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Overall, there are clear signs that
shoppers are adapting to the cost-of-
living pressures, with their category

behaviours becoming more stabilised.

Across most markets we record an
Increase in last occasion consideration
for beef, with last occasion purchase
incidence holding steady or marginally
Improving.
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Consideration for Chicken and Pork is dropping back i;“r\l*lreLand, with Pork-also

declining. in ltaly
Overall Consideration
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Last dc.c%tsidn beef consideration has improved in most'markets
year—on-ygar,ywith the exception of Ireland and the UK

Last Occasion Consideration of Beef
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Last occasion purchase of beef has improved in the Netherlands and
Germany year-on-year
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Last Occasion Purchase of Beef
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Perceived expensiveness is still the most
impactful category dynamic at play currently, it
continues to increase in influence, but its’ rate of
growth has slowed somewhat.

Decline in the proportion who claim they did not
consider beef on the last occasion because it
wasn’t in their meal plans has reduced —
highlighting an opportunity to engage.

Positively we record an increase in the purchase

of steak in key markets this quarter. While there

are still some who claim to be buying less beef

overall, we’re also starting to record an increase

in the proportion who claim they are purchasing
more beef.




‘Too expensive’ continues to increase as a barrier to consideration, while not
being in meal plans has declined but continues to be a strong barrier

(Base: All Beef Considerers who did not consider beef on the last occasion)
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The cost of beef is ranked as the most significant barrier at point of purchase, increasing
year-on-year. Eye-catching alternatives and a desire for change also impacting across
markets

Average scores
(Base: All Beef Considerers who considered beef on the last occasion but did not purchase)
_________________________ across markets
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Signs of improveme%t iJ1 steak purchase In Italy, Ireland, Germany and
Sweden, with UK up over the longer-term
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CLAIMED BEHAVIOURS IN'RELATION TO BUYING BEEF
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I_n'ggac\led Consumption of Beef Over the Next 3 Years
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Sentiment towards beef is also moving in
the right direction Improvements in relation

to beef being a protein that is worth paying
more for, being least processed and being
the best source of animal protein.

And while value for money is still the
strongest motivator of purchase, it’s clear
that demonstrating taste credentials can
have a significant role in overall category
performance.




Improvements in relation to:
being least processed ai d beir

af being a protein that is worth paying more for,
the best source of animal protein
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Association with Better Impacting on enticing
Quality beef shoppers to trade-up
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Layering grass-fed communications with wider credentials in producing beef
can also play arole in prompting trade-up as we record an increase in the
proportion who claim reputation of beef production would prompt them to trade-

up

Produced in a country known for its beef production
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The importance of Taste and grass-fed is combined with
growth in interest levels for Irish and Grass-fed beef formats.
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Key Considerations

Shopper behaviours appear to be stabilising somewhat, with consideration
and purchase on the last occasion moving in the right direction in most
markets. Added to this, the positive sentiment towards beef is moving in the
right direction but we need to continue to convince on worth.

1. 2.

Taste and grass-fed are a

With shoppers stabilising behaviours we need to strong combination for
capitalise on these positive movements and overall shoppers and these two
sentiment. There are signs that shoppers are elements can entice trade-ups
starting to increase their purchase of steak once in most markets — this
more, we need to ensure we give shoppers even presents an opportunity for
more permission to do so with a strong value Irish beef by dialling up
BORD BIA proposition. communications in this area.

The impact of reputable

IRISH FOOD BOARD . . ]
production is also on therise.
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