	The	country’s	exports	of	goods	to	
the	UK	were	1.5%	of	GDP	in	2014,	according	to	Citi,	and	a	restoration	of	trade	
barriers	could	damage	that	figure.	Moreover,	as	a	main	tourist	destination	for	
British	holidaymakers,	 Spain	 runs	a	major	 service	 trade	 surplus	with	 the	UK,	
and	a	decline	in	the	pound	could	hit	tourism.	Any	curtailing	of	British	citizens’	
freedom	of	movement	within	the	EU	could	also	hit	the	Spanish	tourism	sector.	

Financial	 exposure	 is	 another	 concern.	 Spanish	 banks’	 assets	 in	 the	 UK	
accounted	 for	37%	of	 the	country’s	 total	GDP	 in	2013,	according	 to	Citi.	The	
percentage	 is	 one	 of	 the	 highest	 in	 Europe	 (along	 with	 Ireland’s),	 and	 a	
sterling	depreciation	could	impact	Spanish	financial	institutions.	

Other	 factors	 that	 could	 drag	 on	 the	 Spanish	 economy	 include	 another	
eurozone	 crisis	 caused	 by	 a	 default	 of	 Greece	 or	 other	 economies	 in	 the	
currency	union.	Spain	 itself	 remains	a	concern	 for	 the	EU,	given	 its	unsolved	
structural	problems,	 including	very	high	unemployment,	which	was	22.1%	 in	
2015,	according	to	Eurostat.	

Figure	31.	Spain:	GDP	Growth	(YoY	%	Change)	

	

Source:	World	Bank/European	Commission/Fung	Global	Retail	&	Technology	

Demographics	

Spain	 had	 a	 total	 population	 of	 46.4	million	 in	 2015.	 The	 capital,	Madrid,	 is	
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Spain	remains	a	concern	for	the	
EU,	given	its	unsolved	structural	
problems,	including	very	high	
unemployment,	which	was	22.1%	
in	2015,	according	to	Eurostat.	
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also	the	country’s	largest	city,	with	a	population	of	6.2	million.	The	other	large	
urban	area	 is	Barcelona,	with	a	population	of	5.3	million.	Some	79.6%	of	the	
total	population	lives	in	urban	areas.	

The	population	 in	 Spain	 grew	by	0.9%	 in	2015,	 and	 the	median	age	was	42,	
according	 to	 the	 The	World	 Factbook.	While	 Castilian	 Spanish	 is	 the	 official	
language,	 a	 sizeable	 part	 of	 the	 population	 also	 speaks	 regional	 languages,	
such	as	Catalan,	which	is	spoken	by	17%	of	the	population.	

Consumer	Summary	

Despite	 the	 economic	 recovery	 that	 began	 in	 2014,	 Spanish	 consumer	
behavior	is	still	being	affected	by	the	prolonged	period	of	economic	recession	
that	 started	 in	 2007–2008.	 Traditionally,	 Spanish	 consumers	 demanded	
quality,	 but,	 following	 the	 deterioration	 of	 purchasing	 power	 during	 the	
recession,	many	consumers	turned	to	cheap	products	that	they	had	previously	
avoided—and	 price	 has	 become	 a	 crucial	 factor	 in	 informing	 shopping	
decisions.	

	
Source:	Shutterstock	

According	 to	 Santander,	 because	 of	 price	 concerns,	 Spanish	 consumers	 are	
attaching	 less	 and	 less	 importance	 to	 brands,	 but	 they	 remain	 conservative	
and	 prefer	 known	 products	 to	 new	 ones.	 Spanish	 consumers	 also	 tend	 to	
prefer	 domestic	 products,	 but	 they	 do	 not	 give	much	 importance	 to	 factors	
such	 as	whether	 foods	 are	 organically	 grown	 or	 how	 the	 products	 they	 buy	
affect	the	environment.	

Consumer	confidence	 in	Spain	 showed	an	overall	 growth	 trend	during	2015,	
with	 a	 peak	 in	 December.	 However,	 confidence	 declined	 steeply	 during	 the	
first	half	of	2016,	from	4.8	in	December	2015	to	(5.5)	in	March	2016.	Despite	
the	 strong	 economic	 growth	 in	 Spain	 in	 2015,	 consumers	 remain	 concerned	
about	 the	 long-term	economic	outlook,	as	 the	economy	remains	affected	by	
unresolved	structural	problems,	including	high	unemployment.	

