
Growing the success of Irish food & horticulture

Export

PERFORMANCE  
& PROSPECTS
IRISh FOOd, dRINk & hORTICulTuRE

2014 - 2015





Contents
Executive Summary 2

Overview 5

Key drivers of export performance 8

Meat & Livestock 10

Beef 11

Pigmeat 13

Sheepmeat 15

Poultry 17

Live Animals 18

Dairy Products & Ingredients 19

Prepared Foods 23

Beverages 26

Seafood 29

Edible Horticulture & Cereals 32

Amenity Exports 34



2 | Performance and Prospects 2014-2015

Performance & Outlook
Overview

•  The Irish food and drink sector recorded the fifth 
consecutive year of growth in exports during 2014 as 
increased output in key sectors and better returns for much 
of the year particularly for dairy, seafood and prepared 
foods boosted trade.

•  For the year it is estimated that the value of Irish food 
and drink exports increased by 4% to reach almost 
G10.5bn. This represents a new high for exports and marks 
cumulative growth of 45% or G3.2bn since 2009. 

•  The strongest performers were prepared foods, dairy, 
seafood, poultry, pigmeat and edible horticulture. Slower 
market demand and weaker prices negatively affected the 
value of beef exports despite a strong rise in volumes while 
beverages showed modest growth, led by whiskey.

•  Figures from the CSO for the first 10 months of 2014 
food and drink exports grew at five times that of total 
merchandise. Relative to 2009 levels total merchandise 
exports were an estimated 5% higher in 2014, which 
compares of growth of 45% in food and drink exports.

•  There are a number of factors that point to 2015 being a 
more challenging year to maintain recent growth levels in 
the value of food and drink exports. Pressure on global dairy 
prices combined with lower volumes in key categories such 
as beef will impact on the potential for growth.

Destinations for Irish Food & Drink
•  A rise of 45% in the value of trade to Asia led to a shift 

in the market distribution of food and drink exports. 
Significant increases were also recorded to North America, 
The Middle East and Africa. This trend outpaced the growth 
recorded to European markets and led to a strong rise in the 
share of exports destined for international markets.

•  The share of exports destined for the United Kingdom 
eased from 42% to 40% in 2014. The value of trade 
showed little change at G4.2 billion. Stronger export values 
for beverages, prepared foods, mushrooms and poultry 
helped offset lower beef and dairy values. 

•  Following double digit growth in 2013, the value of exports 
to other European markets grew at a slower rate than 
overall trends in 2014. This reflects strong demand outside 
of the EU and a more tentative consumer environment 
across key European markets. For the year exports increased 
by 2% to reach G3.3 billion. This equates to 31% of total 
exports.

•  Shipments of Irish food and drink products to International 
markets showed renewed growth in 2014 as the value 
of trade jumped by an estimated 15% to stand at around 
G3 billion. This leaves the region accounting for 29% of 
exports. 

•  Exports to Russia fell by more than 30% due to declines in 
pigmeat and prepared foods. To date pigmeat exporters 
have successfully found alternative markets in Asia. Dairy 
exports were 80% higher up to the end of October, 
although trade did slow significantly from August. If current 
restrictions remain in place for 2015, exports to Russia could 
fall by a further third while the sanctions are also negatively 
impacting on the European market for pigmeat and dairy.

Key drivers of export performance
•  Increased export volumes were available across a number 

of key categories. Milk deliveries were almost 6% higher 
during the first 10 months of the year while beef volumes 
jumped by almost 13% and pigmeat export volumes were 
almost 7% higher. The combined impact of higher output is 
estimated to be in the region of G500m.

•  Consumer price inflation across the eurozone was relatively 
static in 2014. Mixed trends were evident with Germany and 
the Netherlands showing modest inflation over the period 

while the UK, Ireland and to a lesser extent France showed 
some price deflation as the year progressed. 

•  Global agricultural commodity prices as measured by the 
FAO Food Price Index showed a decline of 4% in 2014. The 
decline was driven largely by cereals, dairy, oils and sugar. 
Meat was the only category to report higher prices, with a 
rise of 8% recorded. The overall index remains 55% higher 
than the 2000 – 2010 average.

•  The Euro was stable relative to the US dollar in 2014 but 
weakened by 5% relative to sterling. In December 2014, the 
euro was over 10% weaker against the US dollar and 6% 
weaker with Sterling. These developments helped to boost 
the competitiveness of Irish exports. 

•  The euro strengthened by almost 20% against the Russian 
rouble during 2014 and in December was almost 60% 
stronger, reflecting the ongoing uncertainty in the region. 
This combined with trade suspensions had a significant 
negative impact on trade from Ireland. 

Meat & Livestock
•  Despite the difficult market environment for some meats 

in 2014, most notably beef and pigmeat, the value of meat 
and livestock exports grew by 3% to just over G3.6 billion. 
This equates to 35% of total food and drink exports.

•  The value of overall beef exports showed little change 
at G2.27 billion. The volume of beef available for export 
stood at around 530,000 tonnes while average prices fell by 
around 11%.

•  The opening of the US market for Irish beef represents a 
significant opportunity for the sector. With the US cattle 
herd contracting, the market seems set to remain tightly 
supplied for some time. This is leading to situation where 
US steer prices are currently 25% higher than European 
prices compared to the historical position of being 15% 
- 20% lower. These developments present a window of 
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opportunity for Irish beef to build a premium position in the 
market.

•  Increased volumes were partly offset by a drop of around 
4% in average prices, which left the value of Irish pigmeat 
exports some 3% higher in 2014 at an estimated G570m.

•  Lower sheepmeat export volumes due to a decline in 
imports partly offset higher lamb prices in 2014. This left 
the value of Irish sheepmeat exports marginally higher in 
2014 at G218m.

•  For the year it is estimated that the value of Irish poultry 
exports increased by 20% to reach G310m, helped by 
stronger processed poultry exports.

•  Higher live cattle exports were offset by reduced shipments 
of both pigs and sheep in 2014. For the year the value of 
Irish livestock exports was unchanged at an estimated 
G245m.  

•  The prospects for the meat & livestock sector in 2015 are 
mixed with lower finished cattle availability expected to 
help the beef trade while the prospects for sheep remain 
positive. However, the pigmeat sector seems set to remain 
challenging given the absence of the Russian market for 
exporters and a well supplied global market.  

Dairy Products & Ingredients
•  Having started the year strongly, the global dairy market 

came under pressure from the spring onwards. Strong milk 
production growth in the main export regions combined 
with a slowdown in Chinese import demand and a Russian 
ban on dairy imports placed downward pressure on markets 
throughout the latter half of the year.  

•  Global dairy wholesale prices in December 2014 showed 
significant declines on year earlier levels across all dairy 
product categories and regions with a 20% to 50% decline 
reported on year earlier levels depending on the product. 

•  Irish milk supplies in 2014 were 6% or 296 million litres 
higher for the ten months to October. This reflected excellent 
grass growing conditions combined with strong milk prices 
for much of the year and preparation for quota abolition. 

•  Higher milk output in Ireland helped to partly offset slower 
international demand to leave the value of Irish dairy and 
ingredient exports for the year around 3% higher at G3.05 
billion. 

•  The strongest performing categories were cheese, infant 
formula, casein, SMP and milk proteins.  

•  The export value of cheese grew by around 5% despite 
a marginal fall in volumes. The UK accounts for close to 
60% of cheese exports with slight growth evident. Strong 
increases were also seen to International markets such as 
Japan, the US and Saudi Arabia.

•  Infant formula continued its steady growth in export 
value with higher volumes reflecting industry investment in 
significant infant formula capacity in Ireland. The volume of 
infant formula exports to China doubled in 2014. Overall 
exports of infant formula are estimated to have increased by 
15% in value terms.

•  The prospects for Irish dairy exports in the early part of 
2015 look challenging. The anticipated increase in output 
following quota removal will need to be managed in order 
to overcome lower global dairy prices and reduced demand 
from the two largest global importers.   

Prepared Foods
•  Prepared Food exports showed positive growth in 2014 led 

by dairy based enriched powders, which now account for 
40% of total exports within the category. 

•  Currency movements during the year helped 
competitiveness in the UK market in particular. However, 
the sector continued to face considerable challenges in the 
form of price pressure and promotional requirements from 

customers and increasing numbers of competitors. 

•  Overall, exports of products covered under the prepared 
foods category increased by 8% to an estimated G1.8 bn. 

•  Across all food and drink categories, G2.2bn worth of 
exports in 2014 could be classified as Prepared Consumer 
Foods. This represents a growth of 7% on 2013. This 
equates to 21% of total food and drink exports. 

•  The strongest performing categories during the year 
were dairy based enriched powders, bakery, chocolate 
confectionery as well as meat based ingredients and meals. 
Pizza exports were reasonably stable while biscuits and 
sugar based confectionery reported lower exports. 

•  Exports to International markets for products covered under 
the prepared foods heading led growth in the category with 
a double digit increase recorded. This was driven largely by 
dairy based enriched powders to Africa and Asia. 

•  The outlook for many prepared food categories is relatively 
positive for 2015, albeit with the usual competitive pressures 
persisting. The outlook for dairy based enriched powders 
is largely dependent on developments in the dairy sector, 
which seems set to remain difficult during the first part of 
the year.

•  Key drivers of growth for the sector will be product 
development in relation to new products and formats and 
the delivery of customer service levels that can set Irish 
exporters apart. 

Beverages
•  The global beverages market in 2014 showed further 

growth as the market benefits from increased demand 
for premium alcoholic beverages. This has helped offset 
ongoing subdued demand in many developed markets 
arising from the sluggish economic environment. Key 
growth regions include Asia, the Middle East, South 
America and Africa.
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•  Irish beverage exports put in a robust performance in 2014 
driven by ongoing growth in whiskey combined with further 
growth in ‘craft’ exports. This helped to offset slower beer, 
cream liqueur and cider sales. Exports of non-alcoholic 
beverages were boosted by strong sales of waters and 
juices. Overall, exports are estimated to have increased 
marginally in 2014 to stand at G1.21bn.

•  The United Kingdom performed reasonably well. Strong 
sales of waters, whiskey and juices more than offset 
reduced beer, cream liqueur and cider exports. For the 
year exports to the United Kingdom are estimated to have 
increased by 3% to G385m. 

•  Exports to other European markets had a challenging year 
with trade levels back by around 5% to G265 million.

•  Shipments to International markets were negatively affected 
by slower exports of cream liqueurs. However, increased 
trade was reported to Canada, the United States, Africa and 
Australia, which more than offset reduced exports to Asia 
and the Middle East. This left exports 3% higher at almost 
G560m. 

•  The outlook for Irish beverage exports in 2015 continues 
to be broadly positive helped by an anticipated further rise 
in whiskey sales, the ongoing development of emerging 
markets and the ever increasing range of craft beers and 
spirits being produced in Ireland. 

Seafood 
•  Seafood exports recorded an increase of 8% in 2014 to 

reach an estimated G540 million. Total volumes exported 
were around 2% lower. However, a jump of around 10% in 
unit prices was recorded, which boosted export values. 

