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“Ongoing price wars within the fruit and vegetable sector
have been to the benefit of Irish shoppers, but to the
detriment of the market value of the fruit and vegetable
sector in Ireland. However, volume sales of produce have
improved between 2013 and 2014, as Irish consumers
increasingly try to lead healthier lifestyles.”

— Brian O’Connor, Production Manager

This report looks at the following areas:
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What are the most popular formats of fruit and vegetables among Irish consumers? REPORT NOW
= What impact will discounters have on the fruit and vegetable market?
Other than lowest price, what factors influence Irish consumers when buying fruit and
vegetables? VISIT:
What attitudes towards fruit and vegetables do Irish consumers hold in 2015? StO re.m | nte| .com
With food waste becoming a more important issue, what impact will it have on the types
of fruit and vegetables that consumers buy?
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Continued price deflation for fruit and vegetables in Rol between 2014 and 2015 has helped to drive EMEA
usage of fresh fruit and vegetables within the region, but has seen overall sales value fall. In NI, on the +44 (0) 20 7606 4533
other hand, increased consumer prices have seen the value of the market grow between 2014 and
2015, but have seen overall fruit and vegetable usage remain somewhat stagnant.
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Moving forward, with a continued focus on healthy eating in both NI and Rol, this could help to sustain 0800 095 9094

the usage of fruit and vegetables among Irish consumers.
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Key facts
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Key facts

Brands and products

Brand NPD
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Brands and products

Brand NPD

Recent developments
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Key facts

Brands and products
Brand NPD

Recent developments
Green Isle Foods Ltd.
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Brands and products
Brand NPD

Recent developments
Heinz

Key facts

Brands and products
Brand NPD

Recent developments
Keelings
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Recent developments
McCain Foods
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Princes Food and Drink Group
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Figure 27: Consumers who buy fresh ready-to-eat fruit portions and chilled or frozen pots of ready-to-eat fruit, NI and Rol, December
2014

Younger consumers more likely to buy RTE fruit
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Figure 28: Consumers who buy fresh ready-to-eat fruit portions, by age, NI and Rol, December 2014

The Consumer — Usage of Vegetable Products

Key points

Strong usage of bagged vegetables
Figure 29: Types of vegetables bought in a typical week, NI and Rol, March 2014

Figure 30: Consumers who buy bagged vegetables in a typical week, by gender, NI and RoI, December 2014

Irish consumers buy frozen vegetables with greater regularity
Figure 31: Consumers who buy frozen vegetables vs frozen fruits, NI and Rol, December 2014

NI consumers more likely to buy RTE/RTC vegetables compared to Rol consumers
Figure 32: Consumers who buy fresh ready-to-cook and fresh ready-to-eat vegetables in a typical week, NI and Rol, December 2014
Figure 33: How consumers rate their current financial situation, NI and Rol, March 2015

Irish consumers prefer tinned beans over snap pots/tubs fridge packs
Figure 34: Consumers who buy tinned baked beans vs baked beans in plastic pots/tubs in a typical week, NI and Rol, December 2014

Figure 35: Consumers who buy tinned baked beans vs baked beans in plastic pots/tubs in a typical week, by age, NI and RolI,
December 2014

The Consumer — Usage of Potato Products

Key points

Bagged potatoes are a staple for Irish consumers
Figure 36: Types of potatoes bought in a typical week, NI and Rol, December 2014

Fresh loose potatoes more popular with NI consumers

Figure 37: Consumers who have bought fresh loose potato products in a typical week, by gender and social class, NI and Rol,
December 2014

Over a third of Irish consumers purchase frozen chips on a weekly basis

Figure 38: Consumers who have bought frozen processed potatoes (eg chips, wedges) in a typical week, by presence of children, NI
and Rol, December 2014

The Consumer — Important Considerations When Buying Fresh Fruit and Vegetables

Key facts

Promotions and deals are the key drivers in the purchase of fresh fruit and vegetables
;ia_:;lure 39: Important factors for consumers when buying fresh fruit, vegetables or potatoes (excluding price), NI and Rol, December
4

Made in Ireland is an important factor for over-45s

Figure 40: Consumers who consider being made/grown in NI/RoI an important factor when buying fresh fruit and vegetables, by age,
NI and RoI, December 2014

Packaging to reduce food waste important to NI consumers

The Consumer — Important Considerations When Buying Frozen/Non-chilled Fruit and Vegetables

Key facts

Promotions and deals are the key drivers in the purchase of fresh fruit and vegetables

Figure 41: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), NI and RoI,
December 2014

