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The macroeconomic situation  
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After peaking last October, inflation is slowly decreasing
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Food inflation remains higher

Source: Eurostat, FAO
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Decline of energy prices has stopped

100= Average 2015 Price Level
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Retail volumes have been declining

3 Source: Eurostat
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Retail volumes crashing across product categories

Source: Calculations by EuroCommerce using Statista data

100= Average 2014 Turnover, Adjusted for Inflation

Covid 19 Inflation



Consumers are not aware how much inflation dropped

5 Source: EU Commission – Household Survey excerpt in Economic Forecast – Summer 2023



Consumers in a cost-of-living crisis 
Consumers have downtraded when shopping
Consumers are reducing purchases of fresh products
(meat, fish, fruit and vegetables) and organic food.
Consumers prefer shopping at discounters and
purchase more private label products than A-brands.
Amidst a cost-of-living crisis, consumers:

6 Source: EuroCommerce & McKinsey, Eurostat 

+1.9%
Increase of share of private label across 

Europe in 2022

+1.4%
Increase of market share by 

discounters
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France



Focus on inflation 

8 Source: INSEE



Vegetables sales in 2023

9 Source: AgriMer
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Germany 



Focus on inflation

11 Source: AMI
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The shopping basket in 2023

Source: ISMEA
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The vegetables shopping basket in 2023

Source: ISMEA
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Vegetables sales in 2023
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Consumer attitudes towards labels  

Source: Osservatorio Immagino 2023
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Spain



Vegetables sales in 2023 (I)

Source: MAPA April 2023
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Food home consumption - volume changes (%) in April 2023 vs April 2022  
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Sales of vegetables
decreased by 9,1% in
volume in 2023
compared to 2022
and increased by
2,8% in value.
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Vegetables sales in 2023 (II)

Source: MAPA April 2023
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