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France
Economic context (1)

① In August 2022, households’ confidence in the
economic situation has rebounded slightly. At 82, the
indicator that summarizes it has increased by two points
but remains well below its long-term average (100)
② Restaurant sales rebounded 100% in S1 2022, the
sector has finally returned to its pre-crisis level :
revenues are 11% higher in S1 2022 than in S1 2019.
Within the European Union, the trend is similar: +183% in
S1 2022.
③ FMCG sales increased slightly during the first 8
months of the year (+1,6%) but decreased in volume (-
1,7%).
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				2020		2021		Jan-august 2022

		HM		0.7%		-0.9%		2.2%

		SM		6.6%		-1.2%		1.1%
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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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Summary indicator of households' confidence
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France
Economic context (2)

FMCG Market
+1,6% in value  YtoD P08 

2022
-0,3% en 2021
+6,3% en 2020
+0,8% en 2019

Volume

-1,7%, YtoD P08 2022

-2,4% en 2021
+5,4% en 2020
-1,2% en 2019

Price 

+3,3%, YtoD P08 2022

+2,1% en 2021
+0,9% en 2020
+2% en 2019

Price increase / decrease
effect

+3,1%, YtoD P08 2022
-0,4% en 2021
-0,4% en 2020
+0,3% en 2019

Mix effect (premiumisation)
0,2%, YtoD P08 2022

+2,5% en 2021
+1,3% en 2020
+1,7% en 2019

Source : NielsenIQ – YtoD to 14 August 2022

 Growth in FMCG sales during the January-August 2022 period was exclusively due to a price effect
(+3.3%). volumes were down by 1.7%.

 The value-added effect (upmarket consumption) is now almost non-existent : +0,2% during the
January-August 2022 period vs +2,5% in 2021.
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France
Economic context (3)
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85% of French people say they are worried about their purchasing power (compared to 71%
in 2021), which is one of the main issues of concern for the French, along with climate change
(86%) and the future of young people (85%).
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France
Period ending  31 August 2022

Source: Kantar Worldpanel - FranceAgriMer - moving year-to-date at the end of August 

-0.4%

9.0%

-2.3%

-4.7%

1.5%

-2.3%

6.1%

-3.3%

-8.0%

-5.6%

-10%
-8%
-6%
-4%
-2%
0%
2%
4%
6%
8%

10%

2019 2020 2021 2022 2022/2019

Meat consumption
(% volume) Value

Volume

3.6%
7.4%

3.6% 5.5%
2.5%

-30%

-20%

-10%

0%

10%

20%

30%

Meat Beef Veal Sheep Pork

Consumption Prices
(%)

2020 2021 2022

-8.0%
-12.3%

-16.2% -16.5%

-2.3%

-30%

-20%

-10%

0%

10%

20%

30%

Meat Beef Veal Sheep Pork

Meat Consumption
(% volume)

2020 2021 2022

Data from Kantar Worldpanel indicate a decline in sales of
butcher's meat in France in 2021 and 2022. Purchases have
fallen by -8% in volume on a year-to-date basis to the end
of August 2022 (and by -5.6% compared to their pre-crisis
level). The fall is no longer explained by a return to
normal, but by a crisis-related drop in prices (beef prices
jumped by 12% between August 2021 and August 2022).
Consumption was more particularly pulled down by the
beef (-12.3%) and veal (-16.2%) segments. Pork held up
better (-2.3%)
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France
FMCG : inflation (October 2022)
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According to NielsenIQ, the increase in meat prices in supermarkets was very strong
between October 2021 and October 2022: +28,57% (+2,64% between September and
October)
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France
Inflation : food

Source: INSEE
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2022 (9 months) 2021 2020

9 months
2022

Sept 2022 / 
Sept 2021

Food 5,4% 10,6%

Meat 6,1% 11,0%

Beef 7,6% 11,4%

Pork 4,7% 7,9%

Poultry 9,9% 15,8%

Lamb 9,0% 10,5%

Dried, salted, 
smoked meat 3,8% 11,1%

According to Insee, consumer prices for meat increased by 6,1% during the first 9 months of the 
year. The trend is accelerating, with an increase of 11% in September 2022 compared to 
September 2021.
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France
Focus on fresh food in hypermarkets and supermarkets

The sales of fresh food products (= unpacked products) decreased by -2,8% in value during
the first 8 months of 2022 compared to the same period in 2021. The sales of meat
decreased by -4%, the sales of charcuterie increased by 3,9%.
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France
Organic market (all products)

The organic products market in France has been on the decline for several months. During
the first 9 months of the year, sales in supermarkets have decreased by 5% in value
compared to the first 9 months of 2021. They had fallen by 3.1% in 2021 and increased by
13% in 2020.
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France
Flexitarism

Consumers continue to reduce their consumption of animal protein, particularly in Italy,
Spain and Germany - also a way to reduce food expenditure.
34% of French people say they are reducing their consumption of animal proteins. 20%
reduce their consumption of animal proteins without adopting a vegetarian or vegan diet.

Source: SIAL Insights 2022
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Germany
Consumption 2022  
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Italy
Sales at retail (value and volume) 

Source : ISMEA
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Italy
Focus on beef and poultry

Poultry Beef

Source : ISMEA
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Italy
Consumer behaviour in the cost of living crisis  

Source : ISMEA
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Spain
Focus on retail

Source : MAPA
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Spain
Meat consumption 
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Sales of meat decreased by 12,7% in 
volume in 2022 compared to 2021 and 
by 9,5% in value 

Source : MAPA
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Spain
Meat consumption in 2022
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Pro-capita home consumption in Spain decreased in 
2022:
 -13.9% for poultry; 
 -10,9% for pork;
 -18% for beef;
 -27% for lamb;
 -9.4% for cured meat.

Source : MAPA
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