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“With consumer confidence improving between 2015 and
2016 it will see consumers more willing to splash out on
premium or luxury goods — to the benefit of artisan
producers in Ireland. However, consumers will not splash
their cash without forethought, and will still seek strong
justification for paying more for artisan goods.”

— Brian O’Connor, Senior Consumer Analyst

This report looks at the following areas:

= Butchers and bakers see most visits in 2016 REPORT NOW
= Knowledge, quality and community spirit are key selling points of artisan stores

The artisan food market in Ireland has seen growth between 2014 and 2015, with recovering consumer V I S l T:
confidence and lower food prices helping to see more consumers splash out on premium-priced store. m|nte| .Ccom
specialist food items.

Moving forward, highlighting the quality and regional sourcing of ingredients used for foodstuffs will CALL

help to further boost the value of the market, while consumers continue to want to support businesses EMEA

that help to support Irish jobs and markets. +44 (O) 20 7606 4533
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Butchers and bakers top food specialists used
Figure 17: Types of food specialists/ artisan retailers visited in the last three months, NI and Rol, April 2016
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Butchers see strongest usage among mature consumers
Figure 18: Consumers who have visited a butcher in the last three months, by age, NI and Rol, April 2016

Bakers see strongest usage among affluent consumers
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Ethnic markets appeal more to Rol shoppers
Figure 22: Consumers who have visited an ethnic food shop in the last three months, by location, Rol, April 2016
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Artisan stores valued for knowledgeable staff
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Heavy net users see artisan staff as more knowledgeable
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daily internet usaae, NI and Rol, April 2016
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Figure 26: Agreement with the statement ‘Food specialists/artisans get more involved with the local community than supermarkets’, by
location, NI and Rol, April 2016

Many see artisan stores as having better quality

Figure 27: Agreement with the statement ‘I trust the quality of goods in a food specialist/artisan more than the goods in
supermarkets’, by gender, NI and Rol, April 2016

Consumers less likely to waste food from artisan stores
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Appendix — The Consumer

NI Toluna data
Figure 28: Types of food specialists/ artisan retailers visited in the last three months, by demographics, NI, April 2016
Figure 29: Types of food specialists/ artisan retailers visited in the last three months, by demographics, NI, April 2016 (continued)
Figure 30: Types of food specialists/ artisan retailers visited in the last three months, by demographics, NI, April 2016 (continued)
Figure 31: Agreement with the statement ‘I think artisan food is healthier compared to standard food’, by demographics, NI, April 2016
Figure 32: Agreement with the statement ‘I trust the quality of goods in a food specialist/artisan more than the goods in
supermarkets’, by demoaraphics, NI, April 2016
Figure 33: Agreement with the statement ‘Food specialists/artisans are cheaper than supermarkets’, by demographics, NI, April 2016

Figure 34: Agreement with the statement ‘There are not enough food specialists/artisans in my local area’, by demographics, NI, April
2016
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Figure 35: Agreement with the statement ‘I am less likely to allow food bought from artisan stores to go to waste’, by demographics,
NI, April 2016
Figure 36: Agreement with the statement ‘I find food specialists/artisans intimidating’, by demographics, NI, April 2016

Figure 37: Agreement with the statement ‘Food bought from food specialists/artisans tastes better than what you can get in
supermarkets’, by demoaraphics, NI, April 2016

Figure 38: Agreement with the statement ‘There is a wider range of goods in food specialists/artisans’, by demographics, NI, April
2016

Figure 39: Agreement with the statement ‘Food specialists/artisans are never open when | need them’, by demographics, NI, April
2016

Figure 40: Agreement with the statement ‘Staff at food specialists/artisans are more knowledgeable than those at supermarkets’, by
demoagraphics, NI, April 2016

Figure 41: Agreement with the statement ‘Food specialists/artisans get more involved with the local community than supermarkets’, by
demoagraphics, NI, April 2016

Figure 42: Agreement with the statement ‘I would like to see more food specialists/ artisans where it is possible to sit in and eat’, by
demographics, NI, April 2016

Rol Toluna data
Figure 43: Types of food specialists/ artisan retailers visited in the last three months, by demographics, Rol, April 2016

Figure 44: Types of food specialists/ artisan retailers visited in the last three months, by demographics, Rol, April 2016 (continued)
Figure 45: Types of food specialists/ artisan retailers visited in the last three months, by demographics, Rol, April 2016 (continued)

Figure 46: Agreement with the statement ‘I think artisan food is healthier compared to standard food’, by demographics, Rol, April
2016

Figure 47: Agreement with the statement ‘I trust the quality of goods in a food specialist/artisan more than the goods in
supermarkets’, by demographics, Rol, April 2016

Figure 48: Agreement with the statement ‘Food specialists/artisans are cheaper than supermarkets’, by demographics, Rol, April 2016

Figure 49: Agreement with the statement ‘There are not enough food specialists/artisans in my local area’, by demographics, Rol, April
2016

Figure 50: Agreement with the statement ‘I am less likely to allow food bought from artisan stores to go to waste’, by demographics,
Rol, April 2016
Figure 51: Agreement with the statement ‘I find food specialists/artisans intimidating’, by demographics, Rol, April 2016

Figure 52: Agreement with the statement ‘Food bought from food specialists/artisans tastes better than what you can get in
supermarkets’, by demoaraphics, Rol, April 2016

Figure 53: Agreement with the statement ‘There is a wider range of goods in food specialists/artisans’, by demographics, Rol, April
2016

Figure 54: Agreement with the statement ‘Food specialists/artisans are never open when | need them’, by demographics, Rol, April
2016

Figure 55: Agreement with the statement ‘Staff at food specialists/artisans are more knowledgeable than those at supermarkets’, by
demoaraphics, Rol, April 2016

Figure 56: Agreement with the statement ‘Food specialists/artisans get more involved with the local community than supermarkets’, by
demographics, Rol, April 2016

Figure 57: Agreement with the statement ‘I would like to see more food specialists/ artisans where it is possible to sit in and eat’, by
demographics, Rol, April 2016
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