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The analysis was done before annual data revision
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2020 recorded a 9.2% growth in FMCG value sales

* Value sales in billion NIS



Significant growth that led to sales higher than 51 billion NIS
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FMCG World

Sales in billions of NIS Percentage change

The addition to the value sales in the FMCG world this year stands at 4.4 billion NIS compared to a growth of 1.3 billion NIS 
last year

* Value sales in billion NIS



9.2%+0.1%+9.1%+

That growth is not driven by price increases

* Real Quantitative Change – Value Sales growth with deduction of changes in the StoreNext Price Index (neutralized of mix effects) period-over-period
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StoreNext price index 
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2017

100.6

2018

101.6

2019

101.7

2020

An increase of 0.1 index points is at a rate significantly lower than the one recorded in the last two years, in which an increase 
of 1 index point was recorded each year.

StoreNext price index mark an increase of only 0.1 index points

* StoreNext price index deducts the effects of a change in the buying mix between channels and products



All months, except April, record growth compared to the same month last year
The slight decrease recorded in April is mainly due to a change in the timing of Passover and a decrease in business days
The months before the outbreak of COVID-10 (January-February) recorded a growth of about 3% while the other months of the year (March-
December) recorded a sharper growth of around 10%
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Change 2019 2020

A jump in growth began in March with the outbreak of Covid-19



65.6% 65.7% 66.2% 66.7% 66.7%

32.2% 32.0% 31.4% 30.9% 31.0%

2.2% 2.3% 2.4% 2.5% 2.4%
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FMCG Value Market Share By Channels

Discount Neighborhood Convenience

With no significant change in channel sales mix – on an annual level



While the trend of top 10 suppliers market share decrease continued
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53.6%
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2016 2017 2018 2019 2020

Market share of the top 10 suppliers in the FMCG world
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PL share from FMCG value sales

At the same time as a slight decline in the market share of the PL



Although the downward trend in the share of new items in the FMCG market continues this year as well, the 
share of new items from the sales is on the rise.

5.0%
5.5%

4.4%

5.8%

11.4%
10.8%

8.1% 7.9%

2017 2018 2019 2020

Innovation Share from Items and Sales - FMCG

 Innovation Sales Share New Items Share

2020 was characterized by more effective innovation

** For the innovation examination, only items that sold at least 10,000 NIS in the years of operation starting in 2015 were included, 
new item per year: sold at least 1,000 NIS in that year



In the food sector, unlike the rest of the market, the increase in the share of innovation from sales comes in parallel with the
increase in the share of new items.
Some of the increase in innovation can be attributed to the launch of new recipes in order to meet the outline of the reform and
avoid marking.
The fact that many of the new items replace products with high sales contributes to a sharp increase in the share of innovation 
from sales.

5.3% 5.6%

4.2%

6.3%

12.3%

10.8%

8.5%
9.2%

2017 2018 2019 2020

Innovation Share from Items and Sales - Food *

 Innovation Sales Share New Items Share

* Food sector without classes: eggs, frozen meat and chicken, freshly packaged chicken / turkey, frozen fish, buffets, deli (meat, dairy, salads), burked fruit, spices

** For the innovation examination, only items that sold at least 10,000 NIS in the years of operation starting in 2015 were included, 
new item per year: sold at least 1,000 NIS in that year

Driven by the food sector in the wake of the nutrition labeling reform



2020 – Life with Covid-19



January February March April May June July August September October November December

Covid-19 epidemic - created a new reality

Second Lockdown Third Lockdown

Closure of 
entertainment

Closure of 
academic 

institutions

Closure of 
schools and 
educational 
institutions

Closure of work 
places and 

movement to work 
from home

Closure of 
restaurants

Prolonged stay at 
home

Dramatic drop in 
flights abroad

Traffic restrictions

Prohibition of 
events and 
gatherings

Holidays among the 
close family

The pandemic broke 
out First Lockdown



And substantially affected the volume of purchases FMCG market

How much did we buy?

Growth of 9.2% and a sales
increase of 4.4 billion NIS

The growth is more than 3 times greater 
than last year and also significantly higher 

than the natural growth rate

The link to the epidemic:

Larger population staying in the 
country due to reduced vacations and 

flights abroad

Longer stays in homes due to 
restrictions and lockdowns



Further analysis will try to answer  two questions

How much did we buy?

