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Overview of Irish Retail Organic Market 

Bord Bia Organic Industry Seminar – Kantar Worldpanel Data to 13th September 2015 
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€110m 

+9% 

+€9m 

SPEND, YOY CHANGE % & ACTUAL CHANGE 

52 w/e data up to 13th Sept 2015 
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Five Key Takeaways 

1. Organic is back in growth 

2. Shopper numbers are up, and those shoppers are 

making more trips & buying more items 

3. The top 5 growth categories are Veg, Fruit, Cereals, 

Cooking Oils & Bread 

4. The Organic shopper is younger or older – the sector 

is weaker with families 

5. SuperValu is the new no.1 retailer for Organics but 

Dunnes and Aldi are leading market growth 
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Today’s agenda 

Shopper & Market 

˃ What is happening with shoppers? 

˃ What does it mean for the Organic market? 

˃ Which sectors are benefitting most? 

˃ Who is the Organic shopper? 

 

Retailers 

˃ What is happening in the bigger picture? 

˃ What does this mean for Organic retail in Ireland? 

˃ What does this mean for you? 
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Boom Times are Back! 

Decking is 
back! 

4 

2 
1 1 1 1 1 

0 0 0 

-2 

-6 

FMCG Q1 2015 Growth 
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Health is in the headlines 

83% 
Of Irish shoppers say 

they try to lead a 

Healthy lifestyle 

 

85% 
Of ORGANIC shoppers 

say they try to lead a 

Healthy lifestyle 
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And retailers are taking note 
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Values matter 

I look for 

Fairtrade 

products 

23% 
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Shopper who buy Organic are more likely than others to agree…. 

I like to buy 
Local when 

I can 

I try to lead 
a healthy 

life 

I prefer to 
buy Irish 

I look for 
Fairtrade 
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The Organic Grocery market is in growth +9% in 2015 – a turnaround in 

performance from a much flatter performance over the last 5 years 

101.6 
100.9 

99.9 100.5 

109.5 

2011 2012 2013 2014 2015

Organic Grocery Sales € m 
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In pack or volume terms the growth is also evident – with 10 million more packs sold 

YoY in the Organic sector 

66.8 66.4 65.4 68.2 

78.5 

2011 2012 2013 2014 2015

Organic Grocery Sales Packs (millions) 
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Penetration Frequency Trip Volume Price per Pack 

91.5% of ROI 21 x year 2.4 x trip €1.40 

+3.8% +5.4% +3.9% -5.3% 

4.7m 5.4m 5.3m 

Growth is driven by more shoppers making more trips and picking up more 

packs on each trip 

52 w/e data up to 13th Sept 2015 

 

3.9m 

€ 
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1. 

3. 

4. 

2. 

5. 

6. 

8. 

9. 

7. 

10. 

Top 10 

growth 

markets 

for  

Organic  

 

+€3.3m 

+€2.4m 

+€1.5m 

+€1m 

+€629k 

+€608k 

+€525k 

+€402k 

+€377k 

+€341k 
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Vegetables, Yoghurt and Fruit make up over half of the Organic market. Strongest 

share growth is for Veg, Fruit and Cereals 

22 23 

24 21 

10 11 

5 6 
4 4 
3 3 
5 3 
3 3 
2 2 
2 2 

21 21 

52 w/e 14 Sep 14 52 w/e 13 Sep 15

 All Other Markets

 Hot Beverages

 Dry Pasta

 Hens Eggs

 Fresh Beef

 Biscuits

 Milk

 Breakfast Cereals

 Fruit

 Yoghurt

 Vegetables
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1. 

3. 

4. 

2. 

5. 

6. 

8. 

9. 

7. 

10. 

Top 10 

Organic  

Vegetables 
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Value % & Growth Pack % & Growth 

Branded vs. Private Label  

Both branded and PL in growth but PL gaining share as it grows ahead 

of the market 

59 56 

41 44 

Branded 

49 46 

51 54 

Sept 15 Sept 14 

+3% 

+22% 

Private Label 

+18% 

+8% 

52 w/e 13th Sept 2015 

Sept 15 Sept 14 
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Who is the Organic Shopper?  