•  The main EU markets, namely France, Spain, UK, Italy and 
Germany continue to dominate seafood exports, accounting 
for more than 50% of export values.  

•  France remains the largest export market showing growth 
of almost 8%. Shipments to International markets led the 
growth in exports with a rise of 20% recorded to bring the 
value of trade to an estimated G200 million. 

•  Export performance in 2015 will continue to depend on 
product supply. This is expected to remain limited for 
aquaculture species and quota restrictions on wild species 
will prevent volume growth. Prospects for prices remain 
reasonably positive for most species.

Edible Horticulture & Cereals
•  Stronger mushroom exports more than offset reduced 

cereal export values during 2014. This resulted in the value 
of edible horticulture and cereals exports rising by 4% to an 
estimated G230m.

•  The UK retail market for mushrooms was flat or in marginal 
decline in volume terms during 2014, but continued to 
increase in value terms. Some continuation of this trend 
is expected for 2015. The new three year EU cofounded 
promotion campaign will continue throughout 2015 and will 
help to boost sales.

•  The exchange rate of sterling to the euro has a large impact 
on exporters. Most commentators suggest that the euro will 
remain weak against sterling, which will help maintain the 
competitiveness of Irish mushroom exports.

Industry Issues
•  The results of the annual Bord Bia industry survey, 

completed in December 2014, shows good optimism among 
food and drink manufacturers across all categories from 
the 350 respondents. In total, nearly 95% of respondents 
reported similar or higher export sales over the previous 12 
months.

• The key drivers of increased export sales were as follows:

 o 69% - Sales of existing products to new customers

 o  42% - Sales of existing products to existing customers

 o 33% - Sales of new products to new customers

 o 32% - Sales of new products to existing customers

•  Respondents are showing a good degree of optimism for 
2015. More than half (52%) expect their export sales to 
increase while a further 42% expect them to be maintained.  
This compares to the results of the 2013 survey when 75% 
of exporters expected their sales to grow.

•  The following opportunities to grow their export sales over 
the next three years were identified:

 o 41% - New customers

 o  37% - Increased sales with existing products & 
customers

 o 31% - New product lines

 o 30% - Improved market access

•  A number of challenges were highlighted among 
respondents that they expect to impact on their export 
performance over the next three years. These include:

 o 39% - Cost base in Ireland

 o 36% - Competition from other suppliers

 o 22% - Promotional pressure from retailers

 o 16% - Consumer sentiment 
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Much of the growth was recorded in trade to International 
markets with Asia in particular and the Middle East, North 
America and Africa recording strong increases. Good market 
demand in these regions helped to offset the ongoing 
competitive pressures evident across European markets where 
consumer sentiment remained fragile. A weakening in the euro 
relative to sterling helped to improve the competitive position of 
Irish exports in the UK as the year progressed.

For the year it is estimated that the value of Irish 
food and drink exports increased by 4% to reach 
almost G10.5bn. This represents a new high for 
exports and marks growth of 45% or G3.2bn since 
2009. 

Irish Food and drink exports, 2005 to 2014 (Gm)

Source: Bord Bia estimates 

The strongest performers in terms of export growth were 
prepared foods, dairy, seafood, poultry, pigmeat and edible 
horticulture. Slower market demand and weaker prices 
negatively affected the value of beef exports despite a strong 
rise in volumes while beverages showed modest growth, led by 
whiskey.

Categories driving export growth in 2014  
(% of export growth)

Source: Bord Bia estimates

Irish food and drink exports

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

Dairy products & 
ingredients

2,968 3,055 +3

Beef* 2,248 2,270 +1

Prepared Foods 1,669 1,805 +8

Beverages 1,197 1,205 +1

Pigmeat 552 570 +3

Seafood 496 540 +8

Edible Horticulture 
& Cereals

222 230 +4

Poultry 259 310 +20

Sheepmeat 216 218 +1

Live Animals 245 245 0

TOTAL FOOD  
& DRINKS

10,072 10,448 +4

*Beef figure includes edible offals & export refunds

Overview
The Irish food and drink sector recorded the fifth consecutive year of growth in exports during 2014 as 
increased output in key sectors and better returns for much of the year particularly for dairy, seafood and 
prepared foods boosted the value of trade.
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Growth in food & drink exports running at five 
times total merchandise
Figures from the CSO for the first 10 months of 2014 show food 
and drink exports were almost 7% ahead of the same period 
a year earlier. During the same period, overall merchandise 
exports were just 1.5% higher. This leaves food and drink 
exports growing at five times that of total merchandise up to 
the end of October.

Relative to 2009 levels total merchandise exports were an 
estimated 5% higher in 2014, which compares to growth of 
45% in food and drink exports.

Trend in food & drink versus overall merchandise 
exports, 2014 vs. 2009 (% change)

Source: Bord Bia based on CSO

Higher volumes reported in key categories
Increased export volumes were available across a number of key 
categories in 2014. 

•  Milk deliveries were almost 6% higher during the first 10 
months of the year

•  Beef volumes jumped by almost 13% due to stronger 
supplies and higher carcase weights

• Pigmeat export volumes were almost 7% higher

Having started the year very strongly dairy prices came under 
considerable pressure as the year progressed with most product 
prices falling by 10% - 15% for the year. Similarly average cattle 
prices were around 11% lower in 2014. 

 
The combined impact of higher output across the 
main product categories in 2014 is estimated to be 
in the region of G500m.

Prospects more challenging for 2015
There are a number of factors that point to 2015 being a more 
challenging year to maintain recent growth levels in the value of 
food and drink exports.

The ending of milk quotas in April 2015 is expected to lead 
to an increase in milk output of more than 10% for the year. 
However, the current weakness of global dairy markets is 
negatively impacting on price levels and recent forecasts from 
Rabobank suggest this trend will persist well into 2015.

Cattle supplies are expected to ease by more than 100,000 
head in 2015, which will lead to export volumes falling 
by around 8%. However, some recovery in cattle prices is 
anticipated. Much will depend on demand developments in 
more established markets with consumer sentiment to remain a 
critical driver. 

The prepared foods and beverages sectors both face 
competitive market environments, although both have shown 
a strong ability to diversify over recent years. Further strong 
growth potential exists for whiskey in particular while a number 
of key prepared food categories such as confectionery, ready 
meals and bakery are expected to record further growth.

Growth in trade to Asia boosts market 
diversification
During the course of 2014, a rise of 45% in the value of trade 
to Asia led to a shift in the market distribution of food and 
drink exports. Significant increases were also recorded to North 
America, The Middle East and Africa. This trend outpaced the 
growth recorded to European markets and led to a strong rise in 
the share of exports destined for international markets.

Market distribution of Irish food and drink 
exports (%)

Source: Bord Bia estimates

United Kingdom
The share of exports destined for the United Kingdom eased 
from 42% to 40% in 2014. The value of trade showed little 
change at G4.2 billion. 

Stronger export values for beverages, prepared foods, 
mushrooms and poultry helped offset lower beef and dairy 
values. 

Other EU
Following double digit growth in 2013, the value of exports 
to other European markets grew at a slower rate in 2014. This 
reflects competitive pressures and a more tentative consumer 
environment across key markets. For the year exports are 
estimated to have increased by 2% to reach just over G3.3 
billion. This represents 31% of total exports.

Increases were recorded in beef, seafood, pigmeat, poultry 
and prepared foods while a modest decline was evident in 
beverages. 

Exports were driven by the strong performance of key markets 
such as France, Italy, Poland and the Netherlands, which offset 
lower trade to Germany, Spain and Sweden.
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Trends in exports to key European markets,  
2014 vs. 2013 (Gm) 

Source: Bord Bia estimates

International markets
Shipments of Irish food and drink products outside of Europe 
showed renewed growth in 2014 as the value of trade jumped 
by an estimated 15% to stand at around G3 billion. This leaves 
the region accounting for 29% of exports, which compares to 
26% in 2013. 

Trade was led by stronger exports of dairy, enriched powders, 
seafood and to a lesser extent beverages. Dairy accounts for 
more than 40% of exports to International markets.

Breakdown of exports to International markets in 
2014 (Gm)

Source: Bord Bia estimates

The growth in exports was led by Asia, which showed a rise of 
almost G270 million in exports to reach G850 million for the 
first time. Within this, China recorded a further jump of almost 
40% to reach around G520 million. Other Asian markets to 
show strong double digit growth include South Korea, Japan, 
Thailand, Malaysia and the Philippines. Dairy, pigmeat, prepared 
foods and seafood were the key drivers of increased trade.

Exports to North America were 18% higher while the Middle 
East and Africa showed increases of 11% and 9% respectively. 
Shipments to Russia were negatively affected by trade 
suspensions during the year with exports falling by an estimated 
30% to G170 million.  

Growth in exports by region, 2014 vs. 2013 (%)
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Consumer prices weakening 
Price inflation across the eurozone was relatively static during the 
first 10 months of 2014. Mixed trends were evident across Europe 
with Germany and the Netherlands showing modest inflation 
over the period while the UK, Ireland and to a lesser extent 
France recorded some price deflation as the year progressed. This 
represents the lowest level of price inflation since 2009. 

Food price developments across the Eurozone have fallen 
behind overall inflation, which was 0.5% higher for the year up 
to the end of October. This contrasts with 2013 when food price 
inflation was running at more than twice overall inflation in the 
eurozone economy. 

Consumer food price index developments,  
2001 to date (% change on previous year)

Source: Eurostat

Over the 10 month period to the end of October considerable 
variation was evident in inflation levels with milk and dairy 
products showing the highest inflation at 2.8% followed by 
alcoholic beverages and fish. Meat and bread showed little or 
no change.   

The outlook for food price inflation across the eurozone remains 
difficult to predict. The forecasts of relatively modest economic 
growth in 2015 and the lingering effects of austerity are likely to 
result in little change in consumer confidence levels. Given this 
backdrop any price inflation across the eurozone is likely to be 
modest.

Competitiveness of the sector
The competitiveness of the Irish manufacturing sector as 
measured by Ireland’s Competitiveness Scorecard published by 
Fórfas continues to improve according to the 2014 report.   

Improvement is most notable in relation to the labour market 
and the downward trend in unemployment; Ireland’s continued 
success in export markets; and the modest increase in consumer 
demand recorded in 2013. 

These factors combined with the restoration of the State’s 
borrowing capacity on financial markets and our improving 
fiscal situation are reflected in Ireland’s performance in the 
various international competitiveness rankings – for example, 
in the IMD’s World Competitiveness Yearbook Ireland’s ranking 
has improved from 24th position in 2011 to 15th in 2014.

While the challenge to remain cost competitiveness will persist 
over the medium term, the progress made over recent years 
leaves the manufacturing sector in a better position to compete. 
This is also reflected in the results of Bord Bia’s industry survey 
highlighted earlier in the document. 

