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GfK Consumer Tracking
Observing and understanding the consumer. 
Business Information Services for Consumer Goods

GfK Group

GfK. Growth from Knowledge





If you want to ensure you make the right marketing  

and sales decisions, it’s more important than ever to 

understand consumer behaviour, both nationally and 

internationally. Our mission:

To provide clients with comprehensive consumer information 

and research-based consultancy.

Watching the consumer –
understanding the consumer 



[ dimensions ]
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Branded consumer goods – 

Branded or private label, concentrated liquid or tab form, function or design. 

More than ever before, your marketing and the success of your products 

depend on having reliable and relevant information about consumer  

behaviour – the quicker the better. Because it’s not just consumer goods 

that are fast-moving; so is the market as a whole, and so are your 

competitors’ products. Nevertheless, every decision you make has to be 

carefully considered.

As the saying goes, the customer is king. It’s the customer who decides which pro-

duct to buy from the multitude on offer, and when, how often and where to buy 

it. Quality and service, convenience, security, health, price; what are the deciding 

factors? To incorporate the relevant aspects of a concept as multi-faceted and 

constantly changing as consumer behaviour into the decision making process, it  

is essential to know your customer.

Together, we can succeed
 

GfK’s category management/ECR solutions provide important marketing information 

to manufacturers and retailers. These two sectors have a common interest in work-

ing together to serve consumers more effectively and develop products that the 

customer wants. Customer reach and loyalty are the key factors that determine your 

market share.

a partnership based on cooperation
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Our range of services  
can broadly be divided  
into four areas: 
 

■   Consumer Tracking, using a  

network of consumer panels in  

26 European countries plus the  

United States 

■   HealthCare worldwide, with 

tailored information services  

and panels of doctors,  

pharmacists and patients

■  Retail and Technology, with a 

network of retail panels in approx. 

70 countries worldwide 

■  Media, with panels and surveys for 

TV, radio, print and online media 

consumption 

■   Custom Research worldwide,  

using tailor-made surveys and 

instruments

Innovative success: welcome to GfK 

The GfK Group offers a range of innovative analytical instruments and professional 

services to support your international marketing decisions. As Germany’s largest, 

established and highly innovative forward-looking market research company, 

we’re also one of the world’s leading providers of consumer tracking services for 

management, marketing and sales. We work in most areas of the consumer goods 

and services sector and our worldwide network allows you to make the inter-

country comparisons that are so important when you operate internationally.

d
im

e
n

si
o

n
s

6



GfK: creating confidence in leading brands
 

The big branded goods manufacturers, retailers and service providers have come 

to value the business information services provided by the GfK Group and its 

partner organizations,  both as a source of ongoing data and as a benchmark 

decision-making tool. The facts and figures we provide can also help you to 

market your products more effectively. Because these days, in the dog-eat-dog 

battle for international market share, professional marketing support is more 

essential than ever.

GfK Consumer Tracking can provide answers to brand 
management questions such as:
 

■   What do consumers buy and at 

what prices? 

 

■ Where and when do they shop? 

 

■  Do they prefer one particular shop?  

If so, why? 

■   What is the significance of 

the cooperation between 

manufacturers and retailers? 

■   How successful are innovations?

■   How many and what type of 

consumers buy a particular 

product?

 

■  How are they influenced by TV,  

 radio and print advertising? 

■ Why do consumers suddenly  

 change brands? 

■   How are they influenced by price, 

special offers, product placement 

and other POS activities?
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Wise up to tomorrow’s 

Consumers are fickle creatures. Buying one product today, another  

tomorrow. Using one store or website one day, a different one the next. 

The rapid pace of change will increasingly dictate your marketing.  

Our services range from consultancy and research to data-gathering and analysis. 

What they all have in common is best practice, by which we mean that they  

are all intended to provide sensitive, efficient and comprehensive management 

support. In particular, GfK ConsumerScan and GfK ConsumerScope keep you 

constantly in touch with demand for consumer goods and services.  

 

 

demand today

Consumer Tracking keeps your finger on the pulse of the consumer goods 

and services sector. By providing detailed, up-to-date information on 

purchasing behaviour of households and individuals. That way, your  

marketing is right on target from the start. Europe-wide and based on 

sound knowledge of the consumer.
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■   Brand and marketing tracking: 

How is your brand developing over 

time? 

How are markets, innovations and 

market segments developing? 

