
A retail perspective

2 June 2023

DG AGRI Stone Fruit Market Observatory



The macroeconomic situation  
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Food inflation remains high at 13,6%

Food prices have been decreasing for a few months
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Energy prices have fallen since late 2022



Retail amidst high inflation
Retail sales in 2022 grew by 2.9% only because of 
inflation

Retail sales volumes have decreased since 2022 as 
consumers change their shopping habits to make 
ends meet.

-4.9%
Volume of food retail trade in 
February 2023 vs February 2022
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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 to 
buy more pasta, rice and canned products.
Consumers prefer shopping at supermarkets and 
discounters to find better deals and purchase more 
private label products than branded goods.
Amidst a cost-of-living crisis, consumers:
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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
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Inflation
The growth of consumer prices of food products has tended to accelerate in recent months. Oil
& fats prices have risen by 30% during the first 2 months of 2023, dairy products prices : +19,7%.
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Boissons alcoolisées
Fruits frais

Fruits
Porc

Boissons non alcoolisées
Sucre, confiture, miel, chocolat et confiserie

Boeuf et veau
Produits alimentaires n,c,a,

Poissons frais
Pommes de terre

Pain et céréales
Poissons et fruits de mer

Produits alimentaires et boissons non alcoolisées
Viande

Légumes
Légumes frais

Volaille
Lait, fromage et oeufs

Œufs
Beurre

Huiles et graisses

La croissance des prix à la consommation
(%)

Jan-Fév 2023

2022

2021

(*) IPC : indice des prix à la consommation (ensemble des ménages / France) /  Source : INSEE  - dernière donnée févier 2023
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Focus on fruit 

Source : AgriMer

-1%
Decrease in sales value for fruit

since February 2022 

-7%
Decrease in sales volume for 

fruit since February 2022 
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Organic market: the French are less interested in the organic label
□ Loss of consumer interest in the organic label in France in 2022
□ Loss of consumer confidence in the French organic label in France in 2022 (85% in 2022 vs 91% in 2021) and in the
European label (65% in 2022 vs 76% in 2021)

Concerning these labels/logos/certifications, for each of them, please indicate whether you personally pay attention to 
them when buying food products...
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Inflation is changing consumer habits
According to the OpinionWay survey conducted in February 2023, 84% of French say they prefer products on special offer
(+3 points compared to 2017). 84% systematically compare product prices by brand (+5 points) and 68% buy private
labels as much as possible (+6 points). 67% are buying less and less meat or fish (+ 12 points).
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Consumers in a cost-of-living crisis 
96% of French consumers want to continue buying fresh fruit and vegetables
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Source: Agrimer
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Italy 
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Retail channels in times of crisis 
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The shopping basket in 2022

Source: ISMEA
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Food home consumption in 2022
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The fruit and vegetables shopping basket in 2022

Source: ISMEA
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Fruit sales
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Fruit and vegetables retail sales (volume changes vs 2022)
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The organic shopping basket in 2022

Source: ISMEA
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Fruit prices in 2022 – variations since 2019 and 2022 
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Spain
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Fruit consumption in 2022 (1)
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Food home consumption (volume changes vs November 2021)  
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Sales of fruit
decreased by 12% in
volume in 2022
compared to 2021
and by 0.3% in
value.

Source : MAPA
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Pro-capita home consumption in 
volume in Spain in 2022:
▪ -16.3% for peaches; 
▪ -17.1% for apricots;
▪ -5.7% for plums;
▪ -18.1% for cherries.

Source : MAPA
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Pro-capita home consumption in 
value in Spain in 2022:
▪ +2.5% for peaches; 
▪ -4.8% for apricots;
▪ +1.6% for plums;
▪ -5.3% for cherries.
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