Slowing in most global commodity prices
Global agricultural commodity prices as measured by the FAO 
Food Price Index showed a decline of 4% in 2014. This follows 
similar modest declines in 2012 and 2013. However, the overall 
index remains 55% higher than the 2000 – 2010 average, 
reflecting the growing demand for food in developing regions.

During 2014 the decline was driven largely by cereals, dairy, oils 

and sugar. Meat was the only category to report higher prices, 
with a rise of 8% recorded. 

Looking at December prices compared to a year earlier, dairy 
prices were 34% lower, oils 18% and cereals 5%. This more 
than offset a jump of 10% in meat prices. The overall index for 
December was 9% below year earlier levels. 

The FAO Food Price Index fell by 4% in 2014. 
However, the index continues to run 55% ahead of 
the average level recorded during the 2000-2010 
period.

FAO food price index trends,  
2014 versus 2013 (2002 – 2004=100)

Source: FAO

The global outlook for agricultural commodities remains positive 
over the medium term, albeit with significant volatility likely to 
persist. This volatility seems set to remain for dairy and cereals 
in 2015.

Key drivers of export performance
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The latest FAO/OECD agricultural outlook for the period to 
2023 suggests that meat and dairy will see further upward 
trends over the medium to longer term. This will present a solid 
backdrop for Irish food and drink exports over the period.

Mixed trends in Euro exchange rates
With more than 40% of food and drink exports destined for 
the sterling area and a further 29% going to markets, which 
predominantly trade in US dollars any change in exchange rates 
has the potential to impact on competitiveness. 

The Euro was stable relative to the US dollar in 2014 but 
weakened by 5% relative to sterling. In December 2014, the 
euro was 10% weaker against the US dollar and 6% weaker 
with Sterling. These developments are helping to boost the 
competitiveness of Irish exports. 

Mixed trends were evident with other major currencies such 
as the Australian dollar and the Chinese yuan as the euro 
strengthened against both on an annual basis but weakening 
as the year progressed. The euro strengthened by almost 20% 
against the Russian rouble during 2014, reflecting the ongoing 
uncertainty in the region. This combined with trade suspensions 
had a significant negative impact on trade from Ireland. 

The anticipated economic developments in these regions over 
the next 12 – 24 months would suggest the potential for a 
further weakening in the euro. This should help to maintain 
competitiveness of exports, although it will also have the impact 
of pushing up import prices for inputs and raw materials.

Key euro exchange rate developments, 2014  
(% Change on previous year)
 

 
Source: Central Bank of Ireland
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Meat &
Livestock

The estimated value of meat & livestock 
exports in 2014, a rise of 3%, accounting 
for 35% of all food and drink exports

€ €3.6 billion

54%
increase in the value of meat 
& livestock since 2009, which 

equates to €1.3bn 

Proportion of exports destined for European markets

exports unchanged as 
rise in cattle shipments 
were offset by lower pig 
and sheep trade

Beef exports marginally 
increased with 13% higher 
volumes, while prices were 
down by some 11%

exports increased by 3% 20% higher exports marginally 
higher

Beef €2.27bn Pigmeat €570m Poultry €310m Sheepmeat €218m Livestock €245m

50
markets in 2014

95% 97% 93% 76%
BEEF POULTRY

SHEEPMEAT

PIGMEAT

82Irish beef is on the 
shelves of 82 supermarket 
chains across Europe – 
more countries and more 
customers than any 
other national beef

Approximately three quarters of poultry 
exports are destined for the UK market. 

of Irish sheepmeat 
exported to markets 
other than France and 
the UK, compared 
to 22% in 2009

40%

Value of pigmeat
exports to Asia

doubled
in 2014 driven by

jump in exports
to Japan

Irish meat 
& livestock 
was exported 
to over
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Key drivers of export performance
•  Higher cattle and pig availability, rising by 10% and 5% 

respectively.

• Sluggish EU demand for beef.

• Negative impact of Russian import ban on pigmeat.

• Good trade for sheepmeat.

• Increase in processed poultry & offal exports.

Irish Meat & Livestock Exports

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

Beef* 2,248 2,270 +1

Pigmeat 552 570 +3

Poultry 259 310 +20

Sheepmeat 216 218 +1

Live Animals 245 245 0

TOTAL MEAT  
& LIVESTOCK

3,520 3,613 +3

 Source: Bord Bia Estimates       
*Beef figure includes meat and edible offals

Beef
The beef sector faced a difficult year in 2014  
as increased supplies of beef in Ireland and  
across the EU coincided with sluggish  
beef consumption in most markets.  
Resulting from this, beef prices declined  
across most European markets and while  
exports to non-EU destinations have improved, stocks of beef 
remained relatively high towards the end of 2014.

Key beef export market developments in 2014
• Rise of 1.5% in EU beef output.

•  Slow consumer demand leading to a decline in 
consumption.

•  Little change in EU beef imports while exports up by a 
fifth.

• Irish beef export availability almost 13% higher.

• European male cattle prices 3% lower.

 
Export meat plant cattle supplies are estimated to have 
increased by more than 10% in 2014 to around 1.64 million 
head. Increases were evident across all categories with the 
exception of cows. 

A jump of almost 3% in average carcase weights led to beef 
production rising by 13% to an estimated 585,000 tonnes, 
including local abattoir output. 

With domestic consumption levels showing a modest rise, the 
volume of beef available for export stood at around 530,000 
tonnes. This combined with a drop of around 11% in average 

export prices led to the value of Irish beef exports showed 
little change at G2.27 billion (G2.06bn when offals are 
excluded).

Beef Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

2,248 2,270 +1

Markets for Irish beef
The retail market across Europe remains highly price and value 
driven and with beef still at a relatively high price point versus 
pork and poultry, consumers are buying into the beef category 
less frequently. Similarly, at foodservice level, demand remains 
sluggish and consumers are choosing cheaper and often lower 
meat-content options. While there has been some recovery in 
demand for processed meat products, meat manufacturers are 
focussing on local sourcing to build trust in the category – this 
has been particularly apparent in France and Britain. 

Volumes of Irish beef destined for the United Kingdom 
increased by around 9% in 2014 to stand at an estimated 
270,000 tonnes. This equates to just over 50% of total 
exports. In value terms, trade was worth just over G1 billion, 
which represents a fall of around 3% on 2013 levels. UK beef 
consumption is estimated to have increased by around 4% in 
2014, which boosted volumes. However, prices for imported 
beef remained competitive.

Exports to Continental European markets grew by 17% in 
volume terms to stand at an estimated 247,000 tonnes in 2014. 

Meat & Livestock
Despite the difficult market environment for some meats in 2014, most notably beef and pigmeat, 
the value of meat and livestock exports grew by 3% to just over G3.6 billion. This equates to 35% 
of total food and drink exports. 

+3% 
G3.6bn

Meat & 
Livestock 
Exports

+1% 
G2.27bn

 
Exports
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Higher exports were recorded to most markets, particularly Italy, 
Scandinavia and Germany. Trade was valued at around G1.15 
billion, a rise of almost 2% on 2013 levels. 

Consumer demand remained subdued in many markets 
with Italian consumption reportedly 5% lower and French 
consumption down by 3%. This slower demand impacted on 
price levels. 

Exports of Irish beef to International markets were more than 
10% higher in 2014 at around 9,000 tonnes while offal exports 
also increased in volume terms. The overall trade was valued at 
G115 million.   

Shipments to Russia were progressing strongly prior to import 
suspensions being imposed over the summer months.  Strong 
growth came from markets such as Hong Kong, Switzerland 
and the Philippines.

Distribution of Irish beef exports (%)

Source: Bord Bia estimates

Outlook for 2015
The prospects for the EU beef market in 2015 point to some 
tentative improvement as lower supplies combined with a more 
stable demand for beef are anticipated. However, much will 
depend on consumer spending levels with many key countries 
reporting lower retail sales over recent months.

Looking at likely beef output across the EU-15 region in 2015, 
latest forecasts suggest a drop of around 1% in production 

levels. Output is likely to increase in France, Spain, Netherlands, 
and Belgium. However, this will be offset by lower production in 
Germany, Italy, the UK and Ireland.

In terms of EU export volumes much will depend on the trade 
situation with Russia. The current import restrictions are due to 
remain in place until August 2015. This would impact negatively 
on export volumes as Russia had accounted for up to 25% of 
EU exports over recent years. However, increasing demand is 
expected from International markets with beef demand growing 
across Asia, Middle East-North Africa and strong consumption 
in South and Central America. 

With cattle supplies remaining tight in some of the largest world 
exporting countries such as USA and Australia, global beef 
supplies will remain constrained.  As a result prices will remain 
at a relatively high level internationally and European prices 
should improve due to some tightening in supplies and the 
opening of International export opportunities. 

Key beef market drivers for 2015
• Modest decline in EU beef production.

• Stabilisation in EU consumer demand anticipated.

• Positive global demand for beef due to tighter supplies.

• Drop of around 8% in Irish cattle supplies.

Cattle price developments
During 2014 Irish male cattle prices remained just ahead of the EU 
average at 101%. This compares to 105% in 2013. The average 
male cattle prices across the EU in 2014 stood at G3.67/kg. 

Looking ahead to 2015 it is hoped that tighter Irish cattle 
supplies and a more stable demand situation across Europe will 
help prices levels.

While the recent relief in feed costs is to be welcomed, fertiliser 
and energy costs continue to put pressure on producers.

 
Tightening anticipated in Irish cattle supplies
An increase of almost 50,000 head in live cattle exports in 
2013 combined with a drop of more than 100,000 head in calf 
registrations point to a significant tightening in finished cattle 
supplies in 2015. 

Figures from the Department of Agriculture’s AIM database 
for September 1st 2014 show little change in the number of 
male cattle aged 18 – 24 months while numbers from 12 – 18 
months were 56,000 head lower. Female numbers in the 18 – 
24 age bracket were 35,000 head higher. However, this growth 
reflects higher dairy breeding numbers as farmers prepare for 
the removal of dairy quotas. Numbers of heifers aged 12 – 18 
months was 35,000 head lower. 

Taking these figures into account, supplies at export plants 
are expected to fall by 120,000 - 150,000 head in 2015. Some 
further lift in carcase weights is likely following the recovery 
evident in 2014. 

These developments would leave export availability standing at 
around 480,000 tonnes, a drop of more than 8%.

Factors affecting 2015 Irish finished cattle supplies
• Increase of 50,000 in live exports in 2013

• Drop of 100,000 in 2013 calf registrations.

• Increased retention of breeding heifers on dairy farms.

Trends in cattle numbers by age, Sept 1st 2014 
(change in head vs. 2013) 
 

Source: Department of Agriculture, Food and the Marine
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Pigmeat
A slight increase in EU production combined  
with a more difficult international market  
environment following a ban on EU imports  
by Russia led to a more challenging market  
environment for pigmeat in 2014. This is  
reflected in EU pig prices, which for the year  
are estimated to have fallen by around 10% to G1.58/kg. Irish 
prices were 4% lower at just under G1.59/kg. 

Key pigmeat export market developments in 2014
•  Difficult international market following ban on EU 

imports by Russia.