Growth of 9.2% and a sales
increase of 4.4 billion NIS

The growth is more than 3 times greater 
than last year and also significantly higher 

than the natural growth rate

The link to the epidemic:

Larger population staying in the 
country due to reduced vacations and 

flights abroad

Longer stays in homes due to 
restrictions and lockdowns



As shown before on a yearly level channels mix is stable 
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FMCG Value Market Share By Channels

Discount Neighborhood Convenience
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Discount Neighborhood Convenience

FMCG Value Market Share By Channels - monthly level 2020

The months of April and October are characterized by an increase in the share of the neighborhood channel at the expense of the 
discount channel
The increase in the share of the neighborhood channel in April is unusual and significant - an increase of 4.2 points when the discount 
channel lost 4.5 points

However, some months recorded a spike in neighborhood channel MS

when the share of the neighborhood channel increased at the 
expense of the discount
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20.2 

204.5 

68.2 

21.6 

Discount Neighborhood Convenience

Average basket size in NIS

2019 2020

The average basket size in the neighborhood channel jumped by 40%, which is 22.9 NIS in March with the outbreak of the Covid-19 
epidemic and continued to grow in April.
As of May, there is a decrease in the size of the average basket on the channel, but it remains higher than 60 NIS, compared with 
an average basket of 55.6 NIS in the channel in 2019.

* Based on data at the level of a single purchase from over 700 points of sale in a variety of formats
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Average basket size - neighborhood channel

Driven by a significant increase in the average basket size



Traffic restrictions drove neighborhood channel MS increase

How much did we buy? Where did we buy?

In an overall annual look there is no change 
in the mix of sales between channels

In the monthly examination, March and 
April were characterized by a diversion of 
sales to the neighborhood channel, which 

was reflected in a significant increase in the 
size of the average basket

Traffic restrictions - which led more 
consumers to buy larger baskets in 

the neighborhood channel

Increased need for complementary 
shopping in due to Covid related 

steps such as educational institutions

The link to the epidemic:

Growth of 9.2% and a sales
increase of 4.4 billion NIS

The growth is more than 3 times greater 
than last year and also significantly higher 

than the natural growth rate

The link to the epidemic:

Larger population staying in the 
country due to reduced vacations and 

flights abroad

Longer stays in homes due to 
restrictions and lockdowns



Cooking and baking categories surged with the 1st outbreak of COVID
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Cooking and baking categories show higher sales in all months of the year when in March with the outbreak of the Covid-19
epidemic there was a jump in sales.
The annual growth in these categories is 20.6% and an increase of 575 million NIS.
The growth rate in these categories is higher than that of the entire FMCG world both at the annual level and at the monthly 
level.

*Cooking and baking categories: rice, pasta, legumes, cereals, couscous, noodles, oriental-style noodles, frozen vegetables, frozen spices and 
sauces, frozen legumes, soups for seasoning, Italian sauces, other cooking sauces, regular oils, flour, pudding / jelly, almonds and nuts for baking, 
baking enhancers, chocolate for baking, coasters and mixes for the cake, syrups, yeast, spreads and mash for baking, cake decorations, extracts



"prepared food / quick preparation" categories showed a similar trend
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Unlike the cooking and baking categories - which also in the months before the Covid-19 epidemic (January-February) recorded 
growth and high growth of all FMCG categories "ready-made food / fast preparation" recorded stagnation in these months.
As of March, there is consistent growth, while in the months in which there were closures, it seems that the growth rate is even
higher than 20%
The annual growth in these categories is 14.3% and an increase of NIS 159 million.

* Prepared food categories / quick preparation: soups, frozen soup, pizzas, burekas, yemenis dough products, vegetable schnitzel, vegetable 
patties, vegetable sausages, ready-made meals, plant-based snacks, vegetarian grilled breast, ready-to-cook meals, Chilled prepared food, frozen 
prepared food frozen meat, prepared food frozen fish



Growth is also seen in product that are usually consumed out of home

61.7 

78.7 

107.0 

162.9 

2017 2018 2019 2020

Espresso coffee

Value sales in million NIS and Percentage change

10.6 
12.3 

14.4 

23.5 

2017 2018 2019 2020

Frozen cakes and cookies

1,653 
1,742 

1,831 

2,022 

2017 2018 2019 2020

Alcoholic beverages*

* Alcoholic beverages: white beer, table wines, spirits

The small number of people leaving the house is reflected in the world of alcoholic beverages that are growing at twice the rate of their growth in previous 
years due to the closure of places of entertainment and in the espresso coffee category that is consumed outside the home in both restaurants and 
workplaces
The category of frozen cakes and cookies is growing due to innovation and is a substitute for the consumption of parallel products in different consumption 
opportunities out of home



At the same time there is a decline in "On The GO" food categories
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-12%

-27%
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Selected "On The Go" categories * - Value sales in million NIS and Percentage change

Change 2019 2020

With the outbreak of the Covid-19 epidemic, there were significant changes in the daily routine, among other things 
as a result of moving to work from home, closures and movement restrictions that affected consumption habits, with 
the most notable being the category of adult cereal snacks and chewing gum.
The decrease in these categories is 10.9% and a decrease of 57 million NIS.