How is retail developing? 

What potential exists and how  

do you identify it? 

What triggers consumer behaviour 

in accordance with marketing  

targets?

 

■ Consumer dynamics:  

 How, when and why do  

 consumers change their  

 buying behaviour? 

 

■ Data integration:  

  We combine consumer information 

with data from various research 

areas within and outside of GfK to 

achieve a comprehensive market 

coverage and a representation of 

the connections between cause and 

effect.

 

■  Information technology:  

 We use innovative data- 

 gathering and data delivery tech- 

 nology, and state-of-the-art  

 software applications, for easier  

 access to information.

Knowledge breeds success

Continuity is vital, and so are hard facts. Our long-term surveys can help you 

improve your understanding of consumers and their purchasing decisions. That 

way, you can develop strategies for success based on detailed and up-to-date 

knowledge of your customers. ch
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The following are the main services we provide:
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Staying one step ahead

GfK Consumer Tracking is not just about observing and understanding.  

The ability to foretell the future has always been a sought-after business asset, 

though there are no crystal balls at GfK: we base our forecasts on hard, reliable 

facts gleaned from decades of experience. Consumer Tracking observes changes 

as they happen, evaluates the current situation and develops what-if scenarios. 

Model scenarios are at least as important as knowing the reasons for market 

developments.

Acting on information  

Consumer Tracking provides comprehensive information on changes in market 

structure, consumer behaviour, and demand. ConsumerScan and ConsumerScope 

give you the information you need to make management decisions. We can also 

provide advice and support in the form of customer information that you can act 

on, including analyses, surveys, interpretations and workshops. 
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GfK ConsumerScan: 
                       brand or price? 

GfK ConsumerScan is one of the pioneers of continuous market  

research: we have been offering this service to our clients since 1957. 

Our consumer panels and international centres of excellence provide you 

with the information you need for strategic planning and  

decision-making.

GfK ConsumerScan, our series of large-scale household and individual panels,  

are a high-quality, flexible market research tool of proven effectiveness. Some 

108,000 households across Europe provide daily reports on their consumer goods 

purchases; in fact, you’d be hard pressed to find a more representative service.  

In addition, special panels are used to record the buying habits of particular  

categories of products and services by specific target groups, and more than 93,000 

individuals all over Europe submit regular reports on their personal purchases.  

ConsumerScan provides information on purchaser attributes, purchase behaviour, 

penetration, share of category requirement, brand loyalty, and parallel  

consumption, to name but a few. 
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The GfK ConsumerScan concept

GfK ConsumerScan supports your marketing process by analysing four key areas:

 

1.  Brand and market tracking

Keeping a close eye on the markets is essential in providing the solutions marke-

ting and sales managers need. It is also essential in achieving transparency of mar-

kets and brands, buyers and volumes, structures, potential and developments.

2.  Consumer dynamics

The next step is to analyze market activity and consumer behaviour patterns. 

What is changing? Why are the markets developing this way and not another 

way? Analysis of the market and consumer segments is the foundation for under-

standing consumers.

3.  Planning

Once you know about consumers’ purchasing habits, you can then use this  

information to plan your marketing mix. This gives you a clear idea of how  

consumers respond to specific marketing campaigns.

4.  Modelling

We use our own advanced software technology to identify behaviour patterns 

and carry out computer simulation modelling and optimization. Using this  

information, we can then forecast the effects of alternative marketing mix  

strategies. That way, you know tomorrow’s trends today. 
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Marketing plans 
Goals

Market share 
Store loyalty range 

Price 
Promotion effects

Gain & loss 
Duplication 
Buyer groups
➔   extensive/intensive
➔  socio-demographics
➔  lifestyle
➔  loyal customer/ 

impulse buyer 

Penetration 
Brand loyalty 
Buying intensity

Market/brand tracking 
Early warning systems

Reason why 
diagnostics

Retailers
Brand 
manu-

facturers

Marketing plans 
Goals

Potentials 
New markets



The markets   

■ Hot drinks 

■ Coffee 

■ Detergents and cleaning products 

■ Tissues 

■ Bodycare and cosmetics 

■ Babycare 

 

■ Confectionary 

■ Food 

■ Frozen products 

■ Fruit and vegetables 

■ Dairy products 

■ Ready meals 

■ Baby food 

■ Pet food etc. 

