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JQ "The drive among Irish consumers to improve their diets
and overall health has helped to boost the usage of fruit
and vegetables in both NI and Rol — with produce dubbed
as ‘superfoods’ seeing sales improve drastically during
2015."

- Brian O’Connor, Senior Consumer Analyst

This report looks at the following areas:

BUY THIS

This report covers the NI and Rol retail market for fruit and vegetables. Value figures throughout this R EPO RT N OW
report are at retail selling prices (rsp) unless stated otherwise.

The following types of fruit and vegetables are examined within this report: V I S l T:
store.mintel.com

Fresh fruit and vegetables

- Sold loose or prepacked and including pre-prepared produce and salad vegetables. CAI—I—

- For the purposes of this report, prepacked salads refers to mixed and single-leaf salads in bags, bowls EMEA

and trays which may contain small amounts of other salad vegetables such as carrot, beetroot or +44 (O) 20 7606 4533
cabbage. It also includes unwashed bagged salads. Salad bowls includes leaf-based salads in trays and
bowls which also contain protein and may be sold with a fork, and are also included.

- However, specifically excluded are prepacked, dressed salads such as coleslaw, potato salad, prawn Brazil

salad, couscous etc. 0800 095 9094

Frozen fruit and vegetables .
Americas

- Frozen vegetables include varieties such as peas, beans, sweetcorn and broccoli, as well as mixes of +1 (312) 943 5250

vegetables.

- Frozen fruit is an emerging market. To date the sector consists mainly of soft berry fruits and mixes.

China
Canned/ambient fruit and vegetables +86 (21) 6032 7300

- Canned vegetables encompass all tinned vegetables including baked beans and other shelf-stable APAC
formats such as snap pots, pouches, cartons and jars.

- Baked beans are included. +61 (0) 2 8284 8100
- Canned and other ambient fruit, whether incorporating syrup or fruit juice, in cans, cartons, pots and
jars, are included.

EMAIL:
Dried fruit reports@mintel.com

- Dried fruit are defined as tree fruits (eg prunes, apricots, dates and figs), vine fruits packaged for
snacking (eg raisins), mixed fruit packs, moist, partially rehydrated products and flavoured fruit pieces.
These definitions have been used as the basis for market size figures.

- It should be noted that products not specifically targeted at the snacking sector, but which are
normally stocked alongside home baking goods (eg larger pack sizes of dried fruit), are included as
they may also be used for snacking purposes. Such products are exempt from VAT.

Potatoes in all forms

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?
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- Fresh bagged and loose potatoes, chilled prepared potatoes (such as mash, wedges etc), canned, dehydrated or frozen (chips, waffles, shaped items and

roast potatoes) are included.

Excluded

- Mixed vegetables including meat.
- Fruit bars.

- Prepared dishes which combine vegetables and protein or carbohydrates.

BUY THIS

REPORT NOW

VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094
Americas +1 (312) 943 5250 | China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100 |

EMAIL: reports@mintel.com
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Recent developments
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Fyffes

Key facts

Brands and products
Recent developments
Green Giant/General Mills
Key facts

Brands and products
Brand NPD

2 Sisters Food Group/Green lIsle Foods Ltd.
Key facts

Brands and products
Brand NPD

Recent developments
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Key facts

Brands and products
Brand NPD

Recent developments
Keelings

Key Facts
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Product Portfolio
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Key Facts
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Product Portfolio
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The Consumer — What You Need to Know

Loose fruit proves most popular
Bagged vegetables most popular in Rol
Bagged potatoes considered an Irish staple

Four in five want more local sourcing

The Consumer — Usage of Fruit Products

Fresh loose fruit is the most popular
Figure 22: Types of fruit that consumers buy in a typical week, NI and Rol, November 2015

Figure 23: Consumers who would purchase fresh loose fruit in a typical week, by age and social class, NI and Rol, November 2015

Parents most likely to opt for bagged fruit

Figure 24: Consumers who would purchase bagged fruit (eg bag of apples) in a typical week, by age of children, NI and Rol, November
2015

Significant drop in dried fruit eaters
Figure 25: Consumers who would purchase dried fruit in a typical week, NI and Rol, December 2014 and November 2015

