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Consumer Sentiment Index Shows Cautious Consumer Spending in the run up 
to Christmas
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Inflation has hit a new high of 13.4% in October with the household spend now 
up 3.77%

3.77%

13.4%

-10%

-5%

0%

5%

10%

15%

20%

25%

30%

06
-O

ct
-1

9
03

-N
ov

-1
9

01
-D

ec
-1

9
29

-D
ec

-1
9

26
-J

an
-2

0
23

-F
eb

-2
0

22
-M

ar
-2

0
19

-A
pr

-2
0

17
-M

ay
-2

0
14

-J
un

-2
0

12
-J

ul
-2

0
09

-A
ug

-2
0

06
-S

ep
-2

0
04

-O
ct

-2
0

01
-N

ov
-2

0
29

-N
ov

-2
0

27
-D

ec
-2

0
24

-J
an

-2
1

21
-F

eb
-2

1
21

-M
ar

-2
1

18
-A

pr
-2

1
16

-M
ay

-2
1

13
-J

un
-2

1
11

-J
ul

-2
1

08
-A

ug
-2

1
05

-S
ep

-2
1

03
-O

ct
-2

1
31

-O
ct

-2
1

28
-N

ov
-2

1
26

-D
ec

-2
1

23
-J

an
-2

2
20

-F
eb

-2
2

20
-M

ar
-2

2
17

-A
pr

-2
2

15
-M

ay
-2

2
12

-J
un

-2
2

10
-J

ul
-2

2
07

-A
ug

-2
2

04
-S

ep
-2

2
02

-O
ct

-2
2

30
-O

ct
-2

2

%
 C

ha
ng

e

Market Growth Inflation

Kantar Data: Historic Inflation Data to 30th of October 2022 5



Source: Kantar, Worldpanel division LinkQ

I don’t have to 
restrict my 

spending in any 
way

I’m comfortable & 
can afford most 

things

Comfortable

20%

On the whole I 
can manage ok

Managing 

46%

I’m just making 
ends meet

It’s not sufficient 
to cover 

expenses

Struggling

32%
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Shoppers have shifted from Comfortable to Struggling

Kantar Pressure Groups study, fieldwork October 22
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How do shoppers manage inflation?

Absorb 
inflation Buy less

Cut category 
repertoire

Make smaller 
trips or less 

trips
Cut back to 

smaller packs

Find deals
Choose 

cheaper -
Brand/PL

Change 
Retailer

A trend we see in 
the potato 
category



How Irish Shoppers are “Trading Down”

Switch to 
Cheaper 

stores

-0.2%

Buy
less

-3.6%

Switch to 
Cheaper 
products

-5.9%

9Kantar Data: Data to 30th of October 2022 



Retail Context
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Tis The Season

12

Tesco Christmas ad nods to cost of living 
crisis but urges people to 'stand up for 
joy'

Lidl goes for novelty and family appeal



Total Grocery share – Dunnes holding strong lead at no.1, while Lidl widens 
the gap amongst the discounters 

