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Inflation crisis slowed in Q2 ’23, including for Energy and Food

Source: EuroCommerce based on Eurostat data

100= Average 2015

Q2 2023

Food & Energy prices have risen a lot 
more than overall inflation since 2015

Inflation Crisis

Price Levels EU 27

https://ec.europa.eu/eurostat/databrowser/explore/all/tb_eu?lang=en&subtheme=shorties.teieuro_cp&display=list&sort=category
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Turnover Index 
adjusted for Inflation, season and calendar

100 = 2021 Average

Retail EU 27 (G47)
Food Retail EU 27

EU Food Retail hit even harder by inflation crisis
Current turnover, adjusted for inflation 
at the same level as mid 2018 and 
7,1% below its peak in March 2020.

Modest recovery in retail since end of inflation crisis
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≈ -6,4%

EU Inflation 
Crisis

Historic Trendline Retail
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≈106,3

Source: EuroCommerce based on Eurostat data

https://ec.europa.eu/eurostat/databrowser/explore/all/tb_eu?lang=en&subtheme=shorties.teieuro_cp&display=list&sort=category


Appetite for organic, dairy & meat alternatives is growing

Attitude1 towards grocery shopping, EU-112 net intent3 of consumers, 2024 vs. 2023, % 

1. Q: Think about 2024. Are you planning to do more, less or about the same of the following? I plan to...
2. 2023 and 2024 both cover EU-11 (UK, DE, FR, IT, ES, NL, CH, PL, SE, BE, DK)
3. Net intent represents the share of consumers who want to do more of the activity minus the share of 

consumers who want to do less of the activity in 2024 vs. 2023

-3

-4

-3

2

-1

0

+5 p.p.

+4 p.p.
+2 p.p.

2023 2024

Meat-alternativeDairy-alternativeOrganic Not only ethics-driven, but 
also
• Perceived health benefits
• Increasing quality, diversity 

& convenience of these 
alternatives 

• Increasing food 
intolerances

• Increasing food allergies

4 Source: State of Grocery Retail 2024

https://www.mckinsey.com/industries/retail/our-insights/state-of-grocery-europe


Consumption is polarizing towards low-cost and premium
Attitude1 towards grocery shopping, EU-112 net intent3 of consumers, 2024 vs. 2023, % 

Price
Intention to look for more ways 
to save money remains high 
but decreases

Quality
Intention to buy high-quality 
/ premium food products 
increases

Health
Intention to pay a higher 
price to get a healthier 
product

Low income High Income

55% 48% 51% 45%

2023 2024

Low income High Income

-16% -10%

3%
8%

Low income High Income

24% 23%
36% 35%

Data Source:
Consumer Survey 2024,
N=12 598, 

UK, DE, FR, IT, ES, NL, CH, 
PL, SE, BE, DK, 

Sample matches 
general population 18+ 
years

Before the inflation crisis the difference between low and high income in “Price” was 20 pp, now just 3 pp. 

Source: State of Grocery Retail 20245

https://www.mckinsey.com/industries/retail/our-insights/state-of-grocery-europe


Food-to-go back to growth

Grocery and away-from-home market growth, EU-111, Indexed (2013 = 100)

0

100

20

40

60

80

120

140

160

180

14 16 18 20 22 24 262012 2028

Total Grocery Away-from-home food2 CAGR3 2023-27 

1. UK, DE, FR, IT, ES, NL, CH, PL, SE, BE, DK
2. Based on Operator Buying Prices
3. Compound Annual Growth Rate

~8%

~3%

Food-to-Go growth expected to 
outpace grocery by 2.5x as:

• People get out more

• Purchasing power recovering

Source: State of Grocery Retail 20246

https://www.mckinsey.com/industries/retail/our-insights/state-of-grocery-europe
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Consumer Confidence August 2024  
All Consumers

<0 = pessimistic about Q3
>0 = optimistic about Q3
No data for Luxembourg, Ireland and UK

Source: EU Business Survey & calculations by EuroCommerce

EU Weighted Average = -12,3

Consumer confidence stable
at a ‘new normal’ below
pre-COVID levels 

EU Weighted Average 
in past decade = -10,1

https://economy-finance.ec.europa.eu/economic-forecast-and-surveys/business-and-consumer-surveys/download-business-and-consumer-survey-data/time-series_en
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France



Food inflation

9 Source: AgriMer
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Fruit sales in 2024

Source: AgriMer10



Focus on processed fruit
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Processed fruit – pro-capita consumption (kg/month) 
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Source: AgriMer



12

Italy



The shopping basket in Q1 2024

Source: ISMEA
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Fruit sales in Q1 2024
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Spain



Food consumption in H1 2024

16 Source: MAPA
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Food home consumption - volume changes (%) in June 2024 vs June 2023  
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Fruit sales in H1 2024

Source: MAPA
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