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5 Big Grocery Trends 

Retailer Performance 

Consumer Trends 

Looking Ahead 
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Latest 6 months show an improved position for Grocery with 

Branded now also in growth 1 
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Till Roll. KWP 2015 13. 12 w/e 03 Jan 16 

GB grocery sales declining due to over a year 

of deflation 
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+€100 €20 - €50 < €20 

nc 

+4% 
-2% 

+14% 

€50+ Shopping Trips are becoming increasingly popular 

€50 - €100 

Branded 

Share 
49% 51% 52% 60% 

2 
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3 Question: How have the top 100 grocery categories performed? 

Declined by 

10%+ 

Grew by 

10%+ 

Grew by 2% 

- 10% 

Changed by 

+2% to -2% 

Declined by 

-2 to - 10%+ 
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Price is the most important factor when buying groceries… 
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Round € Price Points remain attractive to shoppers 

% Branded 

Spend @ 

Round € 

4 
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   2011  2015 

% On Deal  28%  48% 

Value Sales  €9.0b  €13.9m 

Round € promotions have helped Cully & Sully 

grow sales 
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Growing importance of NPD 5 
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Launched May 2013 

€6m annual sales 

No. 189 brand 

€1.9m 

M J J A S O N D J F M M A M J J A S O N D J F M M A M J J A S O

2015 2014 2013 

26% Trial 

51% Repeat 

2.5% Share 

Circa 60% on deal 

Round € pricing 

27% discount 

Liberté is one of the successful brand new launches  

12 weekly rolling value sales 
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10% of sales in 2015 

from innovation 

8% of sales through 

Aldi / Lidl 

€2.03 €2.79 €2.33 

Premiumisation 

through innovation 

Innovation has driven growth for Heinz 
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˃ 27.2% Market Share 

˃ +6.7% Growth 

˃ +€11m switching gain 

˃ 24.6% Market Share 

˃ +0.1% Growth 

˃ -€12m switching loss 

2011 2016 

˃ 26.1% Market Share 

˃ +0.3% Growth 

˃ -€12m switching loss 

˃ 25.1% Market Share 

˃ +4.3% Growth 

˃ +€4m switching gain 

˃ 23.5% Market Share 

˃ +0.3% Growth 

˃ +€5m switching gain 

˃ 24.0% Market Share 

˃ +5.6% Growth 

˃ +€5m switching gain 

˃ 9.2% Market Share 

˃ +12.8% Growth 

˃ +€5m switching gain 

˃ 15.9% Market Share 

˃ +7.1% Growth 

˃ +€12m switching gain 
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Headline slide - animated. 

Use this slide when you need to add your own graphics or diagrams. 
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Among the retailers, SuperValu are now number 1 with a gap 

opened up vs. Tesco 
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Retailer Value Share % Sales Change 



© Kantar Worldpanel 

18 

€2.0m 

12w Total Grocery – retailer switching 

18 

€0.6m 

€1.5m 

€1.5m 

€5.5m 

€3.5m 

€3.2m 

€0.5m €2.4m 

For Tesco, Dunnes & Lidl are the source of switching loss 

http://images.google.co.uk/imgres?imgurl=http://users.skynet.be/sky39402/Images/lidl.gif&imgrefurl=http://users.skynet.be/sky39402/germany.htm&usg=__DdNvfiBGF7UaINW1K-c3BHncyYQ=&h=308&w=310&sz=11&hl=en&start=1&um=1&itbs=1&tbnid=Rqc6LfyvSorLrM:&tbnh=116&tbnw=117&prev=/images?q=lidl&hl=en&rlz=1T4GGLT_enGB336GB336&sa=N&um=1
http://images.google.co.uk/imgres?imgurl=http://blog.al.com/frugalmom/2008/03/medium_aldiLogo.gif&imgrefurl=http://blog.al.com/frugalmom/2008/03/aldi_update.html&usg=__pW_4YuM24aS84SOIKqa_Xet1B0s=&h=288&w=240&sz=21&hl=en&start=2&um=1&itbs=1&tbnid=JW00Q-kpdMWNwM:&tbnh=115&tbnw=96&prev=/images?q=aldi&hl=en&rlz=1T4GGLT_enGB336GB336&um=1


Supermarket 

-3% 

Convenience 

-2% 
Discounters 

+9% 

High 

street 

-1% 

Internet 

+8% 
RT43 (Grocery). KWP 2015 13. 12 w/e 03 Jan 16 
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The Health trend continues into 2016 

and will remain high on the consumers 
agenda…. 

83% 
Of Irish Shoppers say they 
try to lead a Healthy lifestyle 

73% 
Of Irish Shoppers are aware 
if food is good for them 
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This is not just an Irish trend, we can see this trend holding strong 
globally…. 

1 Billion OBESE 

adults by 2025 

Google App to calculate 

calories through Images 

Walmart Healthy Shopping 

Trolley counts calories 

when shopping showing 

healthy products nearby 

From green juices to 

spinning classes, 

Health & Wellness is a 

growing social trend 

91% Agree: “I am 

more worried about 

my Health this year” 

50% Agree: “I will 

pay more for additive 

free products” 
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Retailers have recognized this and are placing extra 
importance on Health and Wellness 
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Shoppers are also increasingly concerned 
about what their children are eating and 
ensuring they provide them with 

Healthy Lunches 

67% 
Of Irish Shoppers say they give 
their children healthy meals 

61% 
Of Irish Shoppers say they 
promote an active life for 
their kids 
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HOW DOES A TYPICAL 2011 LUNCHBOX COMPARE TO ONE TODAY? 

2011 2015 
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Buying for a Cause continues to 

be popular with consumers, while Brands 
and Retailers increasingly support 
charities and communities 

1 in 4 
Irish Shoppers say they will 
actively look for Fairtrade 
Products 

65% 
Of Irish Shoppers say they 
will buy Irish Products when 
they can 
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I try to buy 

local 

produce 

59% 

I look for 

Fairtrade 

products 

23% 

Pay more for 

organic 

29% 

Buying local continues to be most important to consumers 

Buy Irish 

when I can 

65% 

€102m €101m €100m €101m 

€110m 

2011 2012 2013 2014 2015

Organic Grocery Sales 

Irish consumers spent 9% more on Organic groceries in 2015.. 
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Many Brands champion causes…. 

With local initiatives and sponsorships especially popular with the Retailers… 
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Convenience is becoming an ever more 
important issue for the modern shopper, 
who makes on average 188 convenience 
trips over the year 

30% 
Growth in online shopping in 
2015 

28% 
Of Irish Shoppers are under 
time pressure when instore 
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Retailers have recognised this and are meeting consumer need through ‘For Tonight’ 
meal solutions and cross category promotions 
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Under 25  +8% 

25 – 49  -2% 

50+   +13% 

Overall   +11% 

Average  +2.1% 

2020 Value +€1b 

Overall   +7% 

Average  +1.3% 

2020 Value +€320M 

So what does the future hold? 


