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“Provenance remains important for Irish consumers when
it comes to food. Indeed, ‘Made in’, ‘Made by’ and ‘Made
since’ all matter to consumers as they tell the story behind
the product. Highlighting community roots and links to
"o 1 otherlocal suppliers of their ingredients will help artisan
producers to demonstrate the positive role that they play in

i i supporting local communities.”
: " iy .
£ ' -' ! j — James Wilson, Research Analyst

This report looks at the following areas:
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This Report examines the sale and consumption of specialist food (artisan food) sold in both NI and
Rol.
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Key facts

Product portfolio
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Recent developments
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Key facts

Product portfolio
Keogh's Crisps

Key facts

Product portfolio
Brand NPD

Recent developments
K&G McAtamney

Key facts

Product portfolio
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Key facts

Product portfolio
Sawers Ltd (NI only)
Key facts

Product portfolio
Markets

English Market in Cork
Key facts

Product portfolio
Recent developments
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Key facts

Product portfolio
Recent developments
Skibbereen Farmers’ Markets
Key facts

Product portfolio
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Butchers the specialist food shop of choice
Figure 23: Types of food specialists/artisan retailers visited in the last three months, NI and RoI, September 2017

Mature consumers most likely to visit a butcher shop
Figure 24: Consumers who have visited a butcher in the last three months, by age, NI and RoI, September 2017

Health food shops favoured by Rol consumers
Figure 25: Consumers who have visited a health food shop in the last three months, by gender, NI and Rol, September 2017

Affluent consumers visiting artisan bakeries
Figure 26: Consumers who have visited a bakery in the last three months, by social class, NI and Rol, September 2017

The Consumer - Important Factors When Shopping for Artisan Food

Fresh the most important factor for consumers

Figure 27: Factors that are important to consumers when shopping for food and drink in specialist/artisan food stores, NI and RolI,
September 2017

Older consumers looking for freshness in speciality food and drinks

Figure 28: Consumers who consider ‘fresh” important when shopping for food and drink in specialist/artisan food stores, by age, NI and
Rol, September 2017

Food safety highly important

Figure 29: Consumers who consider ‘High food safety standards’ important when shopping for food and drink in specialist/artisan food
stores, by gender, NI and Rol, September 2017

Locally made and sourced important to older consumers

Figure 30: Consumers who consider ‘Made in NI/RoI’ important when shopping for food and drink in specialist/artisan food stores, by
age, NI and Rol, September 2017

Figure 31: Consumers who consider ‘Ingredients sourced from my local area’ important when shopping for food and drink in specialist/
artisan food stores, by age, NI and Rol, September 2017

The Consumer — How Consumers Use Artisan Food

Special occasions key for artisan retailers
Figure 32: Agreement with statements relating to usage of artisan food, NI and RoI, September 2017

Affluent consumers shopping at artisan stores for special occasions

Figure 33: Agreement with the statement ‘I am more likely to shop in food specialists for special meal occasions (eg dinner party,
Christmas)’, by social class, NI and Rol, September 2017

Rural consumers not wasting artisan food

Figure 34: Agreement with the statement ‘I am less likely to allow food bought from artisan stores to go to waste’, by location, NI and
Rol, September 2017

Older consumers enjoy interacting with artisan retailers

Figure 35: Agreement with the statement ‘I enjoy asking staff in food specialists for details on food products (eg source, production
technique)’, by age, NI and Rol, September 2017

The Consumer - Attitudes towards Artisan Food

Artisan food shops a good place to discover new products
Figure 36: Agreement with statements relating to artisan food, NI and Rol, September 2017

Discovery drawing Irish consumers to artisan stores

Figure 37: Agreement with the statement ‘Specialist retailers are a good place to discover new products’, by gender, NI and RolI,
September 2017
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Eating in artisan stores appeals to parents of young children

Figure 38: Agreement with the statement ‘I would like to see more food specialists/artisan retailers where it is possible to sit in and
eat’, by presence of children in the household, NI and RoI, September 2017

Early Gen-Xers want more artisan foods in supermarkets

Figure 39: Agreement with the statement ‘I would like to see more artisan foods available in supermarkets’, by age and social class, NI
and Rol, September 2017

Appendix - Data Sources, Abbreviations and Supporting Information

Data sources
Market size rationale
Generational cohort definitions

Abbreviations
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