 

There are two main groups where Organic Shoppers over-index – Pre Family and 

Empty Nesters – these shoppers are 40% of Organic sales 

15 
24 

7 

5 13 
11 

15 
10 

19 19 

15 16 

17 15 

Total Grocery Organic Market

   Retired

   Empty Nesters

   Older Dependents

   45+ Family

   Middle Family

   Young Family

   Pre-Family
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22.3 

22.3 

17.9 

9.0 

1.0 

-0.1 

-3.3 

-7.7 

   Pre-Family

   45+ Family

   Older Dependents

Total Organic Market

   Middle Family

   Empty Nesters

   Retired

   Young Family

% change 

52w Total Organic market – sales value % chg YoY 

Gaining share 

Losing share 

Growth in Organics is through Pre, 45+ and Older Dependent Family groups spending 
more YoY 

23 
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Tesco 
SuperValu 

Dunnes 

Aldi & Lidl 
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Looking at the big picture we can see the increasingly competitive nature of Grocery 

retailing in Ireland 
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This has led to a noticeable increase in loyalty this year 

Average Loyalty Across Big 5 Multiples 
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Under €25 

28% Spend 

n/c 

€25 - €50 

23% Spend 

-2% 

€50 - €100 

29% Spend 

+4% 

€100+ 

20% Spend 

+2% 

With bigger trips increasing in popularity 

N/C 
-2% 

+4% 

+2% 
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22.9 

33.9 

20.5 

22.7 

Under €1.50 

€5.00+ 

€1.50 - €2.99 

€3.00 - €4.99 

1.6 

1.5 

0.1 

2.0 

% Change In Sales % Sales 

Contribution 

Higher priced items are posting the strongest growth in 

sales 
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SuperValu is the no.1 Organic Retailer in value terms but Tesco remains on top in 

volume terms 

32 31 28 

28 29 30 

18 16 17 

3 3 5 

10 10 9 

10 11 11 

2013 2014 2015

   Tesco    Total SuperValu    Dunnes

    Aldi     Lidl All others

52we Total Organic market – Value Share 

32 31 30 

24 25 26 

17 14 14 

7 7 9 

11 12 11 

9 10 10 

2013 2014 2015

Volume (packs) share 
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Tesco has more Organic shoppers than any 

other retailer – almost 1m buyers 

Shoppers make 14 trips to buy Organic at 

SuperValu – more than anywhere else 

Aldi has the highest trip volume in the 

market – almost 3 packs per trip 

Spend per trip is highest at Dunnes with 

€3.60 spent on Organic products 

Key Shopper Metrics 52we: 
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KANTAR WORLDPANEL: DATA TO 13TH SEPTEMBER 2015 

57.8 

19.2 

14.9 

9.0 

-0.8 

-2.5 

    Aldi

   Dunnes

   Total Supervalu

Total Organic Market

    Lidl

   Tesco

% change 

52we Total Organic market – retailer value % chg YoY 

Gaining share 

Losing share 

Aldi is posting the strongest growth in the market this year with Dunnes and 
SuperValu also growing Organic sales in double digits 

34 
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KANTAR WORLDPANEL: DATA TO 13TH SEPTEMBER 2015 

(Actual change in shopper penetration) 

purchase frequency spend per trip 

52w Total Organic Market – retailer KPI scorecard 

shopper penetration 
(Actual change in € per trip ) 

+5.2ppt 

(% change vs last year) 

-0.3ppt 

35 

-€0.40 

-2.7% 

Only Dunnes and Aldi are up on all key shopper metrics 

+€0.20 

+4.7ppt 

+1.1ppt 

+12.2% -0.9ppt +€0.10 

+3.3ppt 

-1.8% 

+23.9% +€0.10 

-€0.20 

+7.7% 
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KANTAR WORLDPANEL: DATA TO 13TH SEPTEMBER 2015 

