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Europe: economic context 

Source: Eurostat

EU food inflation
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Europe
Consumer behaviour in times of crisis 

Trends during 2022 inflation 
crisis Retailers do not expect demand

changes in relation to bread, milk,
extra-virgin olive oil, but expect
decreases in demand for fresh
seafood, cheese, wine.

Source: McKinsey, ISMEA
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Europe
Healthier eating and sustainability 

Source: McKinsey
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France
Economic context (1)

① In June 2022, households’ confidence in the economic situation
decreased further, for the sixth month in a row. At 82, the indicator
it has lost 3 points and thus remains well below its long-term
average (100).
② Restaurant sales rebounded 127% in Q1 2022, the sector has
finally returned to its pre-crisis level in Q1 2022: revenues are 3.1%
higher in Q1 2022 than in Q1 2019. Within the European Union, the
trend is similar: +100% in Q1 2022.
③ FMCG sales declined slightly during the first 4 months of the
year (-0.7%) but remain above 2019 levels.
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				Série 1

		2014		2.5%

		2015		3.8%

		2016		5.4%

		2017		6.7%

		2018		6.5%

		2019		6.8%

		2020		-31.8%

		2021		17.0%

		Q1 2022		127%












Graphique1

		HM		HM		HM

		SM		SM		SM

		Convenience		Convenience		Convenience

		Discount		Discount		Discount

		Ecommerce		Ecommerce		Ecommerce

		FMCG		FMCG		FMCG



2020

2021

Jan-april 2022

Year-to-date moving average sales growth 
of FMCG (value) (NielsenIQ)

0.007

-0.009

0.002

0.066

-0.012

-0.026

0.086

-0.002

0.029

0.051

-0.004

0.02

0.424

0.061

-0.046

0.063

-0.003

-0.007



Feuil1

				2020		2021		Jan-april 2022

		HM		0.7%		-0.9%		0.2%

		SM		6.6%		-1.2%		-2.6%

		Convenience		8.6%		-0.2%		2.9%

		Discount		5.1%		-0.4%		2.0%

		Ecommerce		42.4%		6.1%		-4.6%

		FMCG		6.3%		-0.3%		-0.7%

				Pour redimensionner la plage de données du graphique, faites glisser le coin inférieur droit de la plage.
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France
Economic context (2)

Source : Harris Interactive – June 2022

 Food is the number one problem for the French, 82% of whom support the creation of a food voucher,
according to a Harris Interactive survey.

 They estimate that they spend 30% of their expenses on food vs. 15% on average (food at home)
according to Insee data in 2021, and 20% on food at home + out of home.
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France
Focus on inflation

(*) IPC : indice des prix à la consommation (ensemble des ménages / France) /  Source : INSEE  - dernière donnée mai 2022

The growth of consumer prices of food products has tended to accelerate in recent months. Fish and
seafood prices have risen by 6.3% and poultry by 6.2%, oils and fats by 5.9% in the first 5 months of the
year, etc.
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				2020		2021		Jan-mai 2022

		Boissons alcoolisées		1.0%		0.8%		0.9%

		Sucre, confiture, miel, chocolat et confiserie		-0.2%		-0.3%		1.3%

		Produits alimentaires n,c,a,		0.5%		0.0%		1.4%

		Boissons non alcoolisées		0.0%		0.0%		1.9%

		Lait, fromage et oeufs		0.2%		0.2%		2.2%

		Porc		4.6%		-0.8%		2.7%

		Produits alimentaires et boissons non alcoolisées		2.0%		0.6%		3.2%

		Fruits		8.0%		3.5%		3.4%

		Viande		2.7%		0.9%		3.5%

		Beurre		-0.1%		-0.4%		3.6%

		Pain et céréales		0.6%		0.5%		3.6%

		Fruits frais		9.1%		4.0%		3.6%

		Légumes		4.4%		0.3%		4.1%

		Légumes frais		8.7%		0.4%		4.7%

		Boeuf et veau		1.8%		1.6%		5.3%

		Pommes de terre		-2.0%		0.7%		5.3%

		Huiles et graisses		0.2%		0.1%		5.9%

		Volaille		0.8%		2.8%		6.2%

		Poissons et fruits de mer		2.9%		0.5%		6.3%





Feuil2

		

		1		Boissons alcoolisées		0.6%		1.1%		2.8%

		2		Eaux minérales, BRSA, jus de fruits et de légumes		0.6%		1.2%		3.5%

		3		Café, thé et cacao		0.7%		0.8%		1.0%

		4		Boissons non alcoolisées		0.6%		1.1%		2.7%

		5		Produits alimentaires n,c,a,		-0.7%		-0.4%		0.8%

		6		Sucre, confiture, miel, chocolat et confiserie		0.1%		0.1%		1.3%

		7		Pommes de terre		-3.0%		-2.1%		20.9%

		8		Légumes secs, autres légumes en conserve		-0.6%		0.5%		1.0%

		9		Légumes surgelés		-0.3%		1.3%		2.0%

		10		Légumes frais, hors pommes de terre		5.6%		7.0%		8.0%

		11		Légumes		2.3%		3.4%		7.7%

		12		Fruits en conserve		5.0%		2.5%		1.8%

		13		Fruits surgelés		-0.6%		0.7%		-0.5%

		14		Fruits frais		2.0%		6.5%		0.1%

		15		Fruits		2.2%		5.8%		0.2%

		16		Margarine et autres graisses végé		-1.4%		0.4%		2.4%

		17		Beurre		4.8%		13.7%		10.0%

		18		Huiles et graisses		2.8%		7.1%		6.1%

		19		Lait, fromage et oeufs		0.1%		2.0%		2.6%

		20		Poissons et fruits de mer		4.1%		2.2%		3.3%

		21		Volaille		0.6%		0.7%		2.3%

		22		Porc		1.6%		0.9%		2.0%

		23		Boeuf et veau		1.3%		1.4%		1.3%

		24		Viande		1.1%		1.3%		1.9%

		25		Pain et céréales		0.3%		1.1%		1.8%

		26		Produits alimentaires et boissons non alcoolisées		1.1%		2.0%		2.6%
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France
Focus on fresh food in hypermarkets and supermarkets

The sales of fresh food products (unpacked products) decreased by 5,1% during the first 5 months of 2022
compared to 2021. Sales of tomatoes have been stable in the recent period favoured by the weather
conditions.
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Graphique1
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				Pour redimensionner la plage de données du graphique, faites glisser le coin inférieur droit de la plage.
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Italy
2021 shopping trolley



10

Italy
Vegetables in 2021
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Italy
Processed tomatoes at retail level

Product 
category

Volum
e

Value Price (%)

Passata -2,6 -7,9 5,7
Tomato 
sauce

-1,6 -7,2 6,1

Pulp -7,2 -11,3 4,6
Peeled 
tomatoes

-10,3 -14,8 5,3

Concentrate -0,5 -2,3 1,8
Processed 
cherry

1,2 1,2 0

Organic 
processed

-4,8 -2,6 -1,4

UHT sauces 0,2 -0,2 0,4

54

11

10

21

3

1 0,6

Sales volume

Passata Sauce Peeled
Pulp Cherry Tomato Concentrate
Other



12
Source: Osservatorio consumi Ismea-Nielsen – Survey based on a sample amounted to about 3.000 families

Italy
Purchasing drivers for fresh vegetables

Choice based on brand Choice based on the origin of raw materials

Choice based on organoleptic qualities Choice based on sustainability
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Spain
Economic outlook
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Spain
Retail sector 
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Spain
demand for fresh vegetables 
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Spain
inflation index for fresh vegetables 
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