Ready-to-eat fruit is an opportunity for children

Figure 26: Consumers who would purchase fresh ready-to-eat fruit/vegetable portions (eg apple slices) in a typical week, NI and Rol,
December 2014 and November 2015

The Consumer — Usage of Vegetable products

Bagged vegetables most popular in Rol
Figure 27: Types of vegetables that consumers buy in a typical week, NI and Rol, November 2015

Fresh loose appeals to mature consumers
Figure 28: Consumers who purchase fresh loose vegetables in a typical week, by age, NI and Rol, November 2015

Baked beans are a family favourite
Figure 29: Consumers who purchase baked tinned beans in a typical week, by age, NI and Rol, November 2015

Women drive usage of bagged salads

Figure 30: Consumers who purchase bagged/pre-packed salads (excluding dressed salads eg pasta salad, coleslaw) in a typical week,
by age, NI and Rol, November 2015

Ready-to-cook vegetables appeal to younger consumers

Figure 31: Consumers who purchase fresh ready-to-cook vegetables (eg chopped onions) in a typical week, by age, NI and Rol,
November 2015

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/748382/
mailto:reports@mintel.com

MINTEL

Fruit and Vegetables - Ireland - March 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1095.00 | $1773.30 | €1390.99 B

The Consumer — Usage of Potato Products

Bagged potatoes considered an Irish staple
Figure 32: Types of potatoes that consumers buy in a typical week, NI and Rol, November 2015

Figure 33: Consumers who purchase bagged potatoes in a typical week, by gender, NI and Rol, November 2015

Chips a family favourite

Figure 34: Consumers who purchase frozen processed potatoes (eg chips, wedges) in a typical week, by age of children, NI and Rol,
November 2015

Prepared fresh potatoes appeals to NI consumers

Figure 35: Consumers who would purchase prepared fresh potatoes (eg chilled mashed potatoes, ready to roast diced potatoes) in a
typical week, by employment status, NI and Rol, November 2015

The Consumer — Attitudes towards Fruit and Vegetables

Strong demand for more locally sourced produce
Figure 36: Agreement with statements related to fruit and vegetables, NI and Rol, November 2015

Mature consumers more likely to want more locally sourced fruit and vegetables

Figure 37: Agreement with the statement ‘Supermarkets should provide more NI/Rol sourced fruit and vegetables where possible’, by
age, NI and Rol, November 2015

Over half of Irish consumers would pay more for fruit and vegetables if it benefitted farmers

Figure 38: Agreement with the statement ‘I would pay more for fruit and vegetables that guarantee a fair price paid to farmers’, by
age, NI and Rol, November 2015

Rol consumers more likely than NI to buy produce via discounters

Figure 39: Agreement with the statement ‘I have bought more fruit and vegetables from discounters (eg Lidl/Aldi) in the last 12
months’, by gender and social class, NI and Rol, November 2015
Figure 40: Agreement with statements relating to purchasing groceries from discount retailers, NI and Rol, September 2015

Consumers want more health information on packaging

Figure 41: Agreement with the statement ‘Health benefits of fruit and vegetables should be stated on packaging (eg beetroot: high in
potassium and magnesium, if it counts towards one of the five-a-day)’, NI and Rol, November 2015

Appendix — Data Sources, Abbreviations and Supporting Information

Market size rationale
Data sources
Consumer data sources

Abbreviations

Appendix — The Consumer

NI Toluna data tables
Figure 42: Types of fruit that consumers buy in a typical week, by demographics, NI, November 2015

Figure 43: Types of fruit that consumers buy in a typical week, by demographics, NI, November 2015 (continued)
Figure 44: Types of vegetables that consumers buy in a typical week, by demographics, NI, November 2015

Figure 45: Types of vegetables that consumers buy in a typical week, by demographics, NI, November 2015 (continued)
Figure 46: Types of potatoes that consumers buy in a typical week, by demographics, NI, November 2015

Figure 47: Types of potatoes that consumers buy in a typical week, by demographics, NI, November 2015 (continued)

Figure 48: Agreement with the statement ‘I have bought more fruit and vegetables from discounters (eg Lidl/Aldi) in the last 12
months’, by demoaraphics, NI, November 2015

