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Nigeria Future Outlook – There is a slow economy recovery
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…but consumers are likely to remain under pressure from inflation

Source: Trading Economics, December 2018



FMCG Industry is gradually recovering post –recession 

FMCG MARKET DYNAMICS
(weighted average)

Source: Nielsen Quarterly Business Review for Africa Q3’2018



SUPER CATEGORIES MAT Q3 18 Value % Share MAT Q3 18 Value % Chg YA

Total FMCG 100.0%

Beverages 43.1%

Food 36.0%

Personal Care 10.3%

Home Care 7.6%

Health Care 3.0%

2.6%

-4.8%
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FMCG Industry is buoyant as essentials are added back into the 

basket

SUPER CATEGORY PERFORMANCE

..while beverage is still in a decline, although still the most important category owning almost half of the pie. 



High levels of fragmentation, with small, local manufacturers 
capitalizing on VFM opportunities. 

Source: Nielsen Quarterly Business Review for Africa Q3’2018

FMCG MANUFACTURERS’ PERFORMANCE



Source: Nielsen Africa Prospects – Business Survey Q2’2018. What are your TOP 3 business priorities in the next 12 months (1-10 )

OTHER AREAS: Retail Execution, Insights & Metrics, Governance/Regulation, Growth Forecast, Supply Chain, Talent Attraction & Development, Technology & Digitisation, Competitive Threats, Social Responsibility, Infrastructure

BUSINESS PRIORITIES

Business priorities are changing because of local manufacturer 
influence 

..adapting to consumer’s needs with innovation, availability and right pricing has become important in recent times



..As Consumers are redefining “VALUE” through “3S”
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CONSUMER SPEND 
IN STORE

% INCREASING

STRONGER 
SPENDING 

INTENTIONS

25
%

39
%

WILLINGNESS TO TRY 
NEW PRODUCTS
% INCREASING

..With STRONG Spending Intentions in 2019

Nielsen Africa Prospects indicator (APi) Retail Survey, Quarter 2’18



So, Companies with flexible and smart options are likely to win 
in 2019 and outer years..

B e  i n  t h e  r i g h t  

F O R M A T a n d  b e  

A F F O R D A B L E

Right Size |  Right Price

Generate Trial
Fulfil Demand

Right Stores | Right Products

Closer to the Retail Recommenders
Build Demand (Collaterals)

H a v e  t h e  r i g h t  F O R M A T

i n  t h e  r i g h t  O U T L E T  

Right Medium | Right Message

Connect to the Consumer
Build Demand (Adverts and Promo)

D e l i v e r  i t  w i t h  a  G R E A T  

A P P E A L I N G  C A M P A I G N



…but Margin Growth remains biggest challenge

Combination of reduced capacity to take price, overlaid with high inflation and fx
depreciation has had a significant impact on industry margins
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