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European Christmas shopping

Household consuming
prognosis

38 %

48 %

14 %

Christmas consuming relative
to disposable household income 

Ferratum Group European Christmas Barometer™ 2014

FERRATUM GROUP EUROPEAN CHRISTMAS BAROMETER™ 2014 
Survey was done for Ferratum Group’s active customers in 15 countries across the Europe as a 
web survey with a standardized questionnaire for all locations. Incomes where asked as a local 
currency and relative christmas investment is calculated as a ratio of christmas expenditures to 
family’s disposable income in each location.

LESS THAN A YEAR AGO

MORE AS A YEAR AGO

SAME AS A YEAR AGO



17 %

16 %

10 %

10 %

8 %

Consuming in relation to other countries: 72 (FE group = 100)
Consuming relative to household income: 18 % (470 €)
Web purchases: 17 % 

Finland

23 %

18 %

15 %

6 %

6 %

Consuming in relation to other countries: 101 (FE group = 100)
Consuming relative to household income: 25 % (590 €)
Web purchases:12 % 

Sweden

22 %

15 %

10 %

8 %

8 %

Consuming in relation to other countries: 123 (FE group = 100)
Consuming relative to household income: 30 % (290 €)
Web purchases: 9 % 

Estonia

22 %

21 %

16 %

13 %

6 %

Consuming in relation to other countries: 54 (FE group = 100)
Consuming relative to household income: 13 % (550 €)
Web purchases: 13 % 

Denmark

21 %

21 %

13 %

10 %

8 %

Consuming in relation to other countries: 82 (FE group = 100)
Consuming relative to household income: 20 % (650 €)
Web purchases: 16 % 

United Kingdom

18 %

15 %

12 %

9 %

6 %

Consuming in relation to other countries: 87 (FE group = 100)
Consuming relative to household income: 21 % (380 €)
Web purchases: 19 % 

Germany

Top Christmas consuming and behaviour

FERRATUM GROUP EUROPEAN CHRISTMAS BAROMETER™ 2014 
Survey was done for Ferratum Group’s active customers in 15 countries across the Europe as a 
web survey with a standardized questionnaire for all locations. Incomes where asked as a local 
currency and relative christmas investment is calculated as a ratio of christmas expenditures to 
family’s disposable income in each location.
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18 %

15 %

11 %

10 %

9 %

Consuming in relation to other countries: 74 (FE group = 100)
Consuming relative to household income: 18 % (190 €)
Web purchases: 11 % 

Latvia

23 %

16 %

14 %

12 %

8 %

Consuming in relation to other countries: 114 (FE group = 100)
Consuming relative to household income: 28 % (210 €)
Web purchases: 12 % 

Lithuania

27 %

20 %

15 %

9 %

7 %

Consuming in relation to other countries: 129 (FE group = 100)
Consuming relative to household income: 32 % (350 €)
Web purchases: 16 % 

Poland

23 %

22 %

15 %

9 %

6 %

Consuming in relation to other countries: 124 (FE group = 100)
Consuming relative to household income: 31 % (230 €)
Web purchases: 14 % 

Czech

FERRATUM GROUP EUROPEAN CHRISTMAS BAROMETER™ 2014 
Survey was done for Ferratum Group’s active customers in 15 countries across the Europe as a 
web survey with a standardized questionnaire for all locations. Incomes where asked as a local 
currency and relative christmas investment is calculated as a ratio of christmas expenditures to 
family’s disposable income in each location.
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