* "On The GO" categories - adult cereal snacks, sugar-free gum



A similar phenomenon is seen in personal non-alcoholic beverages

After consistent growth in recent years of individually consumed products in individual packaging, this year growth is halted with an 
increase of only 0.6%
A reversal of a trend can also be seen in products for non-personal consumption - which this year show accelerated growth 
compared to previous years

2,160 2,178 2,182 2,228 

139 177 184 208 

524 563 618 622 

2017 2018 2019 2020

Value sales in millions of NIS and percentage change

Not personal consumption Personal consumption in package Personal consumption in individual packaging

76.5% 74.6% 73.1% 72.9%

4.9% 6.1% 6.2% 6.8%

18.6% 19.3% 20.7% 20.3%

2017 2018 2019 2020

Distribution of value sales

* Classification of product types - at item level



Salty snacks

Snacks Pretzel | Baked snacks |

Salty pastries | Crackers | Bread 

substitutes

Packed salads

Smooth hummus Salad | Hummus 

with toppings | Eggplant Salad | 

Tahini Salad | Fish Salads |

Vegetable Salads | Oriental salads

Sweet treat
Sweet snacks | Children's World |
Chocolate Waffles | Personalized 
Cakes | Packaged Shelf Cakes | 

Halva | Chocolate Tablets

Soup dishes and soup 

supplements

Soups | Croutons |

Personal dish | Family dish

Cereals and cereal snacks
Cereals | Cereal snacks for kids |

Adult cereal snacks

Ice creams and popsicles
Individual Popsicles | Ice Cream | 

Home Packages | Packs | Ice 
cream desserts

In recent years we have identified a trend of growth of products for personal consumption, both in individual packages and in
packages at the expense of offers in family packaging in a number of relevant content worlds

We will examine the impact of Covid on different package types



Personal consumption products in individual packaging are in decline

While last year personal consumption products (both individually packaged and packaged) showed an increase 
and an offer for family consumption, they recorded stagnation this year. Personal consumption in a personal 
offer with a slight decrease while the other offers that are in a non-personal package register an increase

3,362 3,469 3,486 3,684 

1,099 1,175 1,241 
1,320 

1,571 
1,670 1,778 

1,770 

2017 2018 2019 2020

Value sales in millions of NIS and percentage change

Not personal consumption Personal consumption in package Personal consumption in individual packaging

55.7% 55.0% 53.6% 54.4%

18.2% 18.6% 19.1% 19.5%

26.0% 26.4% 27.3% 26.1%

2017 2018 2019 2020

Distribution of value sales

* Classification of product types - at item level



Salty snacks

Snacks Pretzel | Baked snacks |

Salty pastries | Crackers | Bread 

substitutes

Packed salads

Smooth hummus Salad | Hummus 

with toppings | Eggplant Salad | 

Tahini Salad | Fish Salads |

Vegetable Salads | Oriental salads

Sweet treat
Sweet snacks | Children's World |
Chocolate Waffles | Personalized 
Cakes | Packaged Shelf Cakes | 

Halva | Chocolate Tablets

Soup dishes and soup 

supplements

Soups | Croutons|

Personal dish | Family dish

Cereals and cereal snacks
Cereals | Cereal snacks for kids |

Adult cereal snacks

Ice creams and popsicles
Individual Popsicles | Ice Cream | 

Home Packages | Packs | Ice 
cream desserts

The question arises - is this the case in each individual field?



283 291 289 318 

167 194 210 
258 

425 
479 512 

489 

2017 2018 2019 2020

Ice creams

Not personal consumption Personal consumption in package Personal consumption in individual packaging

In ice cream, salty snacks and sweet treats, a similar trend is recorded

950 967 965 1,034 

324 352 375 
431 

372 383 402 
396 

2017 2018 2019 2020

Sweet treat

887 946 975 1,036 

288 
311 339 

371 

638 
662 

696 
697 

2017 2018 2019 2020

Salty snack

In ice creams and sweet treats, there is a decrease in products for personal consumption in individual packaging, and with a salty snack, 
there is stagnation in these products, while the other offers are growing when personal consumption in the package grows even more.
Probably the reason for this is a long stay at home - consuming larger packages and a reduction in staying outside and therefore a 
minority of "consumption on the road“.