■ Confectionery

■ Snacks 

 

■ Haircare

 

■  Meat, meat products, sausages 

■ Preserves

■ Rice, pasta, potato products 

■ Cereals 

 

■ Baking  

 

■ Soups, stocks, sauces 

■ Sugar, flour, salt 

■ Butter, margarine 

■ Bread and bakery products 

■ Delicatessen  

■ Cold drinks

■ Spirits

■ Beers 

 

■ Wines 

 

■ Magazines 

 

■ Cigarettes

GfK ConsumerScan: keeping a close eye on the consumer, 
Europe-wide
 

A total of 108,000 households in 26 European countries report their purchases  

to GfK and its EuroPanel partners. The following countries are covered: 

 

Austria, Belgium, Bosnia-Herzegovina, Bulgaria, Croatia, Czech Republic,  

Denmark, France, Germany, Hungary, Ireland, Italy, Netherlands, Norway, Poland, 

Portugal, Romania, Russia, Serbia and Montenegro, Slovakia, Slovenia, Spain,  

Sweden, Switzerland, UK, Ukraine.

15
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Identifying consumer needs. Monitoring marketing decisions. 

Maximizing national and international potential … in new and  

existing markets. GfK ConsumerScope will give you all the  

information you need. 

GfK ConsumerScope – consumer goods and  
       services under the microscope

Identify opportunities: shape the future
 

What products do consumers own? How and why do they use which products? 

How satisfied are they? What others do they need? Where does the main  

potential lie? What experiences, expectations and attitudes are involved in  

a buying decision? GfK ConsumerScope’s wide-ranging strategy can help to  

answer questions like these. By evaluating today’s purchasing patterns, we  

provide valuable information about tomorrow’s buying decisions.

  

Using special consumer panels to provide ongoing purchase reports, 

ConsumerScope supplies information on market volumes and trends, 

brand and outlet shares as well as prices. Why do consumers buy a  

particular product? We help explain the complex selection processes.  

Providing you with increased market transparency every step of the way.
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The common denominator
 

Numbers, statistics, decisions: inter-country comparisons can be a time-consuming 

process if you do them on your own – which is where GfK comes in. We work  

closely with representatives in most European countries to provide a one-stop 

shop for all your needs. In America, we work with the NPD Group, one of the 

leading US organizations of its kind. Your contact at GfK will be responsible for 

coordinating research and collating the information and services from each  

country, so that you always have up-to-date international research data that 

gives you the answers you need.

Reliability that pays
 

We answer these questions using comprehensive, highly reliable consumer  

panels that have proved their worth over many years. Their size means we can 

also observe and analyze low-penetration markets and smaller, more innovative 

products that may define the trends of tomorrow. Depending on your needs,  

the following panels are available: 

 

fo
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■  Household panels, which provide information on the products and services  

 bought by all members of the household 

■  Individual panels, telling you about the buying habits and preferences of  

 individuals 

■  Target group panels, offering detailed marketing information about narrower  

 target groups of a branch or a specific client

Tailor-made to your requirements
 

Our teams of experts in specific sectors and methods will draw up a research  

plan tailored to your specific needs. Everyone involved will be an experienced 

specialist, no matter which part of our network they are working in. They will 

coordinate the key consumer data you need, and are committed to ensuring  

your complete satisfaction with the service you receive, and to building a  

relationship based on trust.
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Some of the sectors covered 
by GfK ConsumerScope 
 
■ Textiles 

■  Sport 

■  Toys 

■  Books/magazines 

■  Audio/music 

■  Cinema/video

 

■  Consumer electronics 

■  IT, telecoms 

■  Prize draws, lotteries 

■  Travel and transport 

■  Cars and motoring 

■  Stationery 

■  Photographic equipment 

■  Household equipment 

■  Large/small domestic appliances 

■  Heating, energy 

■  Sanitation

■  DIY/home improvements

■  Furniture 

■   Gardening,plants 

■  Health, pharmaceutical, OTC 

■  Financial services

■  Non-food retail/e-commerce

Our services at  
a glance
 

■ Continuous purchase tracking 

■  Inventories/household equipment 

■  Single-source segmentations 

■  Usage, consumption studies 

■ Target group analyses

■   Image and attitude surveys

■   Direct marketing analyses

18 19
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                    High-Tech: 
        for a complete picture of the consumer. 
                        It’s the least we can do.  

An innovative idea needs an innovative tool to make it work.  