Figure 49: Agreement with the statement ‘Health benefits of fruit and vegetables should be stated on packaging (eg beetroot: high in
potassium and magnesium, if it counts towards one of the five-a-day)’, by demographics, NI, November 2015

Figure 50: Agreement with the statement ‘Supermarkets should provide more NI/Rol sourced fruit and vegetables where possible’, by
demographics, NI, November 2015

Figure 51: Agreement with the statement ‘It is difficult to eat five portions of fruit and vegetables each day’, by demographics, NI,
November 2015

Figure 52: Agreement with the statement ‘Loose fruit and vegetables are better value than prepacked fruit and vegetables’, by
demographics, NI, November 2015
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Figure 53: Agreement with the statement ‘I include fruit/vegetables in my child(ren’s) lunchbox most days’, by demographics, NI,
November 2015

Figure 54: Agreement with the statement ‘I'm concerned about the amount of fruit and vegetables | waste’, by demographics, NI,
November 2015

Figure 55: Agreement with the statement ‘I have cut back on buying fruit and vegetables because of the cost’, by demographics, NI,
November 2015

Figure 56: Agreement with the statement ‘I have cut back on buying some fruits because of the sugar content’, by demographics, NI,
November 2015

Figure 57: Agreement with the statement ‘I would pay more for fruit and vegetables that guarantee a fair price paid to farmers’, by
demoaraphics, NI, November 2015

Figure 58: Agreement with the statement ‘I would like prepared portions of fruit and vegetables to be equal to one of my five-a-day’,
by demoagraphics, NI, November 2015

Figure 59: Agreement with the statement ‘I am eating more fruit and veg and less meat compared to 12 months ago’, by
demoagraphics, NI, November 2015

Rol Toluna data tables
Figure 60: Types of fruit that consumers buy in a typical week, by demographics, Rol, November 2015

Figure 61: Types of fruit that consumers buy in a typical week, by demographics, Rol, November 2015 (continued)
Figure 62: Types of vegetables that consumers buy in a typical week, by demographics, Rol, November 2015

Figure 63: Types of vegetables that consumers buy in a typical week, by demographics, Rol, November 2015 (continued)
Figure 64: Types of potatoes that consumers buy in a typical week, by demographics, Rol, November 2015

Figure 65: Types of potatoes that consumers buy in a typical week, by demographics, Rol, November 2015 (continued)

Figure 66: Agreement with the statement ‘I have bought more fruit and vegetables from discounters (eg Lidl/Aldi) in the last 12
months’, by demoaraphics, Rol, November 2015

Figure 67: Agreement with the statement ‘Health benefits of fruit and vegetables should be stated on packaglng (eg beetroot: high in
potassium and magnesium, if it counts towards one of the five-a-day)’, by demographics, Rol, November 20

Figure 68: Agreement with the statement ‘Supermarkets should provnde more NI/Rol sourced fruit and vegetables where possible’, by
demoaraphics, Rol, November 2015

Figure 69: Agreement with the statement ‘It is difficult to eat five portions of fruit and vegetables each day’, by demographics, Rol,
November 2015

Figure 70: Agreement with the statement ‘Loose fruit and vegetables are better value than prepacked fruit and vegetables’, by
demographics, Rol, November 2015

Figure 71: Agreement with the statement ‘I include fruit/vegetables in my child(ren’s) lunchbox most days’, by demographics, Rol,
November 2015

Figure 72: Agreement with the statement ‘I’'m concerned about the amount of fruit and vegetables | waste’, by demographics, Rol,
November 2015

Figure 73: Agreement with the statement ‘I have cut back on buying fruit and vegetables because of the cost’, by demographics, Rol,
November 2015

Figure 74: Agreement with the statement ‘I have cut back on buying some fruits because of the sugar content’, by demographics, Rol,
November 2015

Figure 75: Agreement with the statement ‘I would pay more for fruit and vegetables that guarantee a fair price paid to farmers’, by
demoagraphics, Rol, November 2015

Figure 76: Agreement with the statement ‘I would like prepared portions of fruit and vegetables to be equal to one of my five-a-day’,
by demographics, Rol, November 2015

Figure 77: Agreement with the statement ‘I am eating more fruit and veg and less meat compared to 12 months ago’, by
demographics, Rol, November 2015
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