• Slight increase in EU production.

• Slower consumer demand in Europe.

•  EU pig prices down by 10%, Irish prices almost 4% lower.

Higher pig supplies in Ireland 
Export meat plant pig supplies in Ireland are estimated to have 
increased by 5% in 2013 to reach 2.97 million head. 

This increase reflects a rise in breeding numbers with the CSO 
June 2014 pig survey showing a recovery of 2.5% in numbers. 
Supplies were also boosted by the full recovery in output 
following the PRRS outbreak in 2013 which caused differing 
levels of mortality from farm to farm.

When this decline is combined with a drop of 10% in live 
exports to Northern Ireland it leaves total pig output around 4% 
higher for the year.

Irish pigmeat production is estimated to have increased by 
around 5% in 2014 to stand at 252,000 tonnes.

Mixed trends in retail sales
Retail sales of pigmeat on the Irish market showed mixed trends 
in 2014. Pork sales in volume terms for the year up until the 
7th December were back by around 2%. This drop in volume 
reflected a 3% drop in volume purchased per shopper as the 
number of consumers who shopped the category increased by 
1%.

Total bacon sales in volume terms increased by around 5% for 
the same period. Rasher sales in volume terms are up by almost 
9% with shoppers visiting the category more frequently.

Export value increases further
Irish pigmeat imports are estimated to have increased by 3% 
in 2014. This combined with a rise of around 2% in overall 
pigmeat consumption resulted in the volume of pigmeat 
available to export rising by 7% to 198,000 tonnes cwe. 

Increased volumes were partly offset by a drop of around 4% 
in average prices, which left the value of Irish pigmeat exports 
some 3% higher in 2014 at G570m.

Pigmeat Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

552 570 +3

Markets for Irish pigmeat
The growth in Irish pigmeat exports to International markets 
evident over recent years was negatively impacted by the 
restrictions on supplying Russia for much of the year. 

Irish pigmeat shipments to the United Kingdom performed 
well with volumes 5% higher at 87,000 tonnes. The value of 
this trade is estimated at G330 million, which is broadly similar 
to a year earlier.  

Exports to the Continental EU markets showed a rise in 2014 
driven mainly by a strong increase in shipments to Denmark, 
which more than offset lower exports to Germany and France. 
For the year, exports to the Continent are estimated to have 
reached 41,000 tonnes and were worth an estimated G95m. 

Exports of Irish pigmeat to International markets performed 
strongly despite the issues with supplying Russia. Outside of 
the UK, China remains the second most important market in 
volume terms, with exports for the first nine months of the year 
growing by 18%, reflecting the ongoing increase in demand in 
response to growing per capita wealth in that market.

As a result of the Russian market being effectively closed to 
Irish exporters from the end of January, product that would 

usually be directed towards this market has been redirected 
to different locations such as South Korea and the Philippines. 
Between these two markets, exports for the first nine months 
of the year increased fivefold to 10,500 tonnes. A strong 
recovery in Japanese demand especially for belly was also 
evident, with exports running six times higher at 9,300 tonnes.   
The Australian market which reopened for uncooked pigmeat 
product in March 2013 continues to show good potential. 

For the year exports of Irish pigmeat to markets outside of the 
EU are estimated to have grown by 10% to 70,000 tonnes. This 
trade was valued at an estimated G140m. 

Distribution of Irish pigmeat exports (% of value) 

Source: Bord Bia estimates

Outlook for 2015
The prospects for the pigmeat sector in 2015 are difficult to call 
as increased output, the ongoing absence of the Russian market 
for many exporters and the ongoing effect of the porcine 
epidemic diarrhea virus point to a mixed market environment 
for the early part of the year. However, demand in key Asian 
territories should be boosted by tight supplies. 

The market outlook for the EU will see a marginal rise in pig 
supplies reflecting the expansion of 1% in the sow herd in June 
2014. The European Commission is expecting some further 
recovery in pigmeat consumption across the region in 2015 to 
20.4 million tonnes, a rise of 1%.  

+3% 
G570m
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The latest Rabobank quarterly report suggests that US 
producers are likely to have to combat PEDv again this winter. 
However with the US breeding herd rising and carcase weights 
increasing, the USDA predicts that output will rise by 5% to 
10.9 million tonnes in 2015.

The main beneficiary from the Russian import ban is Brazil. 
To illustrate the dependence on Brazil for Russian importers, in 
September 2014, shipments from Brazil to Russia represented 
75% of total imports.

In China, sow numbers are at their lowest level since January 
2009. This reflects producers exiting the industry due to losses 
being incurred combined with hog productivity improving. On 
the back of this development, Chinese imports are expected 
to grow strongly into 2015. According to the USDA, Chinese 
imports during 2015 are expected to increase by around 24% to 
1 million tonnes.

Global pigmeat production trends, 2014  
(% change on 2013)

 
Source: Bord Bia based on USDA/GIRA 

   Factors affecting 2015 pigmeat prospects

• Modest increase in EU output.

•  Global output to grow by more than 1% on back of lower 
feed costs and ongoing demand. 

• Russian restrictions to persist.

• Some further increase in Irish supplies.

Higher Irish pig supplies
During 2015 Irish finished pig supplies are likely to show further 
growth on the back of breeding pig numbers increasing by 
almost 3% in the June 2014 livestock survey.

Higher export availability is anticipated on the back of 
an increase in domestic supplies. The distribution of this 
additional product is heavily dependent on developments 
in relation to Russia. However, import demand across key 
international markets is expected to rise in 2015, with the 
strongest growth forecast in China and South Korea. To boost 
the competitiveness of the European pork industry, some 
depreciation in Euro exchange rate is required combined with 
stronger domestic demand. 

Grain prices have started to increase recently on the back of 
speculation regarding whether Russia will reduce export activity 
after the country’s Veterinary and Phytosanitary Surveillance 
Service watchdog said that it had enhanced requirements over 
the quality of grain exports, a move it warned could lead to 
a “significant fall” in export volumes. Rabobank’s latest agri 
commodity outlook released in December 2014 suggests that 
2015 is likely to see relatively little change in grain prices. 
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Sheepmeat
Irish sheepmeat exports performed well in  
2014 as a more positive price environment  
helped export values. The weakening of the  
euro against sterling helped boost the relative  
competitiveness of Irish lamb in key markets.

Key sheepmeat market developments in 2014
• Further slight fall in EU production and consumption.

• Drop of 10% in NZ shipments to EU.

•  Irish supplies marginally lower but carcase weights  
up by 1%.

A marginal reduction in EU sheep production was evident in 
2014.This decline was largely driven by lower output in France, 
Spain and Germany. However, increased UK production offset 
this decline somewhat. Consumption across Europe remained 
slow in most markets. 

The market was also helped by the reduced presence of New 
Zealand lamb on the market with shipments to the EU around 
10% lower than a year earlier up to the end of November. This 
suggests that NZ is unlikely to fill any more than 70% of its 
annual quota in 2014. This reduced trade was partly offset by 
increased shipments from Australia.

Lower Irish sheepmeat output
It is estimated that total sheep disposals for 2014 were 
marginally back from last year at 2.6 million head.  The 
proportion of sheep supplies from ROI was around 2.42million, 
equivalent to a 3% increase on 2013 levels.  However, the 1% 
decline in the overall disposals for 2014 was a result of a 20% 
reduction (85,000 head) in NI sheep exported to ROI processing 
plants.

Near textbook lambing conditions combined with good grass 
growth helped boost average carcase weights by 1%. This led 
to sheepmeat production showing little change at just under 
58,000 tonnes. 

Market demand developments
Domestic consumption was more positive in 2014. Retail sales 
of lamb have held their own. In the 52 week period ending 
7th December total retail sales were worth G102 million, 
reflecting a 6% increase in value. For the year, total sheepmeat 
consumption is estimated at 15,700 tonnes, a rise of 4%.

A drop of 20% in imports reduced the volumes of sheepmeat 
available to export. For the year shipments are estimated to 
have stood at 46,000 tonnes, a drop of 3% on year earlier 
levels.  

With lamb prices rising by 4% to G4.75/kg, the total value of 
Irish sheepmeat exports is estimated to have increased by 
just over 1% in 2014 to reach almost G218m.

Sheepmeat Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

216 218 +1

Markets for Irish Sheepmeat
The UK and France continue to be the core markets for Irish 
sheepmeat accounting for 60% of total export volumes. 
However, they continue to lose ground as their value share of 
exports has fallen from 63% to just below 55% in the last two 
years. 

Exports to France eased slightly to 18,000 tonnes and were 
valued at G90 million. Shipments to the United Kingdom 
stood at around 9,000 tonnes. 

Proportion of sheepmeat exports destined for UK 
& France (% of export volumes)

 
Source: Bord Bia estimates

Key growth markets are Germany, Belgium, Sweden, Denmark 
and Switzerland. While Switzerland commands pole position for 
the highest G/tonne price return, Denmark which has registered 
21% volume growth in the last year earned a 60% premium 
above the average global export price.

While Belgian sheepmeat imports have fallen by a third since 
2009, due to a 75% reduction in New Zealand exports, Ireland 
has grown its exports threefold. In 2014, Ireland exported an 
estimated G20 million worth of sheepmeat into Belgium.

Irish lamb exports to Sweden performed well with volumes 
estimated to have reached 3,500 tonnes in 2014. Ireland 
overtook New Zealand to become Sweden’s largest sheep meat 
supplier in 2013 accounting for almost 30% of imports.  

In Denmark Ireland has become the number one imported 
supplier accounting for almost one in every four tonnes of 
sheepmeat, equivalent to 1,100 tonnes. Exports in 2014 are 
projected to have been valued at G9million, a 36% increase on 
2013 levels. 
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Distribution of Irish sheepmeat export values (%)

Source: Bord Bia estimates

Outlook for 2015
The global sheepmeat market continues to become more 
polarised between the traditional markets of Europe where 
production is in decline and demand remains subdued and  
the accelerated growth in sheep meat imports in emerging 
economies where domestic supplies are unable to match 
demand.

The result of a growing demand from the Far East and a 
shrinking supply base in Europe and Oceanic regions has 
resulted in a significant increase in world sheep meat prices.  
These developments are leading to a narrowing of the price 
differential between NZ and European Lamb and given the 
attractiveness of the Irish lamb proposition European retail/
foodservice buyers are making the switch over to Irish lamb.

Reduced price volatility is also evident in Europe as 
demonstrated by the fact that during the transition from hogget 
to new season lamb prices remained above the G5/kg mark 
throughout the months of June and it wasn’t until early July 
when the main volumes of UK lamb came onto the market that 
prices realigned downwards.

 
Factors affecting 2015 sheepmeat prospects
• Further slight fall in EU sheepmeat production.

• Reduced availability of NZ lamb.

• Relatively tight Irish sheep supplies.

• Stable domestic demand.