Innovation lies at the heart of everything we do and we use 

state-of-the-art technology to support our work.  

If information is to be up-to-date and reliable, it must be generated using  

advanced systems and instruments. Our data collection tools and analytical  

software are fully equipped for the challenges of the future. 

 

 
 EAN scanning for added precision

 

EAN handheld scanning provides a faster and more accurate and reliable  

electronic diary of purchases. This quantum leap in data collection technology 

allows us to observe and analyze consumer behaviour in even more detail.  

We can periodically download scanned data via modem to ensure that you 

always have up-to-date information on which to base your marketing strategy. 

Using the Internet to survey household shopping activity means information 

is available faster. It also improves the methods for checking plausibility and 

means less effort for the panel members. 
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Information technology: the future has already begun

We use the aTRACKtive panel software system to provide data mining and  

front-end tools compatible with ConsumerScan. These are used to carry out  

standard and one-off analyses of panel data. The system opens up a whole new 

dimension in the use of panel data, both in terms of flexible data analysis and  

depth and detail of the resulting information. aTRACKtive is an open, portable 

and user-friendly system that allows you to make highly efficient use of data  

for marketing purposes. 

The Internet gives clients direct access to this data, which means a faster, more 

flexible route to the response to current marketing issues, any time, anywhere. 

ConsumerScope also makes it quick and easy to use your databases for any 

analysis you require and enables a flexible approach to marketing issues. 

■ GfK Brand Health Check 

■  GfK Gain & Loss 

■  GfK Trial and Repeat Buying 

■  GfK CatmanGuide 

■  GfK First Choice Buyer 

■  GfK Heavy Buying

■  GfK Targeting

■  GfK Brandsimulator

■  GfK Promotion Track

GfK aTRACKtive business solutions 
 

Information to order: GfK aTRACKtive business solutions provide both off-line 

and via the Internet a high degree of international comparability. They include  

a large number of specialist analytical tools as standard, each an example of the 

best practice in its field. These include:
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Innovation through integration

Integrated reporting and merging various market research sources – single 

source or combined reporting – many marketing insights result from combining 

different data. This is why GfK Consumer Tracking, along with other GfK 

divisions, continually develops new and improved methods of data integration: 

built on innovation. The big picture of markets and consumers is the constant 

focus. This works for systems which combine data from household panels 

and on media consumption just as it does for lifestyle structures and systems, 

segmentation, image surveys and integrated databases for retail data and 

consumer panels. Our innovative approach reflects that of the markets, products 

and brands we are involved with, usually from the very beginning. 
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International market comparisons:  
 GfK is way ahead

Many successful brands now have an increasingly international profile. 

Manufacturers and retailers need comparable market data to build  

on this success. EuroPanel, the alliance between GfK and TNS, provides 

the basis for this success.

People power for success  

Over and above the area covered by EuroPanel, GfK’s best practice teams have 

made it their business to provide you with internationally relevant tailor-made 

solution packages. These provide added understanding of consumer behaviour 

throughout Europe. Our skill-centre specialists regard market research as much 

more than simply juggling figures. They work constantly to ensure that your 

needs are being met and to closely monitor the markets and consumers that you 

are particularly interested in. We want you to have complete confidence in our 

performance.

There’s no point in carrying out pan-European analyses of consumer behaviour 

and market structure, unless they’re all done on the same basis. This means 

under the same conditions, over the same period of time, and using the same 

benchmarks. EuroPanel is a completely international cooperation between TNS 

and GfK, working for clients across Europe in collaboration with GfK’s centres 

of excellence. The consumer data provided by the panels covers most of the 

European Economic Area. 
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GfK subsidiaries 
Germany 
GfK Panel Services Deutschland GmbH 
Nordwestring 101 
D-90319 Nuremberg 
Phone +49 (0) 9 11 395-0 
Fax  +49 (0) 9 11 395-40 93 
panel.services@gfk.de 
http://www.gfk.com

Italy 
GfK IHA Italia S.p.A 
Via Vittor Pisani, 31 
20124 Milano 
Phone +39 02 6708 01 
Fax  +39 02 6707 1249 
info@ihaitalia.it 
http://www.gfkiha.com

Belgium/The Netherlands 
GfK Panelservices Benelux B.V.  
Division Belgium 
Buro & Design Center (1st floor) 
Heizel Esplanade, PB 36 
1020 Brussels 
Phone  +32 2 558 0558 
Fax  +32 2 558 0559 
info@gfk.be 
http://www.gfk.be

