
COVID-19 WEEKLY UPDATE

Impact on the FMCG market

Week 18 – 26/04-02/05



FMCG Market Trend vs Average MAT

 Week 18 marks an 1.2% decrease compared to 52 weeks average (based on 52 weeks until week 10 included)
 The decrease comes from Personal Care and Home Care, while the Beverages are stagnant and Foods are growing

*All the data is compared to  52 weeks average - week 11 2019 to week 10 2020
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FMCG – Weekly Trend
 Since COVID-19 outbreak, the billion NIS sales mark was passed in every week that didn’t include holidays
 Following this trend, week 18’s sales was lower because of Independence day that occurred on Wednesday
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Daily Trend

 In most days, week 18 mark higher than average value sales, as the overall decrease is mainly caused by Independence
day on Wednesday, when the stores were closed
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FMCG Sales Trend – without Tuesday and Wednesday
 Without Tuesday and Wednesday (Independence day), week 18 is growing compared to week 17

607.4 

433.8 

65.7 60.6 47.3 

692.6 

513.1 

66.0 58.6 54.9 

718.4 

529.1 

72.2 60.7 56.4 

FMCG Foods Beverages Personal Care Home Care

Value Sales (Million NIS) – without Tuesday and Wednesday
52 weeks average

Week 17

Week 18



Sales Trend by Channels

* *% Change*All the data is compared to  52 weeks average - week 11 2019 to week 10 2020

 Discount + Pharm is decreasing again, after one week of growth in week 17
 Despite less business day in week 18, the Neighborhood channel is still showing higher than average sales
 The sales in Convenience stores are growing for the 3rd straight week, yet remain lower than annual average
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Channel split
 Discount + Pharm channel marks lower than average MS in week 18, as was in every other week in which a holiday 

occurred. 
 The MS of Convenience channel is the highest since the outbreak and is getting closer to the annual average
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 *Independence Day 2019-8/5/19–2/5/2019

 **Independence Day 2020-28/4/20–22/4/20

 BBQ meat products and Coal categories are growing compared to last year, while Beer and Non-Alcoholoic beverages are 
decreasing. The trend is mainly caused by the fact that the holiday was celebrated at home



 Disposable Gloves and Hand & Surfaces Sanitizing categories, which increased significantly since COVID-19 outbreak, still 
mark higher than average sales. Yet, the sales in week 17 are much lower than the weekly sales in the weeks preceding 
Passover 
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52 Weeks 
Average

Week 11 Week 12 Week 13 Week 14 Week 15 Week 16 Week 17 Week 18

Sunday 92% 93% 86% 80% 75% 75% 80% 85% 91%

Monday 92% 93% 82% 83% 76% 80% 86% 89% 93%

Tuesday 92% 93% 85% 84% 81% 83% 88% 90% 93%

Wednesday 92% 94% 87% 83% 82% 80% 56% 92% 79%

Thursday 92% 94% 89% 84% 83% 56% 85% 93% 93%

Friday 92% 94% 82% 79% 79% 77% 85% 93% 94%

Saturday 91% 86% 61% 53% 50% 51% 65% 86% 88%

Eggs Category - Daily Distribution
 The Eggs crisis seems to end, as distribution numbers in week 18 are similar to annual average



Thanks!