Some further decline in EU sheep supplies is anticipated for 
2015. This reflects the declining breeding flock across a number 
of key producing countries such as Spain where production is 
set to decline by a further 9% in 2015. However, this is set to be 
offset somewhat by a modest rise in production in France and 
the UK.

The EU will continue to remain a net importer of sheepmeat. It 
is hoped that a modest reduction in output, a strong live trade 
and a forecast drop in New Zealand output will help price levels. 

The distribution of New Zealand lamb exports is set to continue 
to lean towards Asia with China accounting for 40% of 
shipments during the first 10 months of 2014, compared to 
32% to the EU. 

Distribution of New Zealand sheepmeat export 
volumes (%)

Source: GTIS

With global demand likely to remain firm, lower New Zealand 
and Australia supplies due to drought are expected to help 
maintain global sheep prices. 

Irish sheep output
The strength of lamb disposals during much of 2014 suggests 
tight hogget supplies for the early months of 2015. Thereafter 
much will depend on lambing conditions during the spring. 
However, the more positive price environment in 2014 is likely to 
result in a good lamb crop again in 2015, which will boost new 
season lamb supplies. 
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Poultry
Stable consumer demand and some easing in  
feed prices helped the poultry sector as 2014  
progressed. Poultry production across the EU  
is forecast to have increased by just under 2%  
in 2014 with most of this increase evident  
in broiler output. 

Imports into the EU were around 4% higher driven by stronger 
shipments from Brazil and Thailand. Exports increased by a 
similar amount driven by stronger trade to Africa and  
Asia. Broiler prices across Europe were back by 2% to G1.92/kg.

Key poultry export market developments in 2014
• Modest rise in EU poultry production.

• EU imports & exports marginally higher.

• Stable consumer demand across Europe.

For the first 10 months of 2014, the number of birds processed 
in Ireland fell by 2% to 64.3 million compared to the 
corresponding period in 2013. 

Retail sales of poultry increased by 8% to 41,000 tonnes during 
the 52 weeks ending the 7th December. Most of this increase is 
attributed to the volume purchased per buyer increasing, which 
jumped by 6% combined with an extra 2% from buyers now 
shopping the category.

Irish imports of poultry increased by over 40% during the first 
nine months of 2014. Some of this produce is processed here 
and re-exported as final product.

Irish exports increased by 22% to 85,000 tonnes during the first 
nine months of 2014. Around three quarters of Irish exports are 
destined for the UK market. A high portion of these exports are 
then being redirected to International markets through agents 
for product like chicken feet in particular. Poultry shipments to 
the UK market grew by around 28% during the period. Other 
markets showing strong growth included South Africa and 
Germany, albeit from a considerably lower base.

For the year it is estimated that the value of Irish poultry 
exports increased by 20% to reach G310m, helped by 
stronger processed poultry exports.

Poultry Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

259 310 +20

The value of trade to the United Kingdom jumped by 20% in 
2014, driven by increased shipments of processed poultry. For 
the year trade was valued at an estimated G255m or some 82% 
of the total. 

Exports to other European markets performed well in value 
terms led by France and the Netherlands. Trade was valued at 
G45m.

Trade to international markets eased in 2014 to G10 million 
with most product destined for Africa. However, much of the 
processed product going to the UK and the rest of Europe is 
destined for international markets. 

Distribution of poultry exports (% by value)

Source: Bord Bia estimates

Outlook for 2015
Strong fundamentals have supported demand in almost all 
regions of the world in 2014 and this is expected to continue 
in 2015. Worldwide supply of chicken is relatively tight, while 
competing global meat prices are increasing due to low supply. 

Some further growth is anticipated in EU poultry production 
for 2015 while global output is forecast to rise by 2.6% with 
all major producers expected to grow led by China, Brazil, the 
United States and Russia. 

A challenge to the entire poultry industry is the new avian 
influenza strain (H5N8) detected in Europe that is similar 
to strains reported to be circulating in Asia earlier in 2014. 
Germany, the Netherlands, Italy, the UK and the United States 
have confirmed finding the H5N8 flu on poultry farms. This flu is 
highly pathogenic for domesticated poultry, causing significant 
mortality in chickens and turkeys. The virus can also infect wild 
birds, which show few signs of illness.

Some slight easing is anticipated in global poultry prices for 
2015. 
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Live Animals
Higher live cattle exports were offset by  
reduced shipments of both pigs and sheep  
in 2014. For the year the value of Irish  
livestock exports was unchanged  
at an estimated G245m.  

Livestock Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

TOTAL 245 245 0

Of which:

– Cattle 160 172 +8

– Pigs 75 66 -12

– Sheep 10 7 -27

Live cattle exports
Total live cattle exports up to the end of December were 13% 
higher than during the same period in 2013 at 237,000 head.

Shipments of most categories of stock increased. The number 
of calves exported jumped by 12%, while exports of weanlings 
and stores were collectively 7% higher. Similarly, the number of 
adult or finished cattle exported increased by 24%.

In terms of the major calf markets, exports to the Netherlands 
increased by 21%, while exports to Belgium increased by 11%. 
Exports to Spain have also increased by 20%, mainly consisting 
of calves. Weanling exports to Italy recovered by 16%. Exports 
to Northern Ireland were largely unchanged while exports to 
Britain increased by 61%.

Exports to non-EU markets increased by 17%, due largely to 
higher shipments to Libya and Tunisia, while Morocco also took 
a number of consignments.

Live exports continue to represent an important source of 
competition and a valuable market outlet for the different 
categories of stock. Although finished cattle prices at Irish meat 
plants fell by 10%-12% on average throughout 2014, lighter 
store cattle and weanlings continued to achieve strong prices 
which were almost on-par with the previous year. 

Irish exports to Italy and Spain recovered somewhat over 
previous year’s levels. Feed prices have eased significantly, 
thereby reducing feed costs for the intensive feedlot sector. 
However, consumer demand for beef in these markets remains 
constrained on account of the difficult economic situation. 
For most of the year, prices of weanlings in France, the main 
supplying country have been quite competitive, which restricts 
Ireland’s potential to significantly increase market share.

Breakdown of Irish live cattle exports (‘000 head)

Source: Bord Bia estimates

Other livestock
Live exports of sheep have fallen by more than 30% in 
comparison with 2013 levels. For the January to October period 
these stood at just 46,500 head. Meanwhile, exports of live pigs 
to Northern Ireland are running 9.5% below last year’s levels, at 
500,000 head up to the end of November.

Outlook for 2015
The outlook for live cattle exports in 2015 appears broadly 
positive. Demand for calves for veal production is likely to be 
strong. Milk replacer, one of the main production costs, has 
fallen significantly in price and the demand for veal is steady in 
most markets. In the early spring, some additional calves may be 
held on farms to use up surplus milk until EU quotas end on the 
1st of April. The Dutch veal sector has a preference for younger 
calves aged 3-5 weeks. Exports of older, stronger calves tend to 

focus on the Spanish market.

Demand for Irish and EU livestock from markets in North 
Africa and the Middle East is expected to strengthen in 2015. 
A number of walk-on, walk-off vessels have recently been 
inspected by the Department of Agriculture, Food and the 
Marine and are at an advanced stage in the approval process. 
Irish exports are expected to focus especially on the Libyan 
market. However, Turkey also looks likely to open their borders 
to EU animals. This factor had a significant impact during 
2011 and 2012 when Turkish demand caused EU prices to rise 
considerably.

0 10 20 30 40 50

Food and Drink  45.0

Merchandise  3.0

0

20

40

60

80

100

120

91 102 33 31 38 44 48 59

0

2000

4000

6000

8000

10000

12000

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014(e)

Prepared Foods
33%

Meat (incl. offal)
28%

Dairy*
21%

Seafood
14%

Beverages 
2%

Ed. Hort & 
Cereals 2%

Calves Weanlings Finished

2013

2014

Stores

Unchanged 
G245m

 
Exports



Performance and Prospects 2014-2015 | 19 

The estimated value of 
dairy exports in 2014 

€
€3.06 bn

18,000 
dairy farmers, 
with over 1 million dairy cows

19%18%30%

In 2014, Irish dairy exports are 
estimated to have increased by

to Asia 
reaching 
approximately 
€530mn, 
two thirds 
destined 
for China

to North 
America 
with both 
US and 
Mexico 
growing 
strongly

to Middle 
East, led by 
Saudi Arabia 
& UAE

40%
of dairy exports are now destined for 

international markets with trade worth 
an estimated €1.24bn in 2014, a rise of 20%.

China
is now Ireland’s 2nd most 
important export market for dairy 
compared to 13th in 2008

55% RISE 
in the value of dairy 
exports from 2009 
(€1.96bn) to 2014

(€3.06bn)

10%
of the global 
infant milk 
formula despite 
only having 1% 
of global dairy 
production

Ireland supplies 

increase in 
the value of 
dairy exports 
in 2014

3% 

140
markets worldwide. The top 5 markets 
are the UK, China, Germany, Netherlands 
& the United States

of cheese produced 

172,000
tonnes

35,000tn
of speciality cheese

Dairy

1,100tn 
of farmhouse cheese 

A broad range of different  
types of cheese using cow,  

goat and ewe milk   e
by
abia 

50%
to over 7.5bn litres

By 2020, dairy 
production is 
expected to grow by

Ireland has
Ireland exports to 
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Dairy Products & Ingredients
This category encompasses both primary dairy  
products such as butter, cheese and milk  
powders and value added dairy products  
and ingredients such as infant formula, casein  
and chocolate crumb. Dairy based enriched  
powders exports, which were worth a further  
G710m are included in the prepared foods export figure. 

While the global dairy market commenced the year at strong 
levels, international commodity prices started to ease in Spring 
with declines accelerating throughout the Summer period. 
Strong milk production growth in the main export regions 
combined with a slowdown in Chinese import demand and a 
Russian ban on dairy imports placed downward pressure on 
markets throughout the latter half of the year.  

Favourable weather conditions and good producer prices led to 
a strong increase in production in many of the world’s largest 
dairying regions. Global milk production is estimated to have 
increased by close to 5% in the first half of 2014. However, the 
rate of growth slowed towards the end of the year as farmers 
responded to falling dairy prices.

Milk deliveries in Ireland  
(% Change on same month last year)

Source: CSO

Higher output across main producing regions
Irish milk supplies in 2014 were over 6% or 296 million litres 
higher for the ten months to October. This reflected excellent 
grass growing conditions combined with strong milk prices and 

preparation for quota abolition. However, it is worth noting that 
the early part of 2013 was an extremely difficult milk production 
period. All indications suggest that with falling milk prices and a 
superlevy situation on many dairy farms in 2015, output tapered 
off somewhat in November / December. 

Across the EU, volumes were up 6% for the year to September. 
Milk production was higher across the EU with the exception 
of Greece.  Countries in North West Europe, which account 
for almost 60% of production showed significant increases 
with the UK (+10%), France (+7%), Germany (+4%) and the 
Netherlands (+3%). 