Denmark 
GfK Danmark A/S 
Sylows Allé 1 
2000 Frederiksberg 
Phone  +45 3832 2000 
Fax  +45 3832 2001 
gfk@gfk.dk 
http://www.gfk.dk

UK 
GfK Marketing Services Ltd. 
Sheer House,  
Station Approach, West Byfleet  
Surrey KT14 6NL 
Phone  +44 87 0603 8100 
Fax  +44 87 0603 8200 
gfkms_uk@gfkms.com 
http://www.gfkms.com

Norway 
GfK Norge A/S 
Stålverksveien 1 
0661 Oslo 
Phone  +47 2208 8400 
Fax  +47 2208 8401 
gfk@gfk.no 
http://www.gfk.no

Sweden 
GfK Sverige AB 
St. Lars Väg 43, Box 401 
221 00 Lund 
Phone  +46 46 18 1600 
Fax  +46 46 18 1609 
mail@gfksverige.se 
http://www.gfksverige.se

Austria 
FESSEL-GfK  
Institut für Marktforschung Ges.mbH 
Ungargasse 37 
1030 Wien 
Phone  +43 1 71 710 
Fax  +43 1 71 71 194 
fessel@gfk.at 
http://www.gfk.at

Switzerland 
IHA-GfK AG 
Obermattweg 9 
6052 Hergiswil 
Phone  +41 41 632 9111 
Fax  +41 41 632 9123 
info@ihagfk.ch 
http://www.ihagfk.ch

Bulgaria 
GfK-Bulgaria  
Institut für Marktforschung EgmbH 
24, Krustyo Sarafov Street 
1164 Sofia 
Phone  +359 2 963 5295 
Fax  +359 2 963 5292 
gfkbul@gfk.bg 
http://www.gfk.bg

Croatia 
GfK-Croatia d.o.o. 
Draskoviceva 54 
1000 Zagreb 
Phone  +385 1 4896 222 
Fax  +385 1 4921 223 
gfk@gfk.hr 
http://www.gfk.hr

Czech Republic 
GfK Praha s.r.o. 
Geologická 2 
152 00 Praha 5 
Phone  +42 02 9655 5600 
Fax  +42 02 5181 5800 
institut@gfk.cz 
http://www.gfk.cz

Hungary 
GfK Hungária Piackutató Intézet Kft 
Visegradi u. 31 
1132 Budapest 
Phone  +36 1 452 3050 
Fax  +36 1 320 1776 
firm@gfk.hu 
http://www.gfk.hu

Poland 
GfK Polonia Sp. z o.o. 
Ul. Smulikowskiego 4 
00-389 Warszawa 
Phone  +48 22 434 1000 
Fax  +48 22 434 1010 
gfk@gfk.pl 
http://www.gfk.pl

Rumania 
GfK Romania  
Institut de Cercetare de Piata S.r.l. 
Strada Fainari 1, Sector 2 
21221 Bucharest 
Phone  +40 21 210 3888 
Fax  +40 21 210 7570 
contact@gfk-ro.com 
http://www.gfk-ro.com

Russia 
GfK RUS Gesellschaft mbH 
Ryazanskiy Prospect 8A, 11th Floor 
109428 Moscow 
Phone  +7 095 937 7222 
Fax  +7 095 937 7233 
mail@gfk.ru 
http://www.gfk.ru

Serbia and Montenegro 
GfK-Belgrade d.o.o. 
Takovska 42 
11000 Belgrade 
Phone  +381 11 3290 777 
Fax  +381 11 750 296 
gfk@gfk.co.yu 
http://www.gfk.co.yu

Slovakia 
GfK Slovakia s.r.o. 
Stefánikova 47 
813 41 Bratislava 1 
Phone  +421 2 5737 1101 
Fax  +421 2 5249 9613 
gfk@gfk.sk 
http://www.gfk.sk

Ukraine 
GfK-USM Ukrainian  
Surveys & Market Research 
34 Lesi Ukrainki Boulevard, Office 601 
1133 Kyiv 
Phone  +38 044 230 0260 
Fax  +38 044 230 0262 
mail@gfk-usm.com.ua 
http://www.gfk-usm.com.ua
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Public Affairs and Communications 
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