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Metodológia 

prieskumu
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❑ Reprezentatívna vzorka populácie SK

❑ Podľa pohlavia, veku, vzdelania, regiónu a 

veľkosti miesta bydliska

❑ Vo výbere bolo zohľadnené: zloženie 

domácnosti, vlastníctvo VP, prítomnosť 

zvieraťa v domácnosti, atď.

❑ Online dopytovanie CAWI 

❑ Termín výskumu: september - október

2025

Cieľová skupinaMetóda prieskumu

Veľkosť vzorky
❑ Štruktúrovaný dotazník v dĺžke 30 minút

❑ Celkom 77 kategórií, cca 700 značiek

❑ Otázka: Prosím vyberte, ktorá z nasledujúcich 

značiek je podľa Vás najdôveryhodnejšia.

❑ TOP 3 najsilnejšie značky v prieskume

❑ Skokan roka

Dotazník

❑ Talk Online Panel

❑ N = 2 000 respondentov
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Zaujímavosti 

z prieskumu



Skokanom roka sa stala značka Imunoglukan 
v kategórii „Výživové doplnky stravy na imunitu“ 

Zvolilo ju 21 % respondentov čo je o 7 percentuálnych 

bodov viac ako v minulom roku. 

Skokan roka a TOP 3

14 %

21 %

66,6 %
57,8 %60,3 %

TOP 3
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DETSKÉ OBLEČENIE LUPILU

MÄSO A ÚDENINY TAURIS

BALÍKOVÉ SLUŽBY PACKETA

PREDAJCOVIA ELEKTRA NAY

ALKOHOL  TATRATEA

BICYKLE  KELLYS

✓ Medzi mužmi aj ženami 

✓ Cez všetky vekové 

skupiny

✓ Cez všetky skupiny podľa 

dosiahnutého vzdelania

✓ Naprieč celou 

Slovenskou republikou

Príklady značiek, ktoré vyhrali jednoznačne
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Aktuálne dáta 

z NIQ
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Key indicators in 

Slovakia

Average Real wage development

+4,5 %

Q2 2025 vs Q2 2024

+8,8 %

Average Nominal wage development

Source: Statistical Office of the Slovak Republic

https://slovak.statistics.sk/
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Consumer confidence index (CCI)

Slovakia

8

Source: CCI – Statistical Office of the Slovak Republic

In Q3, the index continued the decline since April, reaching the lowest point in August, but raising by 1,8 points in September

Consumer confidence in the Slovakia slightly grew in September, but remains low

Jan'20; -11,9 Jan'22; -21,4

May'24; -8,1

Feb'25; - 23,5

Jul'25; - 24,1
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COVID-19 Russian invasion of Ukraine

Inflation strike

https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
https://datacube.statistics.sk/#!/view/en/VBD_INTERN/kp0012ms/v_kp0012ms_00_00_00_en
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2,2%
3,6%

-1,7%

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

-0,7%
-2,7%

-0,5%

-3,5%

1,9%
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3,4%

11,3%

5,8%

4,0%
5,0%

2,1% 2,5%

5,7%

3,2%

2024 MAT-1 MAT OND 23 JFM 24 AMJ 24 JAS 24 OND 24 JFM 25 AMJ 25 JAS 25

Volume Change Price Change Nominal Change

9

Note: Quarterly change comparison = quarter vs. same quarter of previous year.

JFM = January, February, March (Q1); AMJ = April, May, June (Q2); JAS = June, August, September (Q3); OND = October, November, December (Q4) 

Nominal growth in Q3 2025 is being driven exclusively by price increases since Q4 2024

SK Growth

SK Total Slovakia FOOD/DRUG; Food & Drug categories

Nominal growth remains positive, driven by price increases, despite a sharp volume decrease of -3.5%
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Source: NielsenIQ SK - FMCG TRENDS - Quarterly SEP‘25 - 445

SK Top Food & Drug FMCG categories

Top 20 Food & Drug Categories

SK Total Slovakia FOOD/DRUG; Latest 52 Wks - w/e 28/09/25
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Non-alco beverages

8,1 %

11

Source: NIQ, SK HM/SM TSR, MAT-1 (w40/23-w39/24), MAT (w40/24-w39/25)

Market: Billa, Fresh, Kraj, Kaufland, Tesco, Terno, Lidl, COOP cooperators, Delia, Klas, Milk Agro

Shelf stable, Non-food + tobacco, Alco beverages, Hard drug, Frozen food and Health & beauty shares are on 

decline while mainly Dairy and Non-alco beverages grew

Average basket structure

Pet food

1,1 %

Alco beverages

7,9 %

Non-food + tobacco

10,8 %
Dairy

14,3 %

Shelf stable

17,2 %

Frozen Food

2,8 %
Hard drug

3,4 %

Fresh food

31,8 %

Health & 

beauty

2,6 %

Increase/decrease/no change of basket % share compared to MAT-1
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Source: NIQ RMS

SK KAI FOOD/DRUG

Promo sales importance in 2024 grew but 
slightly decreased again in Q3

SK promo importance

Food & Drug categories, % value sold on promo

47% 45% 45% 44% 44% 44%
46% 46%
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Zdroj: NIQ RMS; SK Total Slovakia FOOD/DRUG

22% 21%
25% 25% 25%

27% 27% 27%

2018 2019 2020 2021 2022 2023 2024 YTD
w39
2025

Share of private labels in Q3 2025 slightly 
decreased but remains largely stable

SK Private labels importance

Food & Drug categories, value % share of PL

75 

categories have 

more than

50% 

share of private 

labels

118 
categories have 

less than 

15% 

share of private 

labels
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