52w Total Organic Market – retailer KPI drivers of value %chg YoY 

SuperValu have grown through trips and increased volumes, Dunnes & Aldi are up on 
all measures 

36 
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KANTAR WORLDPANEL: DATA TO 13TH SEPTEMBER 2015 

52w Total Organic Market – retailer branded vs PL value sales change YoY €000s 

Growing Sales 

Losing Sales 

 1,682  

-681  

 2,067   1,743  

-70  -1,047  

7,375 

-85 

2,250 

1,320 

1,965 

961 

Total Organic
Market

Tesco SuperValu Dunnes Aldi Lidl

Branded Private Label

Branded sales are in growth at SuperValu and Dunnes but declining at Tesco and Lidl 
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KANTAR WORLDPANEL: DATA TO 13TH SEPTEMBER 2015 

12w Total Organic Market – retailer value % trended 
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Looking at the 12we trended picture: SuperValu regained the no.1 spot in 12we 
trended data in May of this year and has widen the gap with Tesco since. 
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KANTAR WORLDPANEL: DATA TO 13TH SEPTEMBER 2015 
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Tesco

SuperValu

Dunnes

Aldi

Lidl

Total Grocery Share Organic Market Share

Fair Share Opportunity 

€6.5m 

€3.5m 

Value share index % 

Both Dunnes and Aldi under-trade on Organic products with less share in this market 
than at Total Grocery level 
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Speciality 

28 24 29 24 21 
34 30 

41 
30 

20 21 

30 
26 

37 
34 39 

24 26 9 
22 43 
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13 
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14 
19 

14 
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23 13 
10 
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16 

11 
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9 
15 

6 
9 

1 
13 6 

27 21 14 

8 

11 14 
5 

11 
4 5 6 7 

13 

43 

Total
Organics
Market

Veg Yoghurt Fruit Breakfast
Cereals

Milk Biscuits Beef Eggs Dry Pasta Hot
Beverages

   Tesco    Total Supervalu    Dunnes     Aldi     Lidl All others

Performance varies across markets;  

SuperValu is no.1 in Veg, Yoghurt, Fruit , Cereals and Pasta.  

Tesco is top in Milk, Biscuits, Beef and Eggs.  

  
52we Total Organic market – Value Share % 
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Shopper & Market 

˃ What is happening with shoppers? 
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˃ Who is the Organic shopper? 

 

Retailers 

˃ What is happening in the bigger picture? 

˃ What does this mean for Organic retail in Ireland? 

˃ What does this mean for you? 
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1. What this means for your retail customers… 
 Shoppers are ramping up spend on Organic products 
 The market is bringing more shoppers in-store more often 
 The top 5 growth categories are Veg, Fruit, Cereals, Cooking Oils & Bread 

 
2. How the story differs… 
 Tesco is declining by 2.5% in a growing market – no.1 value share position has 

been lost. Sales declines are driven by shoppers paying lower prices 
 SuperValu is up 15% and is the new no.1 in value share terms with increased 

trips & volumes 
 Dunnes  is up 19% with growth on all measures – more shoppers, trips, 

volumes and higher price paid per pack 
 Aldi has market leading growth of 50+% but is still the smallest supermarket 

player in Organics with 9% pack share 
 Lidl is also declining in a growing market and has been steadily losing share 

What does this mean for you? 
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3. Where the opportunities lie… 
 
 Tesco needs to encourage trading up to higher price points and more trips if it 

is to win back no.1 spot in value share terms 
 

 SuperValu needs to win more shoppers into the store and win more share in 
Milk, Beef and Eggs in particular 
 

 Dunnes is growing but still has the largest under-trade in Organics – a €6.5m 
opportunity 
 

 Aldi must focus on turning around declines in packs per trip to work towards 
correcting its under-trade and capturing the €3.5m opportunity  
 

 Lidl needs to get the new shoppers it has won to buy more volumes and trade 
up to higher price points 
 

What does this mean for you? 
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Thank you 


