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Press Release

Retail purchasing power in Europe: Wide gaps

persist across countries and regions

NIQ Retail Purchasing Power Europe is now available

Bruchsal, Germany, June 17, 2026 — Luxembourg tops the ranking for
retail purchasing power in Europe. NIQ’s new study on retail
purchasing power in Europe shows that average spending potential
across the continent amounts to 6,714 euros per capita. However,
there are significant differences between the 25 countries included in
the study. With 12,518 euros per capita, Luxembourg clearly leads
the ranking, while Serbia records the lowest retail spending potential.
In addition to these national differences, the study also reveals

pronounced disparities within countries at the regional level.

In total, consumers in the 25 European countries covered by the study
have nearly 3.5 trillion euros available for retail spending. This
corresponds to an average of 6,714 euros per capita. Luxembourg stands
out with more than 86 percent above this European average, followed by

Switzerland with 12,080 euros per capita and Denmark with 9,452 euros.

Filip Vojtech, retail expert in NIQ’s geomarketing department,
explains: “Northern and Western European countries dominate the upper
part of the ranking. However, several of Europe’s largest retail markets fall
slightly below the continental average in per capita terms. Germany, Spain
and ltaly all sit under the European benchmark, despite their substantial
total market volumes. This shows that market size and per capita
purchasing power often diverge. At the same time, regional spending
patterns and concentration levels differ markedly across countries, with
major metropolitan areas concentrating a disproportionately high share of
retail potential. For retailers, this makes it essential to look beyond national

averages and focus on regional dynamics.”

Overall, 12 of the 25 countries included in the study show above-average
per capita retail purchasing power, while 13 countries remain below the
European average. At the lower end of the ranking, Eastern and

Southeastern European countries dominate. Serbia, with 3,849 euros per
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capita, records the lowest retail purchasing power, equivalent to just over 57 percent of the

European average.

Retail purchasing power in Europe

Ranking  Country Inhabitants purchasingppe;v;::r ::iaerl?:gis: purchasinzu;gsveearr;nrgg(i’l‘
1 Luxembourg 681,973 12,518 186.4
2 Switzerland 8,962,258 12,080 179.9
3 Denmark 5,992,734 9,452 140.8
4 Norway 5,594,340 9,085 135.3
5 Sweden 10,587,710 9,004 134.1
6 Austria 9,158,750 8,712 129.8
7 Finland 5,635,971 8,555 127.4
8 France 66,351,959 8,386 124.9
9 Belgium 11,825,551 7,897 117.6
10 Netherlands 18,044,027 7,769 115.7
1" Ireland 5,351,681 7,449 111.0
12 United Kingdom 69,281,437 7,086 105.5

Europe-25 521,864,300 6,714 100.0
13 Portugal 10,749,635 6,528 97.2
14 Croatia 3,861,967 6,242 93.0
15 Germany 84,669,326 6,226 92.7
16 Spain 48,619,695 6,181 92.1
17 Italy 58,934,177 6,157 91.7
18 Slovenia 2,130,850 6,013 89.6
19 Poland 37,489,087 4,939 73.6
20 Czech Republic 10,909,500 4,868 72.5
21 Hungary 9,539,502 4,834 72.0
22 Slovakia 5,419,451 4,720 70.3
23 Bulgaria 6,437,360 4,448 66.2
24 Romania 19,067,576 3,880 57.8
25 Serbia 6,567,783 3,849 57.3

Source: © NIQ Retail Purchasing Power Europe 2025 * Index per inhabitant: European average = 100

Beyond national averages, retail purchasing power in Europe significantly differs at the regional
level. In many countries, capital cities and major metropolitan areas outperform their surroundings,
often by a wide margin. In France, for example, Paris reaches 12,944 euros per capita, while the
neighboring department of Seine-Saint-Denis records just 6,314 euros, which is less than half the
value of the capital. A similar pattern can be observed in the United Kingdom: central London areas,
such as the City of London, achieve up to 15,785 euros per capita, whereas regions such as

Birmingham reach only about 5,846 euros per capita.
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About the study

The study “NIQ Retail Purchasing Power Europe” is available for 25 European countries at detailed
regional levels such as municipalities and postcodes, along with seamlessly fitting data on general

purchasing power, purchasing power for retail product lines as well as inhabitants and households.

NIQ Retail Purchasing Power is the part of the general NIQ Purchasing Power that can be spent in
the retail sector. Purchasing power is a measure of disposable income after the deduction of taxes
and charitable contributions, and it also includes any received state benefits. The study indicates
per-person, per-year purchasing power levels in euros and as an index. NIQ Purchasing Power is
based on the population's nominal disposable income, which means values are not adjusted for
inflation. Calculations are carried out on the basis of reported income and earnings, statistics on

government benefits, as well as economic forecasts provided by economic institutes.

Consumers draw from their general purchasing power to cover expenses related to eating, living,
services, energy, private pensions and insurance plans, as well as other expenditures, such as

vacations, mobility and consumer purchases.

Additional information

on NIQ’s regional market data can be found here.

Print-quality images

can be found here.

Press contact: Thomas Muranyi, T +49 911 395 4928, thomas.muranyi@nielseniqg.com

About NIQ

NielsenlQ (NYSE: NIQ) is a leading consumer intelligence company, delivering the most complete
and trusted understanding of consumer buying behavior and revealing new pathways to growth. By
combining an unmatched global data footprint and granular consumer and retail measurement with
decades of Al modeling expertise, NIQ builds decision systems that help companies turn complex

data into confident action.

With operations in more than 90 countries, NIQ covers approximately 82% of the world’s population
and more than $7.4 trillion in global consumer spend. Through cloud-based platforms, advanced
analytics and Al-driven insights, NIQ delivers The Full View™—helping brands and retailers

understand what consumers buy, why they buy it, and what to do next.

For more information, please visit www.nielsenig.com.
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