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France

Economic context
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Presenter Notes
Presentation Notes
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%).

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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				2020		2021		Jan-august 2022

		HM		0.7%		-0.9%		2.2%

		SM		6.6%		-1.2%		1.1%

		Convenience		8.6%		-0.2%		5.9%

		Discount		5.1%		-0.4%		0.3%

		Ecommerce		42.4%		6.1%		-2.2%

		FMCG		6.3%		-0.3%		1.6%

				Pour redimensionner la plage de données du graphique, faites glisser le coin inférieur droit de la plage.
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Série 1

Summary indicator of households' confidence
(INSEE)

87

86

86

88

90

89

93

94

95

93

94

93

94

98

96

97

97

97

96

95

94

99

97

96

96

97

98

99

100

101

101

101

100

102

108

104

103

101

100

103

106

105

101

101

102

99

97

97

97

94

95

92

88

93

96

97

97

99

101

102

102

104

104

106

102

104

105

103

94

90

95

93

93

95

93

89

95

92.4477598971

91.7536666102

94.7148371368

95.0753448194

97.8653803172

102.7034705479

100.6854220885

98.3509719691

101.1242932989

98.619043133

98.187883967

99.1320778904

98.2039571225

96.705093946

89.6118064549

86.9501214105

85.1173213582

81.7868029278

79.5242254882

82



Feuil1

				Série 1

		2014-08		87

		2014-09		86

		2014-10		86

		2014-11		88

		2014-12		90

		2015-01		89

		2015-02		93

		2015-03		94

		2015-04		95

		2015-05		93

		2015-06		94

		2015-07		93

		2015-08		94

		2015-09		98

		2015-10		96

		2015-11		97

		2015-12		97

		2016-01		97

		2016-02		96

		2016-03		95

		2016-04		94

		2016-05		99

		2016-06		97

		2016-07		96

		2016-08		96

		2016-09		97

		2016-10		98

		2016-11		99

		2016-12		100

		2017-01		101

		2017-02		101

		2017-03		101

		2017-04		100

		2017-05		102

		2017-06		108

		2017-07		104

		2017-08		103

		2017-09		101

		2017-10		100

		2017-11		103

		2017-12		106

		2018-01		105

		2018-02		101

		2018-03		101

		2018-04		102

		2018-05		99

		2018-06		97

		2018-07		97

		2018-08		97

		2018-09		94

		2018-10		95

		2018-11		92

		2018-12		88

		2019-01		93

		2019-02		96

		2019-03		97

		2019-04		97

		2019-05		99

		2019-06		101

		2019-07		102

		2019-08		102

		2019-09		104

		2019-10		104

		2019-11		106

		2019-12		102

		2020-01		104

		2020-02		105

		2020-03		103

		2020-04		94

		2020-05		90

		2020-06		95

		2020-07		93

		2020-08		93

		2020-09		95

		2020-10		93

		2020-11		89

		2020-12		95

		2021-01		92						92

		2021-02		92						92

		2021-03		95						95

		2021-04		95						95

		2021-05		98						98						7/31/21

		2021-06		103						103						8/31/21

		2021-07		101						101						9/30/21

		2021-08		98						98						10/31/21

		2021-09		101						101						11/30/21

		2021-10		99						99

		2021-11		98						98

		2021-12		99						99

		2022-01		98						99

		2022-02		97						98

		2022-03		90

		2022-04		87

		2022-05		85

		2022-06		82

		2022-07		80

		2022-08		82












France

Inflation: food
Consumer Food Prices
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Source: IRI (hypermarkets, supermarkets, e-commerce

France

Focus on fresh food in hypermarkets and supermarkets
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Presenter Notes
Presentation Notes
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 fresh fruit and vegetables by -2.6%, in line with the general trends. You can see that it is the least hit category, contrary  to meat and especially seafood. 



France

Organic market (all products)

Evolution des ventes et de 'offre bio
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Presenter Notes
Presentation Notes
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. 



France

Retail prices for conventional and organic oranges

Retail prices (per Kg)
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Presenter Notes
Presentation Notes
Food prices increased sharply in Oct (+12). Increase for fresh products even more marked (+17); fresh fruit is on +8.


Germany

Food inflation

Lebensmittelpreise: Neues Rekordniveau @

Veranderungsrate der Verbraucherpreise fur frische Lebensmittel in
Deutschland, September 2022 vorlaufig, in % gegeniber Vorjahresmonat
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Presenter Notes
Presentation Notes
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Italy

Consumer behaviour in the cost of living crisis
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Italy
The 2022 shopping trolley as of September 2022

= Fresh F&V decreased
by 11% in volume (Q1
2022 vs Q1 2021)

= Prices for F&V are +7%
vs 2021, +18% vs 2018
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Presenter Notes
Presentation Notes
1h 2022 F&V,-11% vs same period in 2021

Prices for fruit and veg are +7% vs 2021, +18 if compared to 2018

Fuirt -9% in Q1 2022 co,pare

75% dei volumi in GDO 
Volume -7 for fruit and veg 
gli ipermercati hanno perso il 17%, -5% i supermercati, -4% i discount 

In H1 2022
65% bulk
35& packed – increases


Italy

Organic market in 2021 and 2022
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Presenter Notes
Presentation Notes
As of May 2022, -1.9 for bio vs 2021 and -1.1% vs 2020
Sales value





Italy

Focus on oranges - 15t campaign

First campaign 2021-2022

3
Sales value 13
4.6
2
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2
Sales volume 10
4.2
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Presenter Notes
Presentation Notes
2021 -8% oranges (trim 2022 vs 202) – most bought
+6 % clementines
17 lowest level in 5 years for lemons








Spain

Focus on retail

Cuota de los lugares de compra en Volumen (kg/l)

TOTAL ALIMENTACION 11,3
ALIMENTACION FRESCA 14,6
RESTO ALIMENTACION 2

H TIENDA TRADICIONAL = HIPERMERCADO ® SUPER+AUTOSER m TIENDA DESCUENTO  OTROS CANALES m E-COMMERCE

% Evolucién de Volumen (kg/f1) en cada Lugar de Compra

-10,1
12,0
38 134 102 40 145 s
16,7 16,4 172
T.ESPARA TIENDATRADICIONAL  HIPERMERCADO ~ SUPER+AUTOSER  TIENDADESCUENTO  OTROS CANALES E-COMMERCE
Source - MAPA W.TOTALAUMENTACION W ALIMENTACION FRESCA  RESTO ALIMENTACION
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Spain

Fruit at-home consumption in 2022
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Presenter Notes
Presentation Notes
Sales in volume -10.8% for fresh fuirt compared to 2021
-3.8 in value due to inflation effect

If compared to same period in 2021. t is -11.3
Oranges -9.6

Oranges -9.6 in value
Clemenines -7
Lemons -15

-9.6 cityrus 

-9.4 juices (3.4 value_
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