Value sales in millions of NIS and percentage change

* Classification of product types - at SKU level



In contrast, in the other three worlds a mixed trend is recorded

In the world of packaged salads, which shows stagnation in sales, there is also a relative stability in sales of each of the types of 
packaging.
In the other two worlds there is an increase in both personal consumption products in individual packaging and in non-personal 
consumption products.

117 120 121 133 

43 38 23 
18 

73 81 99 
104 

2017 2018 2019 2020

Soup dishes and soup supplements

Not personal consumption Personal consumption in the package Personal consumption in individual packaging

581 603 600 629 

277 280 294 241 

19 21 24 37 

2017 2018 2019 2020

Cereals and cereal snacks

544 542 
536 534 

44 44 
46 47 

2017 2018 2019 2020

Packed salads

Value sales in millions of NIS and percentage change

* Classification of product types - at item level



Stews, soups and soup supplements – package types are growing

121 133

23
18

99
104

2019 2020

Value sales in million NIS and 
difference in sales

Personal consumption in individual packaging

Personal consumption in the package

Not personal consumption

Products for non-personal consumption present the highest addition to sales, with 40% of growth resulting from 9 new items
A similar rate was also recorded in the sale of new items of personal consumption products in individual packaging against the 
background of the launch of 13 new items.

2.9 
2.1 

-5.5 

0.4 

7.3 

4.9 

Old Items New items
2020

Old Items New items
2020

Old Items New items
2020

Personal consumption in
individual packaging

Personal consumption in
package

Not personal
consumption

The difference in value sales (NIS million) 
between the yearsNumber of 

new items
13 3 9

* For the innovation examination, only items that sold at least 10,000 NIS in the years of activity starting in 2015 were included, new item per 
year: sold at least 1,000 NIS in that year



600 629

294 241

24 37

2019 2020

Value sales in million NIS and difference in 
sales

Personal consumption in individual packaging
Personal consumption in the package
Not personal consumption

In the world of cereals and cereal snacks, innovation has driven growth

In non-personal consumer products, the high sales of innovation is accompanied by a decrease in sales of old items against the background of innovation 
related to the nutrition labeling reform.
In products for personal consumption in individual packaging - the old items in stagnation and most of the addition comes from new items - most of them 
are enriched with protein
Products for personal consumption in the package show a significant decrease in sales against the background of a decrease in the need for OTG products

0.5 
13.4 

-64.9 

12.3 

-96.5 

125.8 

Old Items New items
2020

Old Items New items
2020

Old Items New items
2020

Personal consumption in
individual packaging

Personal consumption in
package

Not personal
consumption

The difference in value sales (NIS million) 
between the years

* For the innovation examination, only items that sold at least 10,000 NIS in the years of activity starting in 2015 were included, new item per 
year: sold at least 1,000 NIS in that year



Covid has affected both product and package mix  

How much did we buy? Where did we buy? What did we buy?

The link to the epidemic:

During the past year, there has been a jump in 
sales of cooking and baking categories, ready-

made food / quick preparation and 
"indulgence" categories linked to outdoor 
consumption such as coffee and alcohol

At the same time a decrease in the OTG 
categories and personal consumption 

products in individual packaging

In an overall annual look there is no change 
in the mix of sales between channels

In the monthly examination, March and 
April were characterized by a diversion of 
sales to the neighborhood channel, which 

was reflected in a significant increase in the 
size of the average basket

Traffic restrictions - which led more 
consumers to buy larger baskets in 

the neighborhood channel

Increased need for complementary 
shopping in due to Covid related 

steps such as educational institutions

The link to the epidemic:

Increased consumption of food at home 
in light of the effects of the epidemic 

such as moving to work at home

Addressing the need for "indulgence" at 
home in light of the closure of places of 

entertainment and restaurants

Growth of 9.2% and a sales
increase of 4.4 billion NIS

The growth is more than 3 times greater 
than last year and also significantly higher 

than the natural growth rate

The link to the epidemic:

Larger population staying in the 
country due to reduced vacations and 

flights abroad

Longer stays in homes due to 
restrictions and lockdowns



How has the Covid-19 epidemic 
affected food growth drivers?