Total Market Spend Share (%) by retailer 12 w/e Oct 2020 - 2022

   Tesco    SuperValu    Dunnes     Aldi     Lidl

Data to the 30th October 2022

13



€ 0 € 0 €

€

2007

€8.4b

234

24.6

€2.01

€

2012

€8.9b

241

€22.60

€1.89

2019

€11b

267

23.9

€1.78

2022

12.5b

245

28.40

1.86

http://www.google.co.uk/imgres?imgurl=http://blogs.independent.co.uk/wp-content/uploads/2011/07/euro.jpg&imgrefurl=http://blogs.independent.co.uk/2011/07/06/how-about-some-euro-credit-for-gordon-brown/&usg=__UUakXFtAbUFSnJf3hqsELZ5_tnQ=&h=354&w=354&sz=58&hl=en&start=7&zoom=1&tbnid=qALTiq2zXVGKaM:&tbnh=121&tbnw=121&ei=ixyxT9v3F6vmmAWEq5HCCQ&prev=/search?q=euro&um=1&hl=en&sa=N&gbv=2&tbm=isch&um=1&itbs=1
http://www.google.co.uk/imgres?imgurl=http://www.hsph.harvard.edu/research/prc/images/grocery_basket_000009252801xsmall.jpg&imgrefurl=http://www.hsph.harvard.edu/research/prc/projects/nopren/index.html&usg=__Ct_PY1lBxeGObTr5ad-QEPXYEJs=&h=284&w=423&sz=179&hl=en&start=8&zoom=1&tbnid=LUkOT41YWVz2AM:&tbnh=85&tbnw=126&ei=HR2xT4zyKu-KmQWmqdiVCQ&prev=/search?q=grocery+basket&um=1&hl=en&gbv=2&tbm=isch&um=1&itbs=1
http://www.google.ie/imgres?imgurl=http://whatscookingamerica.net/LeaSchneider/OrganizePhotos/GroceryShopping.JPG&imgrefurl=http://whatscookingamerica.net/LeaSchneider/PonderingAerobicShop.htm&usg=__rxegZ27IQDK7hNODI_-bNTdonG0=&h=648&w=432&sz=49&hl=en&start=12&zoom=1&tbnid=WWEx7bFiIrv6VM:&tbnh=137&tbnw=91&ei=6iGxT4GQCsnj8APFkeGBDw&prev=/search?q=grocery+shopping&um=1&hl=en&gbv=2&tbm=isch&um=1&itbs=1


The YOY growth forecast for 2023
Inflation & population growth fuel value sales growth

Take Home FMCG – YOY value growth forecast
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*Assumes inflation will peak in Q4 2022 at 12%, with shoppers absorbing 70% of those price increases. This brings great variability to the forecast. 

Looking Ahead: €1.6b will be added 
to grocery sales from 2022 – 2026

Full Calendar Year Summary

Value
Growth 
VS LY

Growth 
VS 2019

Avg 
Inflation

€13.1b 3.8% 17.0 5.6

Source: Kantar FMCG Panel
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Potatoes are the Nations Favourite Vegetable

€231 million 
spent by Irish 
households on 

potatoes

219 million KGs 
of potatoes sold 

in 2022

97% of 
households are 
buying potatoes

1.8 million 
households 
purchasing 

annually

Data to 2nd of October 2022 17



% of households buying (penetration)…

From a shopper perspective 
Potatoes are the 6th most important 
category in store tied with Cheese

#1
#2
#3
#4
#5
#6
#6
#7

99.4%

99.1%

98.9%

98.4%

98.3%

97.3%

97.3%

96.2%

Data to 2nd of October 2022 18
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Importance of Potatoes to Retailers
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28%
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Total Grocery Trips Total Grocery Spend

€22.80 €58.90

19Data to 2nd of October 2022 



Potatoes are the No. 1 main meal carbohydrate – nearly half of volume share
52 w/e 02 October 2022  |  % Volume Share (kgs)

8%
0.1% 5% 6%

17%

17%

1%

47%

Main Meal Carbohydrates

Rice Cous Cous Noodles
Pasta Pizza Frozen Potato Products
Sweet Potato Potato

20

+5% volume 
change in 

potatoes in past 
5 years

Data to 2nd of October 2022 
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Volume is ahead by + 4.7% on 2019 levels

Total Potatoes Volume KG Sales 2015 - 2022

22
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239,529 243,017

219,078
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Volume per household sees highs during pandemic years, but returns to 
‘normal’ level in 2022

23

127 127.8
125.3 125.1

123.1

138.5 139.9

124.9

VOLUME PER HOUSEHOLD (KGS)

Potatoes

Data to 2nd of October 2022 



We see a move towards smaller pack sizes over time. 
<2.5 kg packs seeing 3.7 ppts in growth in volume share vs 2019.

Potato Pack Size Volume Share

24
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For Millennial shoppers, a bigger move was towards larger packs in the 
pandemic years. Now there is a return to smaller pack sizes. 