Milk production in New Zealand, was 10% higher for the first 
10 months of 2014. The 2014 seasonal peak in New Zealand 
in the month of October set a new record. Current season 
production for the six months to November 2014 was 4% ahead 
of a year earlier. However, a significant decline in producer 
prices this season will not encourage the use of supplementary 
feed and higher cow cullings will temper any production 
increase in early 2015. 

US milk production was 2% higher for the January to October 
period this year, while Australian production was up by almost 
5%. 

Combined milk supplies in the EU, New Zealand, the US and 
Australia was over 4% or nine billion litres ahead of 2013 up to 
the end of October.

Milk supplies across major global suppliers  
(% Change Jan to Oct 2014 vs. 2013)

Source: EU Milk Market Observatory

Import demand slowing
China saw a significant slowdown in dairy powder imports 
following stock building in 2013 and early 2014.  Higher than 
expected domestic production combined with slower economic 
growth and high retail prices reduced import demand. 
Nonetheless Chinese WMP imports were 70% higher up to the 
end of May and 43% higher in the year to September.  Similarly, 
imports of SMP into China for the first nine months of this year 
were 46% higher. WMP imports during October were down by 
72% on the year previous.

Key drivers of Dairy export performance in 2014
•  Higher global supplies in response to high product prices 

in 2013/early 2014

• Ideal grass production conditions across Europe

• Lower feed costs in the US

• Slowing Chinese demand.

 
The Russian ban of most dairy products from a number of 
western countries including the EU, US, Australia, Canada 
and Norway for one year from August 7th caused widespread 
concern and further downward pressure on global dairy 
markets. Russia is the 3rd largest global dairy importer 
importing some 327,000 tonnes in 2013, with 30% of EU 
cheese exports destined for the market.  

With both China and Russia stepping back from the market and 
the easing in dairy prices, this allowed other countries in South 
East Asia, the Middle East and North Africa who had been side-
lined to some extent by high dairy commodity prices to increase 
imports. Countries such as Indonesia, Algeria and Saudi Arabia 
reported strong increases during the latter half of 2014. 

Global dairy prices facing downward pressure
Higher levels of production, political instability in Russia and 
Ukraine, lower demand from China, falling oil prices and the 
impact of the Ebola virus in West Africa have combined to 
create ongoing dairy market volatility and weaker global dairy 
prices.  Dairy wholesale prices in December 2014 showed 
significant declines on year earlier levels across all dairy product 

categories and regions.
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Global Dairy Product Prices 

December 
2013

December 
2014

% 
Change

(G/Tonne)

EU butter 
(Netherlands, Bulk)

4,120 2,870 -30

EU SMP 
(Netherlands, Feed)

3,220 1,600 -50

($/Tonne)

Oceania WMP 5,000 2,400 -48

Oceania Cheddar 4,750 3,750 -21

Source: Marktinfo Milch

As over 30% of New Zealand dairy exports are shipped to 
China, any slowdown in the Chinese market has a significant 
impact on New Zealand dairy prices. WMP prices from Oceania 
have seen the greatest declines, but from record levels.   

World wholesale WMP prices (US$/Tonne)

Source: USDA

 
For the year, it is estimated that the value of Irish dairy and 
ingredient exports for the year increased by around 3% to 
G3.06 billion. 

Dairy Products & Ingredients Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

2,968 3,055 +3

Export markets for Irish dairy products
The United Kingdom remains a key market for Irish dairy 
exports accounting for almost one third of the total. A decline 
of around 10% was recorded in exports during 2014 to stand 
at around G1 billion. A decline in butter and infant formula 
exports more than offset a rise in cheese. 

Exports to Other EU markets were largely unchanged at around 
G840 million, accounting for 28% of total trade. The best 
growth was recorded in exports to the Netherlands, Germany, 
France and Italy. Cheese and infant formula led the way in terms 
of growth. 

There was significant growth in the value of exports to 
International Markets, growing by around 20% to account for 
40% of total exports. Asia led the way with a 30% growth in 
exports to account for 17% of total dairy exports. Higher trade 
was recorded to Russia, despite the market closing in August 
while the Middle East, Africa and North America all reported 
increased trade.

 
Distribution of Dairy products & Ingredients 
exports (%)

 Source: Bord Bia estimates

Main product trends
The strongest performing categories were cheese, infant 
formula, casein, SMP and milk proteins.  

The value of butter exports declined by 12% as both volumes 
and prices came under pressure. Most traditional European 
markets exhibited lower export values with significant growth 
to the US and South Africa. 

The export value of cheese grew by around 5% despite a 
marginal fall in volumes. The UK accounts for close to 60% of 
our cheese exports with slight growth evident.  Strong increases 
were also seen to International markets such as Japan, the US 
and Saudi Arabia.

Infant formula continued its steady growth reflecting 
increased volumes on the back of industry investment in 
significant infant formula capacity in Ireland.  The volume of 
infant formula exports to mainland China doubled in 2014, 
while Continental European markets and other South East 
Asian markets also grew. Overall exports of infant formula are 
estimated to have increased by 15% in value terms to around 
G850m.

Outlook for 2015
 
Dairy Products & Ingredients export drivers for 
2015
• Production growth to be tempered by lower milk prices

• Return of China to underpin market

• EU dairy farmers to grow production post quota removal 

• Limited growth in EU output.

The latest dairy quarterly report from Rabobank suggests 
that there were signs of stabilisation in global dairy prices in 
December 2014 with prices of product from Oceania, the United 
States and the EU more closely aligned than has been the case 
for some time.

The outlook suggests that it will take some time for the global 
market to clear product stocks, address strong supply growth 
and adjust to reduced buying from China and Russia. The report 
expects that recent cuts in farm prices will rein in supply growth 
in key export regions during the 1st half of 2015. 
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Rabobank expects the market to gradually tighten in the 
second half of 2015 with much depending on the level of 2015 
production peak across the southern hemisphere. 

Fonterra have recently revised their forecast for 2014-15 milk 
prices for the third time to NZ$4.70 /kg of milk solids for the 
season which began in June 2014. This is 44% below the record 
of NZ$ 8.40 /kg of milk solids paid last year. Milk production in 
New Zealand in 2015 will be affected by these lower milk price 
forecasts, with cow cullings for the six weeks to November 
30% - 40% higher than the year previous. Recently both the 
New Zealand and Australian weather services have issued 
a warning of an increased threat of an El Niño effect which 
could potentially lead to drier conditions on the east cost of the 
North and South islands and slow milk output over the coming 
months. As a result Fonterra have revised their milk collection 
forecast for the current season downwards in line with the 
previous season’s collections.

Producer prices in the US have largely held up far better than in 
most other export regions.  Combined with lower feed prices 
this has meant that US producers have remained profitable 
throughout 2014 and have not yet reacted to falling global dairy 
commodity prices. The USDA are forecasting a 3% increase in 
US milk production for  the first half of 2015 before contracting 
in the second half. The USDA has also recently revised 
downwards their milk price projections for 2015 to a level 23% 
below 2014. 

While market demand seems set to remain weak for some 
time, the report from Rabobank suggests that demand factors 
are significantly better than in 2009. The global economy is 
expected to grow by 3% to 4% in 2015, trade finance and 
credit are still widely available and the volume of dairy trade 
continues to expand unlike 2008/09 when it contracted for six 
months. 

The prospects for Irish dairy exports in the early part of 2015 
look challenging. The anticipated increase in output following 
quota removal will need to be managed in order to overcome 
lower global dairy prices and reduced demand from the two 
largest global importers.   
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17%35%60%

In 2014, Irish prepared foods exports 
are estimated to have increased by

to Poland 
reaching 
€75m

to Nigeria 
at €110m

to France 
reaching 
€55m

Prepared
Foods

The value of 
prepared foods exports 
has grown by 

40%
since 2009 

the estimated value of 
prepared foods exports in
2014, up by 8%

€
€1.8 
billion

Dairy

The strongest performing 
categories in 2014 were 

bread & baked goods, which
doubled in value 

chocolate confectionery, which
grew by 10%

dairy based enriched 
powders, (40% of the total) 

grew by 8% 

meat based products -  
increased by 

approximately 15% 

145
markets worldwide, the top 5 
markets are the UK, Netherlands, 
Nigeria, Germany & Russia

60% 
of Irish prepared 

foods exports were 
sold to European 

markets with 
a value of 

€1.1bn

Prepared Foods includes: 
baked goods, confectionery, 

snacks, ambient grocery, 
chilled foods, ready meals, 

cooked meats
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industry
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large scale 
manufacturer

1
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3

artisan 
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30

companies 
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turnover of >€1m 

275

Exports of bakery products have 
doubled leading to an estimated 

value of €150m

Ireland exports to
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Prepared Foods
This category includes a wide range of primary  
products, which have been further processed  
and includes ready to eat foods,  
confectionery and bakery products. 

The market environment for Prepared Food  
exports showed positive growth in 2014 led by dairy based 
enriched powders, which now account for 40% of total exports 
within the category. 

Currency movements helped competitiveness to the UK market 
in particular. However, the sector continued to face considerable 
challenges in the form of price pressure and promotional 
requirements from customers and increasing numbers of 
competitors within key sectors. 

The sector continues to broaden its customer base by securing 
new markets and customers. Ongoing product development has 
been a critical factor in delivering enhanced diversification.  

Key drivers of Prepared Foods performance in 2014
• Strong focus on innovation and product development.
• Broader range of markets and channels being served.
• Positive currency impact, particularly in the UK.
• Price and promotional pressures persist.
• Difficulty in securing reduced input costs.

 
Overall, exports of products covered under the prepared 
foods category increased by 8% to an estimated G1.8 billion.

Across all food and drink categories, G2.2bn worth  
of exports in 2014 could be classified as Prepared  
Consumer Foods. This represents a growth  
of 7% on 2013. This equates to 21% of total  
food and drink exports. 

The strongest performing categories during the  
year were dairy based enriched powders, bakery,  
chocolate confectionery as well as meat based  
ingredients and meals. Pizza exports were  
reasonably stable while biscuits and sugar based confectionery 
reported lower trade.

Prepared Foods Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

1,669 1,805 +8

Export markets for Prepared Foods
The United Kingdom accounted for around 37% of prepared 
foods exports in 2014. Trade was helped by a more positive 
currency environment for Irish exporters. However, strong 
retail price pressure persisted for most categories. Equally the 
competitive nature of the foodservice sector was further evident 
during the year, although increased sales were reported by key 
categories. 

For the year it is estimated that the value of exports to the UK 
was around 4% higher at around G660m. Strongest trade was 
reported in pizzas, pasta and meat based ingredients.

Exports to other European markets struggled somewhat 
due to the competitiveness of many sectors. The strongest 
performing category was dairy based enriched powders. Other 
categories to show positive growth included confectionery and 
cooked meats. Trade for the year is estimated to have increased 
slightly to G430 million or almost a quarter of the total. Key 
growth markets include France, Spain, Scandinavia and Eastern 
Europe. Trade to Germany was slower. 

Exports to International markets for products covered under 
the prepared foods heading led growth in the category with a 
double digit increase recorded. This was driven largely by dairy 
based enriched powders to Africa and Asia. Increased sales of 
confectionery and bakery products were also recorded. Trade 
was valued at G710 million. 

