
DG AGRI Meat Market 
Observatory

A retail perspective
2 March 2023



2

France



3

FMCG : households are looking for ways to save money

Source: NIelsenIQ

According to NielsenIQ:

- 49% compare prices more carefully

- 48% try to buy more on promotion

- 43% take advantage of discounted prices
on products that are close to their expiration
date

- 39% buy less meat or fish

- 37% are more careful when shopping to
reduce food waste



4 Source: Kantar Worldpanel - FranceAgriMer - moving year-to-date at the end of September 
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Source: INSEE
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Consumer Food Prices 

2022 2021 2020

2022 Dec 2022 / 
Dec 2021

Food 7,3% 10,6%

Meat 7,9% 14,0%

Beef 8,9% 13,1%

Pork 6,1% 11,0%

Poultry 11,8% 17,7%

Lamb 9,7% 11,2%

Dried, salted, 
smoked

meat
6,8% 13,8%

Food inflation
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Focus on fresh food in hypermarkets and supermarkets
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Organic markets – all products 
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Context (1): pressure to reduce meat consumption

New publication by I4CE - Institute for Climate
Economics “Reducing meat consumption:
public policies far from sustainability goals"
(February 2023):
✔ I4CE looks back in this report at the different
scenarios for reducing meat consumption
(targets ranging from -20% to -70% of
individual meat consumption between 2015
and 2050) and the necessary consistency
between production and consumption.
✔ I4CE also analyzes consumption figures:
slight individual reduction but overall increase
in consumption, and major changes (more
poultry, catering, and prepared meals)
✔ I4CE evoked the actions in progress
(vegetarian menus in public collective
catering, nutritional recommendations,
environmental display), and the tracks to be
explored (to specify the objectives aimed at in
the framework of the revision of the National
Low-Carbon Strategy…)
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The Action-Climat network (Réseau
Action Climat - RAC) has published a
report (feb. 2023) that points out « the
lack of commitment of grocery retailers in
favor of sustainable food and the lack of
action by the State ».
The RAC indicates that the reduction of
emissions related to our food implies
reducing emissions from agriculture,
which can not be achieved without a
significant reduction in the consumption
of animal products.
The RAC is asking retailers to stop
promoting animal products or meat-
based products (nuggets, burgers,
pizzas…), "except for organic and Label
Rouge products", and to promote a more
plant-based diet, in particular pulses and
other plant-based protein products.

Context (2): pressure to reduce meat consumption
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Germany 
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Meat consumption
Meat consumption continues to decrease
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Meat consumption and demand
Decline in demand for meat
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Inflation 

20,00%

42,10%

41%

39,90%

27,60%

25,20%

22,60%

15,50%

14,50%

13,40%

10,30%

5,60%

1,70%

Fresh products

Cheese

Oils

Milk and dairy

Poultry

Potatoes

Bread

Beef

Eggs

Cured meat

Pork

Vegetables

Fruit

Food inflation – January 2023
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Market range – pork and beef
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2023 forecasts 

Forecasts for beef Forecasts for pork
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Organic meat market – organic products in fresh sales 
Comparison 2021 to 2020 (in %)
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Organic meat market – development of sales (volume and turnover) 
in 2021
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Organic meat market – share of organic meat purchases per type of 
retail store  

Source: Landwirtschaftskammer Niedersachsen 2023
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Organic meat market – sales variation of organic meat in 2021 
compared to 2020 (in %) 

Source: Landwirtschaftskammer Niedersachsen 2023
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Organic meat market – costs for the supply chain 

Source: Landwirtschaftskammer Niedersachsen 2023
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Italy 
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Retail channels in times of crisis 
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Meat markets in 2022
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Meat markets in 2022: prices and cured meat
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Spain
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Meat consumption in 2022
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Pro-capita home consumption in 
volume in Spain in 2022:
▪ -13.8% for poultry; 
▪ -10% for pork;
▪ -18,1% for beef;
▪ -24,7% for lamb;
▪ -8.6% for cured meat.

Source : MAPA
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Pro-capita home consumption in 
Spain in value in 2022:
▪ -4.1% for poultry; 
▪ -5.7% for pork;
▪ -11,2% for beef;
▪ -15,8% for lamb;
▪ -4.9% for cured meat.
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