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Overqll;.‘considerqtion, along with other proteins, is down
in a number of marketsg,
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Higher end cuts (e.g. steak) are under pressure in most markets
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Shoppers have no
intention to
compromise on
taste, but how they
eat and shop
sustainably has
changed




Obwously, value for money is the mos
element nt for shoppers




What is becoming less clear to shoppers is the
value of elements of beef rearing

Motivators of Future Purchase

Origin of the beef Beef which is produced to be sustainable
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Despite cost concerns, there is consistently strong
interest in Irish versions of key cuts
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Steaks 40% 55% 48% 56%
Burgers 32% 34% 32% 27%
Mince 39% 36% 43% 30%
Steaks 42% 61% 49% 60%
Burgers 33% 37% 31% 30%
Mince 43% 43% 42% 37%
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Some opportunities in this challenging
environment

Make sure your product is appetising

Give meal inspiration — and reduce shoppers’ fears of getting
it wrong

Make sure your pre-store communication is right

Innovate with higher end trade down options

Key Challenge: Make yourself essential



	Default Section
	Slide 1: Meat Shopper Insight
	Slide 2
	Slide 3: Shopper repertoires have reduced with the number of proteins considered down in all markets
	Slide 4: Year on year purchase of steak
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9: Shoppers are reducing their repertoire as they feel priced out of some proteins – and aren’t looking to experiment
	Slide 10
	Slide 11: Higher end cuts (e.g. steak) are under pressure in most markets
	Slide 12: Mince and Burgers are in growth
	Slide 13: Fillet Steak purchase remains quite consistent in key markets 
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18: Despite cost concerns, there is consistently strong interest in Irish versions of key cuts
	Slide 19


