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Val Share Unit Share Price %Change

Mustard 0.1% 0.1% +31.0%
Mayonnaise 0.3% +24.6%

Cream 0.9% 1.4% +28.9%
Frozen Potatoes 0.5% 0.4% +24.7%

UHT Milk 2.0% 2.7% +21.6%
Frozen Meat 0.4% 0.2% +19.1%

Ketchup 0.3% 0.3% +20.3%
Sports & Energy 1.1% 1.7% +6.1%

Eggs 1.3% 1.1% +17.3%
Sugar & Sweetners 0.4% 0.6% +26.0%

Condensed Milk 0.0% 0.0% +20.3%
Cheese 6.0% 5.5% +19.9%
Breads 1.7% 2.6% +16.8%

Extrudes 0.3% 0.4% +12.1%
Poultry 1.2% 0.6% +14.4%

Frozen Snacks 0.1% 0.1% +15.3%
Frozen Meals 1.0% 0.7% +18.4%

Pasta 0.7% 1.1% +16.9%
Chilled Milk 1.7% 2.3% +21.3%

Frozen Bakery 0.1% 0.1% +16.6%
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All Countries Suffering from Visit Declines
But all countries are suffering visit declines and the spend increases are solely a function of growing eater 
checks.

-19% Great Britain

-12% Germany

-9% France

-5% Italy

-4% Spain

Quelle: CREST

Visit Trend YTD Aug 23 vs YTD Aug 19 – Total Market
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Demand by Situation Drives the ‚New Reality‘
Consumer demand by situation drove the downturn during COVID, its recovery as well as new reality of the 
foodservice market.

Visit Change by Situation in mio. – BIG 5 Europe

Home Meals

Travel

Shopping

Night Out

Leisure

Meals Out

Work/Education

658

-295

-411

-456

-716

-907

-3.795

current vs 2019

BIG 5 - Total Market - Visits Change by situation – TTM Jun 23 vs 2019
Source: CREST
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29Demand Signals©  Sept 2023  |

New product launches primarily re-launch of established base items at higher prices with new 
EANs codes driving organic demand of value and unit sales despite 22% fewer launches

Innovation† Value Share
of Total FMCG

5.1
6.3

MAT YA MAT

€18.5 Bn €24.5 Bn

Innovation† Unit Share
of Total FMCG

4.4
5.4

MAT YA MAT

7.3Bn 8.8Bn

Innovation† Range Share
of Total FMCG

11.5
9.4

MAT YA MAT

-22% 32%19%
160k items 125k items

All Percentage Growth is rounded
† Product launched within the MAT period; with value sales = 0 YA + 2YA and >0 in CY

Innovation Performance ahead of Total FMCG (NB) category development in 2023   -3.1% 6.6%
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Since mid-2022 Sustainability-Marketed Products
consistently underperform Category Demand

Demand for Sustainability-Marketed Products
track at or slightly ahead of Category
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26.5% 20.4% 14.9% 7.8% 7.6% 6.6% 5.9% 4.8% 2.3% 1.8% 1.0% 0.3%

Range Share: Average No. of Items per Store Selling & %Growth vs YA MAT JUN 2023
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Trend in all markets, flat in UK
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