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Europe remains divided

GfK purchasing power survey of 41 countries in Europe
Nuremberg, November 13, 2008 – Europeans have an average of EUR 12,500 per head to spend on consumer goods in 2008. These are the findings of the GfK Purchasing Power Europe 2008/2009 survey of 41 European countries carried out by GfK GeoMarketing. 
According to the GfK survey for 2008, European consumers have disposable income totaling eight trillion euros to spend on consumer goods, and this includes state benefits like unemployment money, child benefit and pensions. This means that the average per capita purchasing power is around EUR 12,500, although of course, there are considerable disparities between countries. For example, in Moldova, bringing up the rear on the league table, the level of disposable income is just under EUR 800. Liechtenstein ranks first with a purchasing power of around EUR 45,000, Luxembourg comes in second with a purchasing power of EUR 28,192, followed by Switzerland with EUR 26,842 and Germany, climbing up one place in the rankings from eleventh to tenth place with an average of EUR 18,734 per capita. 
Of the top ten, Iceland is one of the losers, falling from fourth ranking in 2007 to seventh in 2008. The financial turmoil in which Iceland has found itself in recent weeks is not yet reflected in the data for 2008. The effect of the financial crisis is likely to surface in next year’s update of the GfK purchasing power figures. The UK, in eighth place in 2007, has dropped right out of the top ten on the list of the European countries with the highest purchasing power and is now ranked eleventh. The UK’s disappearance from the top ten made room for Norway, which moved up one place, but which also benefited from the exchange rate effects, where the Norwegian Krone developed well against the euro. Since GfK purchasing power calculated in euros, declining euro purchasing power does not necessarily mean that the inhabitants of a particular country are actually getting “poorer” in real terms. 
Purchasing power growing steadily at low level in the East
Most countries in Eastern Europe recorded low levels of growth in purchasing power. Conversely, the growth rates in many Central and Eastern European countries are considerably higher. In terms of euros, however, weaker growth in Western Europe has significantly more impact than the stronger growth in states whose national economies are less developed. Taking Norway by way of example, if purchasing power increases by 7.5%, every inhabitant will have around EUR 1,700 more to spend per annum. By contrast, a 13% rise in the Ukraine, second from last in the rankings, corresponds to a rise of just under EUR 200 for Ukrainians. In total, Ukrainians with their per capita annual purchasing power of EUR 1,688 can spend only nine percent of the amount which German consumers have at their disposal.
While in Western Europe, the highest purchasing power is generally concentrated in communities located in the vicinity of a major conurbation, in Eastern Europe, it is concentrated in the towns themselves. However, there are also regional variations within individual countries. The top 20 areas in the Ukraine with purchasing power in excess of 162 points on the index without exception are towns, with not a single rural area on the list. The regional disparities are equally marked in Hungary. Inhabitants of the more affluent communities, those of the capital Budapest, have around EUR 8,988 per annum to spend, which corresponds roughly to the level available to the poorest communities in Germany. In Hungary’s poorer communities, consumers have just EUR 2,086 per capita to spend annually. 

The survey

Purchasing power is a measure of per capita disposable income (including any received state benefits) after the deduction of taxes. The study indicates per person per year purchasing power levels in euros and as an index value. GfK purchasing power figures reflect the nominal disposable income, meaning that the values have not been adjusted for inflation. The study draws on statistics on income and tax levels, government benefits and forecasts by economic institutes. The GfK purchasing power study does not take into account regional cost-of-living variations or recurring monthly deductions from disposable income such as rent, mortgage payments and contributions to private retirement funds and insurance policies. GfK Purchasing Power Europe is calculated every year for 41 European countries, with coverage down to the level of municipalities and postcodes. The complete 2008/2009 study is available from the end of November and also includes data on population and households. GfK GeoMarketing also offers Europe-wide digital maps that fit with the GfK purchasing power data.
The focus of GfK Purchasing Power Europe surveys is to provide updated comparisons of the disparities between Europe’s “rich” and “poor” regions. While annual comparisons are not part of the surveys, they are, however, carried out by GfK GeoMarketing’s experts on the basis of revised figures for the previous year. The per capita purchasing power is always calculated and updated using nominal values (current market prices). The purchasing power indicated constitutes a forecast for the current year.
GfK Purchasing Power Europe for 2008/2009 in euros
	Country
	Per capita purchasing power 
	Ranking 2008
	Ranking 2007

	Liechtenstein
	44,851
	1
	1

	Luxembourg
	28,192
	2
	2

	Switzerland
	26,842
	3
	3

	Norway
	25,165
	4
	5

	Ireland
	22,540
	5
	6

	Denmark
	21,673
	6
	7

	Iceland
	21,202
	7
	4

	Austria
	20,045
	8
	9

	France
	19,525
	9
	10

	Germany
	18,734
	10
	11

	UK
	18,583
	11
	8

	Belgium
	17,695
	12
	12

	Sweden
	17,552
	13
	13

	Finnland
	17,194
	14
	14

	Italy
	16,949
	15
	15

	Netherlands
	16,034
	16
	16

	Spain
	13,942
	17
	17

	Greece
	12,973
	18
	19

	Cyprus
	12,652
	19
	18

	Portugal
	10,019
	20
	20

	Slovenia
	9,943
	21
	21

	Malta
	8,688
	22
	22

	Czech Republic
	6,412
	23
	23

	Estonia
	6,229
	24
	26

	Latvia
	6,211
	25
	27

	Slovakia
	6,102
	26
	24

	Lithuania
	5,582
	27
	28

	Hungary
	5,549
	28
	25

	Poland
	5,529
	29
	29

	Croatia
	4,763
	30
	30

	Turkey
	4,583
	31
	31

	Romania
	3,332
	32
	32

	Serbia 
	3,080
	33
	33

	Bulgaria
	2,817
	34
	34

	Montenegro 
	2,589
	35
	35

	Bosnia-Herzegovina
	2,325
	36
	36

	Macedonia
	2,237
	37
	37

	Belorus
	1,888
	38
	38

	Albania
	1,748
	39
	39

	Ukraine
	1,688
	40
	40

	Moldova
	788
	41
	41


European average:
      12,500

The GfK Group
The GfK Group is the No. 4 market research organization worldwide. Its activities cover the three business sectors of Custom Research, Retail and Media. The Group has 115 companies operating in more than 100 countries. Of a total of approximately 10,000 employees (as at September 30, 2008), more than 80% are based outside Germany. For further information, visit our website: www.gfk.com
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