Promotions important to parents

Figure 42: Price-related factors that consumers find to be important when buying frozen/non-chilled vegetables, by presence of
children, NI and Rol, December 2014

Best-before dates a key consideration

Figure 43: Consumers who consider best-before date an important factor when buying frozen/non-chilled fruit and vegetables, by
gender, NI and RoI, December 2014

Little demand for organic or fair trade frozen fruit and vegetables
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Over a quarter care about brand name

Figure 44: Consumers who consider brand name an important factor when buying frozen/non-chilled fruit and vegetables, by social
class, NI and RoI, December 2014

The Consumer — Attitudes towards Fruit and Vegetables

Key points

More consumers buying fruit and vegetables from discounters
Figure 45: Attitudes towards fruit and vegetables, NI and Rol, December 2014

Rol consumers increasingly using discounters to buy produce

Figure 46: Agreement with the statement ‘I have bought more fruit and vegetables from discounters (eg Lidl/Aldi) in the last 12
months’, by age, NI and Rol, December 2014

Consumers want more information on health benefits
Strong desire for more NI/Rol-sourced produce in stores

A quarter of Rol and a fifth of NI consumers include produce in children’s lunchbox

Figure 47: Agreement with the statement ‘I include fruit/vegetables in my child(ren’s) lunchbox most days’, by social class, NI and RolI,
December 2014
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NI Toluna tables
Figure 48: Types of fruit that consumers buy in a typical week, by demographics, NI, December 2014

Figure 49: Types of fruit that consumers buy in a typical week, by demographics, NI, December 2014 (continued)
Figure 50: Types of vegetables (excluding potatoes) that consumers buy in a typical week, by demographics, NI, December 2014

(Figure 51<:j)Types of vegetables (excluding potatoes) that consumers buy in a typical week, by demographics, NI, December 2014
continue
Figure 52: Types of potatoes that consumers buy in a typical week, by demographics, NI, December 2014

Figure 53: Types of potatoes that consumers buy in a typical week, by demographics, NI, December 2014 (continued)

Figure 84: Important factors for consumers when buying fresh fruit, vegetables or potatoes (excluding price), by demographics, NI,
December 2014

Figure 55: Important factors for consumers when buying fresh fruit, vegetables or potatoes (excluding price), by demographics, NI,
December 2014 (continued)

Figure 56: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), by
demographics, NI, December 2014

Figure 57: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), by
demographics, NI, December 2014 (continued)

Figure 58: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), by
demographics, NI, December 2014 (continued)

Figure 59: Agreement with statements relating to fruit and vegetables, vegetables or potatoes (excluding price), by demographics, NI,
December 2014

Figure 60: Agreement with statements relating to fruit and vegetables, vegetables or potatoes (excluding price), by demographics, NI,
December 2014 (continued)

Figure 61: Agreement with statements relating to fruit and vegetables, vegetables or potatoes (excluding price), by demographics, NI,
December 2014 (continued)

RoI Toluna tables
Figure 62: Types of fruit that consumers buy in a typical week, by demographics, Rol, December 2014

Figure 63: Types of fruit that consumers buy in a typical week, by demographics, Rol, December 2014 (continued)
Figure 64: Types of vegetables (excluding potatoes) that consumers buy in a typical week, by demographics, Rol, December 2014

(Figure 65(:j)Types of vegetables (excluding potatoes) that consumers buy in a typical week, by demographics, Rol, December 2014
continue
Figure 66: Types of potatoes that consumers buy in a typical week, by demographics, RoI, December 2014

Figure 67: Types of potatoes that consumers buy in a typical week, by demographics, Rol, December 2014 (continued)

Eigure gs: %r(l)ﬂlp‘?rtant factors for consumers when buying fresh fruit, vegetables or potatoes (excluding price), by demographics, Rol,
ecember

Figure 69: Important factors for consumers when buying fresh fruit, vegetables or potatoes (excluding price), by demographics, Rol,
December 2014 (continued)

Figure 70: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), by
demographics, Rol, December 2014
Figure 71: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), by
demographics, Rol, December 2014 (continued)
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Figure 72: Important factors for consumers when buying frozen/non-chilled fruit, vegetables or potatoes (excluding price), by
demographics, Rol, December 2014 (continued)

Figure 73: Agreement with statements relating to fruit and vegetables, vegetables or potatoes (excluding price), by demographics,
RoI, December 2014

Figure 74: Agreement with statements relating to fruit and vegetables, vegetables or potatoes (excluding price), by demographics,
RoI, December 2014 (continued)

Figure 75: Agreement with statements relating to fruit and vegetables, vegetables or potatoes (excluding price), by demographics,
RoI, December 2014 (continued)
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