The familiar drivers of growth continue to overperforme

16.8%

36.3%

12.8%

9.8%

739.2%

120.9%

42.5%

19.7%

Protein products

Milk substitutes

Premium products

Food

Percentage of change between periods

 2020-2016 2019-2020

293 312 
2,039 

34,130 

342 426 
2,300 

37,469 

Protein products Milk substitutes Premium products Food

Value sale in millions of NIS

2019 2020



Premium categories are growing at a higher rate than market growth

1,711 

1,887 

2,039 

2,300 

2017 2018 2019 2020

Premium - value sales in millions of NIS and a percentage change

* Premium: Espresso capsules, freeze-dried instant coffee, special cheeses of various types (shelf / deli), ricotta (shelf / deli), packaged smoked 
salmon, premium cookies, premium chocolate (milk, white, dark), premium house packages and super premium , Premium popsicles / ice cream , 
special salt, chilled olive spread, chilled dried tomato spread, chilled pesto spread, fruit delicacies, special pasta, canned asparagus, canned 
artichoke, premium packaged tea

About 40% of the increase in sales of premium products in the past year comes from espresso capsules and ice 
cream products - "indulgence" categories that grew this year



• Protein products: item-level classification in a variety of categories in the world of food 
• * For the innovation examination, only items that sold at least 10,000 NIS in the years of activity starting in 2015 were included, new item per 

year: sold at least 1,000 NIS that year

Protein products continue to grow despite a decrease in innovation 
value sshare

There is an increase in the share of new items, but the share of sales is actually showing a decrease compared to 
last year

39.8%

30.8%

23.7%

15.2%

53.8%

48.0%

30.6%
33.8%

2017 2018 2019 2020

The share of innovation in the sale of protein products

Innovation share sales New items share

16.80%

9.80%

739.20%

19.70%

Protein
products

Whole food
world

Value growth between periods

 2020-2016 2019-2020



Protein evolution: 2017, protein products launched in 7 categories

2017

Yogurt

Adult 
cereal 
snacks

Milk drinks

Vegetarian

Sausage

Vegetarian 
schnitzel

Milk

Special
Cereals

* Categories that sold at least 10,000 NIS a year



2018

Bread 
substitutes

Rice

Cereals

Pasta

Couscous

Flakes

קטגוריות פעילות13כ "סה–קטגוריות 6-נוספו מוצרים רלוונטיים ב2018בשנת 

Yogurt

Milk 
drinks

Adult 
cereal 
snacks

Vegetarian
Sausage

Special
Cereals

Milk

Vegetarian 
schnitzel

2018: protein product in 6 new categories - a total of 13

2017

Yogurt

Adult 
cereal 
snacks

Milk drinks

Vegetarian

Sausage

Vegetarian 
schnitzel

Milk

Special
Cereals

* Categories that sold at least 10,000 NIS a year



Vegetarian
Sausage

Yogurt

Milk

Milk 
substitutes
Tofu

Milk 
drinks

Adult 
cereal 
snacks

Special
Cereals

Vegetarian 
schnitzel

Flakes

Rice

Couscous

Pasta

Bread 
substitutes

Cereals

Delicacies

In 2019, the expansion continued to 2 more categories

2019

2018

Bread
substitutes

Rice

Cereals

Pasta

Couscous

Flakes

Yogurt

Milk 
drinks

Adult 
cereal 
snacks

Vegetarian
Sausage

Special
Cereals

Milk

Vegetarian 
schnitzel

2017

Yogurt

Adult 
cereal 
snacks

Milk drinks

Vegetarian

Sausage

Vegetarian 
schnitzel

Milk

Special
Cereals

* Categories that sold at least 10,000 NIS a year



In 2020 there was an expansion to 10 new 
categories and products in the couscous and flakes
categories launched in 2018 came out of a variety

From the 10 new categories –
2 categories in the world Milk 
substitutes: soy drinks and soy
substitute drinks

