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Energy price decline ended 
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EU Food inflation declining along value chain

Source: Eurostat Food Price Monitoring Tool
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EU Food prices tending towards slight deflation

Source: Eurostat Food Price Monitoring Tool
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Today: Non-Food Retail stabilised, Food & Wholesale suffers
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Consumers
All income groups looking to save money



Attitude towards grocery shopping in 2023 compared to 2022, 

 Net intent of consumers, %

Price

Intention to look for more ways to save money

Health

Intention to focus more on healthy eating

Source: State of Grocery Retail 2023 (Mckinsey & Eurocommerce) Consumer Survey, 

N=10 727, UK, DE, FR, IT, ES, NL, CH, PL, SE, sample to match general population 18+ years
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Price sensitivity of high and low income groups converging
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https://www.eurocommerce.eu/living-with-and-responding-to-uncertainty-the-state-of-grocery-retail-2023/
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Switch to less expensive food to save money

Private label

Intent to buy more private label

Source: State of Grocery Retail 2023 (Mckinsey & Eurocommerce) Consumer Survey, 

N=10 727, UK, DE, FR, IT, ES, NL, CH, PL, SE, sample to match general population 18+ years
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Consumers spend less on groceries
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Private Label gains market share (Data from France as illustration)

9 Source: NielsenIQ – Graphics by Reuters
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Consumer confidence returning as inflation drops

Source: EU Commission – Household Survey excerpt in Economic Forecast – Summer 2023



Consumer cashflow improving across income groups

11 Source: EU Commission – Household Survey excerpt in Economic Forecast – Summer 2023



Consumers not aware how much inflation dropped
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YoY change% Balance

Source: EU Commission – Household Survey excerpt in Economic Forecast – Summer 2023



High-income consumers plan to increase savings rate

13 Source: EU Commission – Economic Forecast – Summer 2023
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Triple transformation study – EuroCommerce & McKinsey
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