Potato Pack Size Volume Share – Millennials (18-34)
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In volume terms, Roosters remain the No. 1 in volume share and gained +0.6 
ppts vs 2019

26

Volume share | Total Outlets | 52 w/e Oct 22 vs 19
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Data to 2nd October 2022

Millennials gained volume share and showing strongest growth compared 
to other shopper age groups

Volume share & growth | Total Outlets | 52 w/e Oct 22 vs 19

Millennials

Data to 2nd of October 2022 



Data to 2nd October 2022

Pre Family Millennials 
13.4% Potato Volume Share (2022) 

+1.7 ppts on 2019

We will add €6.8 million into 
the Potato Category if we 
grow to the same volume 
share as Total Veg (16.4%)

Data to 2nd of October 2022 



Potatoes are among the 15 most Essential Food Products

30

The 15 Most Essential High 
Penetration Products for shoppers 
where retailers compete on everyday low 
price

⎼Banana
⎼Semi-Skimmed Milk
⎼Onions
⎼Cheddar
⎼Apples
⎼Potatoes
⎼White Bread
⎼Cucumber
⎼Carrots
⎼Easy Peelers
⎼Eggs Hens
⎼Ready To Eat Cereals
⎼Mushrooms
⎼Peppers
⎼Lettuce

Data to 2nd of October 2022 



Looking closely at actual volume price, Potato is the best value option
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Rice Cous Cous Plain + Savoury
Noodles

Pasta Pizza Frozen Potato
Products

Sweet Potato Potato

Actual volume price (kg)- 52 w/e 2nd Oct 2022
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Potatoes are growing the strongest in actual volume terms 
compared to other carbohydrates

2,256

-114

798
2,921

1,427

4,459

-949

10,153

Rice Cous Cous Plain + Savoury
Noodles

Pasta Pizza Frozen Potato
Products

Sweet Potato Potato

5 year actual volume change

Data to 2nd of October 2022 



Looking further ahead 8 things that happen to consumption in tough economic 
times
Learnings from 2008/09. 

More cooking from 
scratch especially in 

batches

Families eating 
together more

1 2 3 4

5 6 7 8

33

More carried out and 
OOH shrinks

More leftover foods 
consumed and 

reducing food waste

Snacking rebounds 
with treats providing a 

“lipstick effect”

Health reasons 
become less important

Enjoyment and filling 
become more 

important

Sticking with what we 
know – ‘fancied a 
change’ declines



Local and natural foods are the most chosen products by sustainable 
focused shoppers.

Source: Worldpanel Division, Kantar, Europanel, GfK - Who Cares? Who Does? 2022

Products people frequently choose
44%

32%

31%

25%

23%

22%

19%

18%

13%

13%

11%

9%

63%

56%

54%

47%

43%

44%

37%

32%

26%

29%

25%

17%

Locally produced meat, fish, fruit, or vegetables

Personal care products with natural ingredients

Household products that have fewer harsh chemicals

Refillable over single-use products

Products made from recycled plastic

Products with biodegradable ingredients

Products with animal welfare stamps on packaging

Plant-based food and drink products

Brands that advertise to have a happy, well supported workforce.

Support charities and fund local initiatives

Products with reduced carbon footprint labels

Represent different types of people in their advertising.

% Frequently
Eco Actives

Local/Natural

Packaging

Animal welfare

Social and 
carbon

34
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3

Value for Money
In a cost-of-living society, Potatoes 
are well placed to offer value for money 
to shoppers and are a cheaper 
alternative to other carbs.

Scratch Cooking
Focus should be on versatility of 
potatoes in scratch cooking and meal 
options (lunch, dinner, snacking, sweet 
dessert), and their importance as a 
leftover's ingredient. 

Sustainability
Local produce is the most chosen 
product by shoppers most engaged 
with sustainability. Potatoes are well 
positioned to leverage this opportunity 
as a native sustainable vegetable.

35
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