During	the	first	half	of	2016,	
Spanish	consumers	remained	
concerned	about	the	long-term	
economic	outlook,	as	the	
economy	is	still	affected	by	
unresolved	structural	problems,	
including	high	unemployment.	
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Figure	32.	Spain:	Consumer	Confidence	Indicator	

	

Source:	Eurostat	

Figure	33.	 Spain:	 Consumption	 Expenditure	 by	 Category	 as	%	 of	 Total	 Expenditure,	
2014	

Food	and	Nonalcoholic	Beverages	 13.0	

Transport	 11.5	

Housing	 23.8	

Clothing	and	Footwear	 4.4	

Furniture	 0.8	

Recreation	and	Culture	 6.8	

Hotels	and	Restaurants	 14.5	

Others	 25.2	

	Source:	Eurostat/Fung	Global	Retail	&	Technology	

Figure	34.	Spain:	Total	Consumer	Spending	(€	Bil.)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

(3.6)	

(8)	

(6)	

(4)	

(2)	

0		

2		

4		

6		

634.3	

627.6	

616.0	

624.6	

640.2	

665.8	

2011	 2012	 2013	 2014	 2015	 2016E	



	

28 
	

JULY	11,	2016	

 

DEBORAH	WEINSWIG,	MANAGING	DIRECTOR,	FUNG	GLOBAL	RETAIL	&	TECHNOLOGY	
DEBORAHWEINSWIG@FUNG1937.COM		US:	917.655.6790		HK:	852.6119.1779		CN:	86.186.1420.3016	
Copyright	©	2016	The	Fung	Group.	All	rights	reserved.	

Figure	35.	Spain:	Per-Capita	Consumer	Spending	(€)	

	

Source:	Eurostat/Trading	Economics/Fung	Global	Retail	&	Technology	

Figure	36.	Spain:	Most	Valuable	Brands,	2014	(€	Mil.)	

Santander	 14,522	

Movistar	 9,340	
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	Source:	Brand	Finance	

OUTLOOK:	NEW	UNCERTAINTY	AND	PERSISTING	THREATS	
Based	on	forecasts	that	were	drawn	up	before	the	UK	voted	to	leave	the	EU,	
the	economic	outlook	remains	positive	for	Europe	in	the	next	few	years.	The	
European	 Commission	 forecast	 GDP	 growth	 of	 1.6%	 and	 1.8%	 in	 2016	 and	
2017,	respectively,	for	the	28	EU	countries	in	aggregate.	Factors	including	low	
inflation,	enhanced	access	to	credit	and	low	fuel	prices	should	help	underpin	
consumer	confidence	and,	in	turn,	spending.	

However,	 there	 were	 signs	 of	 discomfort	 in	 consumer	 confidence	 readings	
during	the	first	half	of	2016,	particularly	in	Italy	and	Spain,	where	consumers	
are	wondering	whether	the	economic	recovery	is	here	to	stay	or	if	it	is	just	the	
result	of	favorable	conditions	that	might	change	in	the	near	future.	To	a	lesser	
extent,	 concerns	 also	 exist	 in	 Germany	 and	 France,	 where	 reliance	 on	
temporary	conditions—such	as	low	oil	and	energy	prices	boosting	exports	and	
low	 inflation	 encouraging	 domestic	 demand—has	 hidden	 a	 number	 of	
problems.	These	include	low	public	and	corporate	investment	in	Germany	and	
an	 uncompetitive	 labor	market	 in	 France,	 and	 they	 have	 been	 only	 partially	
addressed.	

The	 impact	 of	 Brexit	 will	 be	 the	 principal	 near-term	 drag	 on	 EU	 economic	
growth.	 For	 the	 UK,	 major	 hits	 in	 the	 near	 future	 are	 likely	 to	 come	 from	
weaker	 business	 investment	 and	 the	 sterling’s	 depreciation;	 the	 effect	 on	
consumer	confidence	has	yet	to	be	measured.	
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But	 the	 effects	 of	 the	 UK’s	 decision	 reach	 well	 beyond	 any	 immediate	
economic	 impact.	The	more	severe	and,	apparently,	 increasing	 threat	 is	 that	
other	countries	will	attempt	to	splinter	away	from	the	EU	in	the	wake	of	the	
UK’s	 vote.	 Demands	 to	 hold	 Brexit-style	 referenda	 are	 growing	 louder	 in	
countries	such	as	France,	the	Netherlands,	Italy	and	Sweden.	

Beyond	the	politics	of	the	EU,	there	is	the	risk	of	a	total	EU	collapse	driven	by	
the	failure	of	the	single-currency	project.	Very	high	levels	of	government	debt	
in	 Greece	 and	 Italy	 and	 high	 unemployment	 in	 Spain	 could	 prompt	 another	
eurozone	crisis.	

To	 drive	 economic	 growth,	 European	 governments	 must	 address	 the	
structural	 problems	 that	 make	 the	 region	 less	 competitive	 than	 the	 more	
dynamic	 economies	 of	 the	 US	 and	 China.	 Yet	 even	 if	 EU	 governments	 deal	
with	 these	 problems	 successfully,	 they	 will	 be	 doing	 so	 amid	 existential	
threats	 to	 the	 EU.	 For	 now,	 at	 least,	 uncertainty	 appears	 to	 be	 the	 new	
normal.	
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