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This report looks at the following areas:

» The impact of COVID-19 on consumer grocery habits and spending.
 Impact of COVID-19 on consumer spending priorities.

What factors in relation to grocery shopping have become more important
to consumers in the last 12 months?

The threat posed to supermarkets by hard discounters.
* What impact have Brexit and supply chain issues had on Irish grocery
retailers?

COVID-19 confinues to cause uneasiness among Irish consumers in 2021, which
in turn will see a greater level of consumers spending fime at home — thus
equating to fewer out-of-home dining opportunities and more spending on
groceries.

However, the increased costs of living and supply chain issues have seen
grocery prices increase, and will see consumers focus more on value for money
when shopping for groceries.
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“COVID-19 continues to
influence consumer spending
in 2021 — and while the
relaxation of restrictions has
seen grocery sales decline
somewhat, the overall sector
remains strong. Food safety
remains a key consideration in
light of the pandemic, with a
strong contingent of Irish
shoppers seeing supermarkets
as having a key role to play in
this.”

— Brian O’Connor, Senior
Consumer Analyst
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WHO'’S INNOVATING?

* Importance of ethical products and packaging continues to
grow
Figure 27: New product releases with ethical claims for super
categories, NI and Rol, 2021

* Retailers expand their own vegan product ranges
Figure 28: Top 10 claims for new food and drink launches, NI
and Rol, 2017-21°
Figure 29: New releases of Tesco'’s plant-based range, Plant
Chef, NI .and Rol, 2021
Figure 30: Consumer afttitudes towards own-brand label food
and drink products, NI and Rol, 2020

* Retailers update their stores with technological
advancements

* Retailers invest in offering memorable in-store experiences
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= Aldi (Rol only)

* Key facts

« Positioning and strategy
* Recent developments

* Asda

* Key facts
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* Recent developments

* Dunnes Stores
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< Lidl

* Key facts

* Positioning and strategy
* Recent developments

* Marks and Spencer

* Key facts

* Positioning and strategy
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- Sainsbury’s (NI only)

* Key facts

* Positioning and strategy
* Recent developments

e SuperValu

* Key facts

* Positioning and strategy
* Recent developments

* Tesco

* Key facts

* Positioning and strategy

* Recent developments

THE CONSUMER - KEY TAKEAWAYS

* Women still key grocery shoppers

* Tesco key main and top-up grocery shop

* Value for money and quality are key factors

e COVID-19 casts long shadow over food safety

RESPONSIBILITY FOR GROCERY SHOPPING

* Majority of consumers responsible for groceries to some
degree
Figure 32: Who is responsible for the main grocery shop in
their household, NI and Rol, 2021

 Irish women remain key grocery buyers
Figure 33: Consumers who are mainly/wholly responsible for
grocery retailing in a household, by gender, NI and Rol, 2020
and 2021
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LOCATIONS FOR GROCERY SHOPPING

* Tesco has stronger hold of NI market; Rol sees stronger
discounter usage
Figure 34: Usage of retailers for main weekly grocery
shopping, NI and Rol, 2021
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Figure 35: Usage of Tesco for main weekly grocery shopping,
by age, NI and Rol, 2021
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* Value for money and quality are key factors
Figure 41: Important factors when shopping for groceries, NI
and Rol, 2021
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* Value for money more important as consumers age
Figure 43: Consumers who cite value for money as an
important factor when shopping for groceries, by age groups,
NI and Rol, 2021

* NI affluent consumers put more stock in quality
Figure 44: Consumers who cite quality of fresh food as an
important factor when shopping for groceries, by socio-

economic groups, NI and Rol, 2021

ATTITUDES TOWARDS SUPERMARKETS

* Food safety chief concern of Irish shoppers
Figure 45: Agreement with statements relating to
supermarkets, NI and Rol, 2021
Figure 46: How COVID-19 has changed consumers’ priority in
relation to their local community, NI and Rol, 2021

» Safety is a key concern
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Figure 47: Agreement with the statement ‘Supermarkets have
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NI and Rol, 2021
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