Distribution of prepared food exports (%)

 Source: Bord Bia estimates

Main product trends
Exports of chocolate confectionery showed some further 
growth, driven largely by new markets. Key among these has 
been the US, Australia, the Middle East and Asia. Overall, 
chocolate confectionery exports are estimated to have increased 
by around 10% in 2014. 

Sugar confectionery exports showed some decline as slower 
consumer spending continued to impact on demand. Higher 
sales were reported to some Continental EU markets, the 
Middle East and the United States. 

Bakery products and snacks was one of the strongest 
performing export categories within prepared foods in 2014. 
Exports within this category have grown strongly recording a 
doubling in value with a particularly good performance from 
sweet baked goods. Growth in exports from this sector has been 
underpinned by a steady increase in the number of international 
markets served by bakery companies and increased volumes 
of products which are being supplied to a global marketplace 
including Australia, North America and the Middle East.

The pizza market remains highly competitive in the UK. 
However, the Irish sector has managed to maintain a 
competitive position within the sector and recorded export 
growth in 2014. Some growth was also recorded to parts of 
Continental Europe and to a lesser extent the Middle East.  

Exports of cooked meats and meat ingredients put 
in another good performance in 2014, particularly in UK 
foodservice due to a strong recovery in QSR sales. A focus on 
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cost and new product development over recent years leave the 
sector well placed for growth. 

Outlook for 2015
 
Prepared Food export drivers for 2015
• NPD – products and formats.

•  Focus on innovative product solutions and high 
customer service levels.

• Pick up in UK foodservice. 

• Growth in premium, gourmet style products

• Retail price and promotional pressure to persist.

• Uncertainty over input costs.

Overall the outlook for many prepared food categories is 
relatively positive for 2015, albeit with the usual competitive 
pressures persisting. The outlook for dairy based enriched 
powders is largely dependent on developments in the dairy 
sector, which seems set to remain difficult in the first part of the 
year.

Key drivers of growth for the sector will be product 
development in relation to new products and formats and the 
delivery of customer service levels that can set Irish exporters 
apart. The pick-up in the UK foodservice sector should provide 
opportunities for growth as well as the growing niche for 
premium, gourmet style products. 

However, as always, there are a number of factors outside the 
direct control of exporters that could significantly impact on 
export performance. These include developments in input costs, 
trends in consumer sentiment and exchange rate movements. 
Indications in the UK retail sector suggest that a period of 
sustained price promotional activity is likely, which will put 
pressure on margins. 

However, most exporters anticipate increased sales in 2015 
driven by new product lines and new customers and markets.
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The estimated value of beverage exports in 2014
€€1.2 billion

12%18%20%

In 2014, Irish beverage exports 
          are estimated to have 
                          increased by

to France 
at €40m

to Australia 
to reach 
€17m

to Canada 
to reach €65m

125
markets worldwide.

 The top 5 markets are 
the UK, US, Canada, 
Germany & France
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Breakdown of beverage exports
Whiskey, Cream Liqueurs & Beer account for 75% of exports

46%
of Irish beverage exports 
are sold in international 
markets with a value of 

€560m

60% 
RISE

Whiskey has been the main driver 

of export growth over recent 

years, rising by 60% since 2009 

(€141m) to reach €365m in 2014

7MIrish whiskey is the 
fastest growing spirit 
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Beverages
The global beverages market in 2014 showed  
further growth as the market benefits from  
increased demand for premium alcoholic  
beverages. Premium brands are currently  
at a high demand when compared to  
economically priced products because of the  
increase in disposable income of consumers in many developing 
regions, the use of alcohol as a status-symbol, the need for 
luxury, and the association of the “premium” label with 
beverage quality and taste.

These developments have helped offset ongoing subdued 
demand in many developed markets arising from the sluggish 
economic environment. Key growth regions include Asia, the 
Middle East, South America and Africa.

Irish beverage exports put in a robust performance in 2014 
driven by ongoing growth in whiskey combined with further 
growth in ‘craft’ exports. This helped to offset slower beer, 
cream liqueur and cider sales. Exports of non-alcoholic 
beverages were boosted by strong sales of waters and juices. 

Key drivers of 2014 Beverage export performance
• Strong emerging market demand.
•  Growth in whiskey offsetting lower beer and liqueur sales.
• Non-alcoholic beverage showing good growth.
• US, Oceania, Africa, France and UK driving growth.

The weakening in grain prices during 2014 helped reduce some 
cost pressure although many other input costs remain high by 
historical standards. The weakening of the euro against both 
the US dollar and sterling boosted the sectors competitiveness 
as the year progressed. 

Overall, exports are estimated to have increased 
marginally in 2014 to stand at G1.21bn.

Beverage Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

1,197 1,205 +1

Export markets for Beverages
The United Kingdom performed reasonably well in 2014. 
Strong sales of waters, whiskey and juices more than offset 
reduced beer, cream liqueur and cider exports. For the year 
exports to the United Kingdom are estimated to have increased 
by 3% to G385m. This leaves the UK as the largest single 
market for Irish beverage exports, accounting for around 32% 
of the total. 

Exports to other European markets had a challenging year 
with trade levels back by around 5% to G265 million. Whiskey 
exports performed well but sales of cream liqueur and beer 
were lower. Cider exports showed growth to the region. 

France and Eastern Europe showed the strongest trade while 
exports to Germany and Southern Europe fell back due largely 
to lower cream liqueur exports.

Shipments to International markets were negatively affected 
by slower exports of cream liqueurs and lower shipments of cider 
to Australia. Increased trade was reported to Canada, the United 
States, Africa and Australia, which more than offset reduced 
exports to Asia and the Middle East. Total exports in 2014 are 
estimated to have increased by 3% to stand at almost G560m. 

Distribution of beverage exports (%)

 

Source: Bord Bia estimates

Main product trends
Whiskey exports continue to drive Irish beverage exports 
with double digit growth recorded again in 2014. While 

some slowdown in the rate of growth to the United States 
was recorded, other markets such as Russia and South Africa 
showed impressive growth levels. 

The global market environment for cream liqueurs showed 
some growth in 2014. However, an ongoing change in 
production distribution saw the value of exports from the 
Republic of Ireland decline in 2014. As a result reduced export 
values were reported to most key markets, especially the UK 
and Continental Europe. 

Beer exports are estimated to have eased slightly driven by 
lower shipments to the UK. However, a number of emerging 
markets showed good growth. Similarly craft beer exports 
continue to emerge. 

Exports of Irish cider faced a challenging year reflecting a 
competitive UK market. However, exports to other markets 
in Europe, Asia and North America showed some impressive 
growth levels. 

In terms of non-alcoholic beverages, exports of mineral water 
to the UK was the strongest performer again as innovative 
product developments and new customers/markets boosted 
sales. Juice exports also put in a good performance.

 

Outlook for 2015
 
Beverage export drivers for 2015
• Ability of sector to focus on emerging markets.

• Strong global demand for whiskey.

• UK and European demand levels.

• Potential for growth in craft beers and spirits.

The outlook for Irish beverage exports in 2015 continues to be 
broadly positive helped by an anticipated further rise in whiskey 
sales, the ongoing development of emerging markets and the 
ever increasing range of craft beers and spirits being produced 
in Ireland. The ability of the sector to continue to develop new 
markets and innovative product solutions for developed markets 
will remain critical.

Currency developments, uncertainty regarding input prices 
and the persistence of sluggish consumer sentiment in some 
markets will continue to shape the business development of 
Irish exporters.
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In terms of non-alcoholic beverages, the key will be to continue 
the consolidation of business with existing customers and 
target new segments and channels through innovative product 
offerings. This will involve the further development of markets 
outside of the UK.   

The market position of the Irish industry and the resilience of 
the global beverage sector bode well for Irish exports in 2015. 

The vibrancy of the sector is highlighted by the fact that Irish 
whiskey is the fastest growing global spirits category, recording 
average annual growth of 12% over the last decade with an 
ambition to double exports by 2020. Similarly our craft brewing 
sector currently has 50 operational microbreweries with 40% 
of them currently exporting. This number is set to exceed 100 
by 2020. The growing number of brewers combined with 
developments among existing exporters will help drive renewed 
growth in the sector over the coming years. 
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Seafood

The estimated value of seafood exports in 2014 
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Seafood
Seafood exports recorded an increase of 8% in  
2014 to reach an estimated G540 million. 

Total volumes exported were around 2%  
lower. However, a jump of around 10% in  
unit prices was recorded, which boosted export  
values. The rise in unit prices demonstrates the  
on-going strength of demand within the sector.

Key drivers of Seafood export performance in 2014
• Tighter volumes of key species.

• Good increase in unit prices for most species.

• Most of growth evident in trade to International markets.

Seafood Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

496 540 +8

Export markets for seafood
The main EU markets, namely France, Spain, UK, Italy and 
Germany continue to dominate seafood exports, accounting for 
in excess of 50% of export values.  

The share of exports destined for the United Kingdom stood 
at around 11% in 2014, reflecting a lack of supply of traditional 
species such as salmon. The value of trade fell marginally to just 
under G60 million. This reflects reduced exports of both salmon 
and whitefish to the market.

France remains the largest export market showing strong 
growth of almost 8% for the year. The Spanish market showed 
signs of recovery with a positive growth in exports of over 
4% against a backdrop of falling volumes. The Italian market 
continues to perform well with double digit growth evident 
in 2014. Exports to Germany fell by 6% in value terms due 
to a sharp fall in herring exports and some easing in salmon 
shipments.

Overall for the year, exports to other European markets 

showed growth of around 3% to reach G280 million or 52% of 
the total.

Seafood exports to International markets led the growth 
in exports with a rise of 20% recorded to bring the value of 
trade to more than G200 million. This equates to 37% of 
exports. Exports to the three main markets in Africa – Nigeria, 
Cameroon and Egypt accounted for a total of 18% of total 
seafood export values. The Nigerian market showed strong unit 
price increases of 19% up to the end of October with volumes 
down by 14%. This led the value of exports to increase by 2%.  
Seafood exports to Cameroon increased by 21% in value terms 
and to Egypt by 220% over the period.

Despite the ban on seafood exports to Russia, exports 
increased in value by over 6% up to the end of October, 
reflecting strong unit price increases for Irish seafood exports 
into this market.

Exports to the four main Asian markets (China, Hong Kong, 
South Korea and Japan) accounted for 8% of total value sales 
with strong value growths recorded for the China market 
(+40%); South Korea (+17%) and Hong Kong (+58%) during the 
first 10 months of 2014.

Distribution of seafood exports (%)

 

 
Source: Bord Bia estimates

Main product trends
Strong unit prices increases (+16%) were secured for the 
pelagic sector in 2014. The pelagic sector accounted for 78% 
of the total volume exported by the Irish seafood sector. 