2020 - expansion to 10 more categories - a total of 23 active categories

2020
hummus
Enriched / toppings

Soy
drinks

pretzels

Ready-to-
cook 
meals

Nuts

Soups

Soy 
substitute 

drinks

Vegetarian
Patties

Ice cream
pack

Cheeses
creamy 
texture

Yogurt

Vegetarian
Sausage

Milk 
substitutes
Tofu

Milk 
drinks

Adult 
cereal 
snacks

Special
Cereals

Vegetarian 
schnitzel

Rice

Pasta

Bread
substitutes

Cereals

Milk

Delicacies

* Categories that sold at least 10,000 NIS a year

Vegetarian
Sausage

Yogurt

Milk

Milk 
substitutes
Tofu

Milk 
drinks

Adult 
cereal 
snacks

Special
Cereals

Vegetarian 
schnitzel

Flakes

Rice

Couscous

Pasta

Bread 
substitutes

Cereals

Delicacies

2019

2018

Bread
substitutes

Rice

Cereals

Pasta

Couscous

Flakes

Yogurt

Milk 
drinks

Adult 
cereal 
snacks

Vegetarian
Sausage

Special
Cereals

Milk

Vegetarian 
schnitzel

2017

Yogurt

Adult 
cereal 
snacks

Milk drinks

Vegetarian

Sausage

Vegetarian 
schnitzel

Milk

Special
Cereals
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68 

92 
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147 

225 

278 

312 

426 

2017 2018 2019 2020

Milk substitutes* - value sales in millions of NIS and percentage change

Soy drinks Soy substitute drinks Milk substitutes and tofu

The growth trend in milk substitutes has intensified in the last year

The 3 categories in milk substitutes are recording higher growth this year than last year
The highest growth rate was recorded in soy substitute drinks

* Milk substitutes: soy drinks, soy substitute drinks, milk substitutes and tofu



* Milk substitutes: soy drinks, soy substitute drinks, milk substitutes and tofu
* For the innovation examination, only items that sold at least 10,000 NIS in the years of operation starting in 2015 were included, new item per year: 
sold at least 1,000 NIS in that year

Growth is driven by an increase in innovation effectivness

5.2%
6.5% 5.9%

11.3%
12.7%

15.7%

13.0%

18.9%

2017 2018 2019 2020

Milk Substitute Innovation Share

Innovation share sales New items share

36.3%

9.8%

120.9%

19.7%

Milk
substitutes

Whole food
world

Percentage of change between 
periods

 2020-2016 2019-2020

Number of 
new items

32 45 41 69

The growth in innovation this year is recorded both in the share of innovation sales and in the number of new 
items



Most of the innovation is in soy substitute drinks, including oats
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Several new items in the soy substitute 
beverage category by beverage types

Another drink Rice drink

Oatmeal drink Almond drink

* Milk substitutes: soy drinks, soy substitute drinks, milk substitutes and tofu
* For the innovation examination, only items that sold at least NIS 10,000 in the years of operation starting in 2015 were included, new item per year: 
sold at least NIS 1,000 in that year

0.8 2.0 1.2 
5.7 2.4 1.8 3.8 

31.9 

8.6 
14.1 13.5 

10.5 

11.8 

17.9 18.5 

48.1 

2017 2018 2019 2020

Sales of new items in million NIS by 
category

Soy drinks Soy substitute drinks

Milk substitutes and tofu

Most of the innovation this year was recorded in the soy substitute drinks category - an increase of NIS 28 million
Within the soy substitute beverage category, the main innovation is in oatmeal beverage products - with 14 new 
items



How much did we buy? Where did we buy? What did we buy?

The link to the epidemic:

During the past year, there has been a jump in 
sales of cooking and baking categories, ready-

made food / quick preparation and 
"indulgence" categories linked to outdoor 
consumption such as coffee and alcohol

At the same time a decrease in the OTG 
categories and personal consumption 

products in individual packaging

In an overall annual look there is no change 
in the mix of sales between channels

In the monthly examination, March and 
April were characterized by a diversion of 
sales to the neighborhood channel, which 

was reflected in a significant increase in the 
size of the average basket

Traffic restrictions - which led more 
consumers to buy larger baskets in 

the neighborhood channel

Increased need for complementary 
shopping in due to Covid related 

steps such as educational institutions

The link to the epidemic:

Increased consumption of food at home 
in light of the effects of the epidemic 

such as moving to work at home

Addressing the need for "indulgence" at 
home in light of the closure of places of 

entertainment and restaurants

Despite the great impact of the epidemic on lifestyle and market it can be seen that even during the last year
the accelerated growth of the trends that have led the market growth in recent years has continued:

Premiumization | Consumption Of Protein Enriched Products | Growth of Milk Substitutes

Growth of 9.2% and a sales
increase of 4.4 billion NIS

The growth is more than 3 times greater 
than last year and also significantly higher 

than the natural growth rate

The link to the epidemic:

Larger population staying in the 
country due to reduced vacations and 

flights abroad

Longer stays in homes due to 
restrictions and lockdowns

To Summarize



Thank You!