Import restrictions into the Nigerian markets and the ban on 
exports to Russia were some of the key factors impacting on the 
pelagic sector in 2014. An increase in the mackerel quota in the 
North Atlantic this season, as well as the additional catch into 
the market by the Faroes, Iceland and Greenland had an impact 
on the prices secured for mackerel this season.  

Total whitefish exports fell by 14% in value and almost 20% 
in volume up to the end of October 2014. The Spanish market 
continues to dominate this category accounting for 50% of 
total export values, followed by the UK at 25% and France at 
20%.  Export values to Spain fell by 4% as a result of reduced 
volumes but unit prices held firm. Exports to the UK fell by 20% 
in value while France was 28% lower.  

Total shellfish exports recorded very positive unit price growth 
increasing by around 25%, which more than offset a fall in 
volumes of 20%. Initially 2014 was marked by severe storms 
in February which caused significant damage not only to the 
aquaculture sector but also prevented fishing during rough 
weather conditions. This lead to product shortages in many 
categories, notably for shellfish species such as mussels, oysters 
and prawns. The French and Italian markets showed good 
value growth despite lower volumes while the Spanish market 
continued to show signs of recovery, increasing in value by 15%.  
Shellfish exports to Asia performed well with China, Hong Kong 
and South Korea, between them accounting for over 15% of 
total shellfish export values.  

Salmon exports had another successful year with production 
increasing marginally and unit prices increasing by around 7%.  
The French market continues to dominate Irish salmon exports, 
accounting for over 56% of total sales values. The Swiss market 
also demonstrated very positive growth.  

The final quarter was more challenging as a result of increased 
production of competitively price salmon from Norway and 
restrictions on exports to Russia which has created excess supply 
of certain size classes in the European market. Nonetheless, the 
demand for organic salmon remained strong. 

The salmon market was good for Irish organic salmon however 
in general 2014 was a difficult year for Atlantic salmon for 2 
reasons: A documentary on the French TV2 station portrayed 
the Norwegian industry in extremely negative terms, using a 
statement re quoted ad infinitum by media ever since saying 
that Norwegian salmon is the “most toxic food on the planet”. 
The second reason is the record stock of Barents sea cod which 
is becoming a favoured consumer choice over salmon due to 
competitive pricing.  
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Irish organic salmon fared well in the aftermath of the TV2 
documentary due to organic certification and proof of low 
stocking densities, lack of use of anti-biotic treatments or 
synthetic anti-oxidants in feed and the fact that we are a small 
non intensive producer. 

Production of Irish oysters in 2014 was in the region of 8,000 
tonnes. Up to the end of October 2014, export values showed 
an increase of 17% from stable volumes. In the lead up to 
Christmas, there was a retraction in prices due to a number 
of factors including, an increased production of large sized 
oysters from France, the Russian embargo as well as a lack 
of promotional activity by the main French supermarkets in 
November. Fortunately the French supermarkets promoted 
large size oysters during the end of year festivities which will 
hopefully lead to healthier stocks in early 2015. However, this 
situation demonstrates clearly the fragility of market balance in 
the French market. It also demonstrates the important need to 
explore non-traditional markets in a scenario of increased Irish 
oyster production

The French market continues to dominate Irish oyster exports 
accounting for over 80% of total sales but there has been an 
increasing focus by the main oyster producers on selling into the 
Asian markets.  

Total mussel exports were down by 37% for the first 10 
months of 2014 as a result of a drop in Irish rope mussel 
production due to bay closures. The bottom mussel industry 
also has had a significant reduction in production due to the 
difficulty in collection of wild mussel seed but collections in 
2014 have been the highest in years and this bodes well for 
production in the next few years.  

 

Outlook for 2015
 
Seafood export drivers for 2015
• Product availability across key species.

• Consumer demand to drive prices.

• Strong emerging market demand to remain.

Export performance in 2015 will continue to depend on product 
supply. This is expected to remain limited for aquaculture 
species and quota restrictions on wild species will prevent 
volume growth. 

It is anticipated that there will be a reduction in the quota 
for pelagic fish in Ireland, including boarfish which will make 
substantial market development work in this area difficult in 
2015. Political and economic factors are likely to continue to 
have a very big impact on the pelagic industry in 2015. 

The cod situation paradoxically is improving with the Russian 
embargo as the Russian fleet are holding onto their own catch 
of cod and Pollock for internal consumption instead of selling 
it on the market. Whitefish prices therefore are expected to be 
more firm in 2015.

The outlook for 2015 is for the demand of organic salmon to 
remain strong. World production should increase slightly but the 
continued development of new markets in Asia and continued 
growth in North America should ensure stability. It is anticipated 
that production in Ireland will increase only slightly and will 
continue to be lag market demand for Irish organic salmon. 

On-going increases in production and feed costs will impact 
the profitability of the sector and the challenge remains of 
lower cost organic salmon from Norway. On a positive note, 
valued added salmon exports from Ireland are showing strong 
increases and are expected to grow further in 2015.

It will be important for the sector to continue to develop new 
markets outside of the traditional markets in Europe and Bord 
Bia will work closely with the sector to grow awareness of 
species such as oysters, brown crab and prawns in a number of 
these markets, notably in China and Hong Kong.
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Horticulture

The estimated value of 
edible horticulture & cereals 
exports in 2014, a rise of 4%

€ €230m

50%
Mushrooms account for 

approx. 50% of the exports 
within the category

in 2014, helped by an increase 
in product values

Mushroom exports
grew by over 

5%

of exports were 
destined for the 
UK market in 
2014

92%

Bord Bia’s ‘Just Add Mushrooms’
3 year promotional campaign

commenced in November 2013

Christmas Trees were 
harvested In Ireland. Some

600,000
In 2014, over

200,000
were exported.

people attended Bord 
Bia’s Bloom event in the 
Phoenix Park this year

106,000
Over

Exports of amenity 
horticulture crops
increased by €650,000 
in 2014 to reach

€14.4m
Nursery stock 

exports – valued at 

€5.2m 
- were helped by 

improved gardening 
weather and an 

improving consumer 
spend in Britain

the value of Ireland’s 
cut foliage sales

€3.5m
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Edible Horticulture  
& Cereals
Stronger mushroom exports more than  
offset reduced cereal export values  
during 2014.  

Key drivers of Horticulture & Cereal export 
performance in 2014
• Value growth in mushroom exports to the UK.

• Weaker euro boosting competitiveness of exports to UK

• British retail market stable, growth in foodservice.

• Further drop in sales of value mushrooms.

• Lower cereal prices.

Lower cereal prices were evident for the 2014 harvest as yields 
were good among all major producers. Mushroom exports 
showed further growth during the year to leave the value 
of edible horticulture and cereals exports 4% higher at 
G230m.

Edible Horticulture & Cereals Exports (Gm)

2013 
Gm

2014(e) 
Gm

2014/2013 
% +/-

222 230 +4

The UK market is currently the only large scale export market for 
Irish mushrooms, although some exports to the French market, 
and also to the Netherlands have been recorded.

The value of mushroom exports increased by over 5% in 2014. 
The British retail mushroom market went through consolidation 
in 2014 with little change in volumes, although value has 
continued to grow slowly.

There are two main categories in growth in the retail sector, 
namely brown mushrooms which grew by 20% in volume 
terms, and closed cup mushrooms, which grew by 10%. Closed 

cup mushrooms account for 67% of retail sales. 

Value mushrooms, as in 2013, continued to decline, with a drop 
of 13% in volumes. Value had been growing for several years 
up until 2013, and had begun to erode grower margins, as very 
little 2nd grade mushrooms are produced.

The retail market is a premium market, and also the segment 
of the market where Irish exporters are most influential. While 
the retail market has been flat, Irish companies have managed 
to increase their sales. Some growth has been recorded in the 
food service sector.

Sterling was weaker against the Euro at the start of 2014, which 
caused a little pressure on demand, but the strengthening of 
sterling in the second half of the year has helped both with 
demand and with producer returns.

The third year of a three year EU supported mushroom 
campaign completed in 2013. Activity commenced in November 
2013 on the Just Add Mushrooms campaign which will also run 
for three years. 

Outlook for 2015

Horticulture & Cereal export drivers for 2015
•  Ongoing EU sponsored promotional programme  

in the UK.

• Expectation that euro will remain weak against sterling.

• Growth of discounter market share. 

The UK retail market was flat or in marginal decline in volume 
terms during 2014, but continued to increase in value terms. 
Mushrooms performed much better than the overall vegetable 
market. Some continuation of this trend is expected for 2015. 
The new three year EU cofounded promotion campaign will 
continue throughout 2015 and will help to boost sales.

Within retailers, Tesco have struggled, while the discounters 
have increased their market share. Irish companies have a higher 
proportion share of trade to the higher value retailers relative 
to the discounters. The relative proportion of growth of the 
discounters will in the longer term put Irish exporters under 
some pressure.

The exchange rate of sterling to the euro has a large impact 
on exporters. Most commentators suggest that the euro will 
remain weak against sterling, which will help maintain the 
competitiveness of Irish mushroom exporters.

Overall, prospects for 2015 remain reasonably positive. +4% 
G230m

 
Exports
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Exports of amenity horticulture crops were valued at G14.4 
million in 2014 which is an increase of G650,000 over 2013. 

The five main daffodil bulb & flower producers continued 
to expand export sales into the USA and Eastern European 
markets. The Irish Christmas Tree Growers Association estimate 
that in excess of 200,000 of the 600,000 trees harvested in 
Ireland were exported in 2014 with an estimated export value of 
G4.4 million. 

Cut foliage sales rose to G3.5 million during the year as 
increased production capacity in southern counties started to 
impact on volumes available for sale and the main marketing 
company expanded its Christmas range of painted and 
glittered foliage arrangements sold into Great Britain. Improved 
gardening weather and an improving consumer spend in GB 
assisted with exports of hardy nursery stock (garden plants) and 
a number of Irish nurseries made inroads with non-traditional 
export plants such as larger pot-sized amenity and landscaping 
plant material. 

Distribution of Amenity Exports (Gm)

Source: Bord Bia estimates

Most nursery stock sales were achieved in the UK. As in 
previous years a quantity of young garden plants (plugs and 
liners) were sold further afield where the higher value to volume 
ratio supported transport costs. The development of new plant 
varieties through micro propagation continues to generate 
additional export income through the licensing of intellectual 
property to foreign growers and the demand for novel plant 
introductions bought as both young and finished plants.

The Amenity Export Development Programme continued 
in 2014 and both daffodil bulb growers and nursery stock 
producers participated in mentoring and sales support. The slow 
recovery of demand in the Irish market due to limited activity 
in the construction sector highlighted the importance of export 
outlets to both small and large Irish nurseries. Bord Bia’s support 
of the International Garden Centre Congress, held in Ireland in 
August, also assisted with introductions to amenity buyers from 
across the world.

Prospects for exports of amenity horticulture crops are positive 
for 2015, especially with regard to the UK, our main export 
market.  Factors include a reduction in British grown nursery 
stock, the strengthening of the landscaping market and 
increased marketing and consumer promotion activity.

Amenity Exports
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