
2022 Annual Summary



The data is based on 2,600 stores

comprised of statewide chains, pharm chains, private market and convenience stores

which transmit their POS scan data on a daily basis to StoreNext

and which represent more than 85% of the total sales in the 

Israeli barcoded FMCG market

Based on this data, StoreNext uses an advanced statistic model to perform an extrapolation for 

100% of the barcoded FMCG Market in Israel,

excluding Kiosks and the Arab sector.

Data Base
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FMCG World

2022- A peak year in FMCG sales 
Compared to 2021, the FMCG sales increases in 1.4 Billion NIS in 2022
Compared to 2020, when Covid-19 broke out and brought to a significant increase in FMCG sales, sales in 2022 grew in 300 
Million NIS

* Sales in Billion NIS
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Most months show an increase in sales compared to 2021
Starting in April, all months show higher sales then 2021 months. In the beginning of 2021, there was still a Covid-19 outbreak, 
which can explain this trend
September 2022 shows the most significant increase in sales, caused by the timing of the Tishrei Holidays

* FMCG sales, Billion NIS 
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Real Change*

2.4%-

The peak in sales is related to a price index increase

* Real change- Sales change in deduction of price index change (deducted from mix changes) between the periods 

Sales Change

2.7%+

Price Index Change

5.1%+



Sharp rise which brings the price index to 107.7

* Storenext’s Price Index measures the change in product prices in deduction of mix changes 
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78.3% 78.5% 77.9% 78.9% 82.3%

21.7% 21.5% 22.1% 21.1% 17.7%

2018 2019 2020 2021 2022

FMCG- Value Under promotion Distribution

Value Under Campaign Value Without Campaign

The increase is partially affected by fewer promotions 
Starting in 2018, sales rate under promotion in FMCG ranges between 21.1% to 22.1% whereas in 2022 promotion percentage 
drops significantly and reaches 17.7%

*Storenext’s sale data is based on calculating weekly price average on item and store level. After defining the initial value, a follow-up is conducted 
checking price change compared to a price series over past weeks. This data indicates on promotion rate, prices and depth
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Substantial part of the increase comes from Beverages
Neutralizing Beverages and Home Care, Storenext’s price index would’ve shown an increase of 3.3% in 2022 compared to 2021
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Let’s look at the price index’s trend in 
the different fields 
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StoreNextStorenext’s Price Index started rising in 2021מדד המחירים של 
After a year of stagnation and relatively moderate rises of the index, by the end of 2021 index values started to rise and 
continued rising throughout 2022
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* Storenext’s Price Index measures the change in product prices in deduction of mix changes 



Starting January 2018, the price index stayed relatively stable with light movements relating holiday timing, until the beginning of 
2022, when  there was a significant increase in the fields of Home Care and Beverages

Particularly noticeable rise in Beverages and Home Care

Food Beverages Personal Care Home Care

* Storenext’s Price Index measures the change in product prices in deduction of mix changes 
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The fields of Beverages and Home Care are showing significant increases, which comes in parallel with entry of reforms 
regarding those fields

Where taxation reforms effect is recognized

Disposable 
Housewares reform

Taxation over sweetened beverages
and deposit on 1-liter bottles 

* Storenext’s Price Index measures the change in product prices in deduction of mix changes 



66.1% 66.7% 66.7% 66.6% 66.0%

31.5% 30.8% 30.9% 30.6% 31.1%

2.4% 2.5% 2.3% 2.7% 2.9%

2018 2019 2020 2021 2022

Channel Value Distribution- FMCG

Discount Neighborhood Convenience

After years of stability, Discount channel share drops 
The two other channels increase their share of value, where the Convenience channel reaches a peak value of 2.9%



Which reflects in the average basket size  
The Convenience channel continues to show an increase in basket size, as opposed to the Neighborhood and Discount channels 
which show a decrease in basket size
The Neighborhood channel shows a decrease in the past 2 years, reaching -4.2% compared to 2020 

*Based on Data from purchase printouts, over 700 sale points in a variety of Formats
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Convenience- the only channel showing a real sales rise
All channels show an increase in price index over 2022, where Discount channel shows an index rise of 5.2% and the 
Neighborhood channel shows an index rise of 4.6%. While Convenience channel shows the highest index rise, the sales change 
is higher- so opposed the other channels it realistically grows compared to 2021

* Storenext’s Price Index measures the change in product prices in deduction of mix changes 
* Real Quantitative Change – Value sales growth deducting StoreNext’s Price Index changes (neutralized of mix effects)

2022 compared to 2021

Real 
Change

Index 
Change

Value 
Change

-3.5% 5.2% 1.8% Discount

-0.3% 4.6% 4.2% Neighborhood

1.4% 6.2% 7.6% Convenience
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This increase reflects in multiple categories
All the categories that lead the growth in sales in 2022 compared to 2021 also show volume growth, some in significant extent 
of tens of percents

*Top 10 growing Categories in sales in 2022 compared to 2021

100.8%

64.3%

62.4%

58.6%

58.2%

57.5%

53.1%

43.3%

34.0%

32.8%

-10.0% 10. 0% 30. 0% 50. 0% 70. 0% 90. 0% 110 .0% 130 .0%

Other Milk Substitutes

Salty pastries

Sweet snacks

Pizza

Sparkling Wine

Special Cheese Shelf

Disposable Housewares

Beer In Package

Pita bread

Milk chocolate

Change Rate (Value)

97.6%

200.1%

39.8%

51.1%

81.2%

54.2%

1.4%

45.0%

2.2%

24.0%

0.0 % 50. 0% 100 .0% 150 .0% 200 .0% 250 .0%

Change Rate Volume (Units)

1.6%

-45.3%

16.2%

5.0%

-12.7%

2.1%

50.9%

-1.2%

31.1%

7.1%

-60.0% -40.0% -20.0% 0.0 % 20. 0% 40. 0% 60. 0%

Change Rate - Average Price Per Unit



90.4% 90.1% 90.5% 90.1% 89.8%
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Value Distribution By Sector- FMCG

Orthodox General

This year the Orthodox’s share crosses the 10% mark 
The Orthodox sector continues the growth trend that started in 2021, and reaches 10.2% of sales in the FMCG world, It is the 
highest rank it got in the past 5 years

*Orthodox Jews– only stores with orthodox attributes, that are reflected in location, chain and basket composition, excluding Orthodox Jews 
population sales in General sector



Summary

Market View, Prices, Channels

Peak in sales in the FMCG world
An increase of 5.1% in Storenext’s price index
The increase comes among others from decrease in 
promotions
A large part of the increase derives from taxation reforms-
taxation of sweetened beverages, deposit of 1Liter bottles and 
disposable houseware reform
Even fields that weren't affected by reforms show an increase 
in sales of 3%
The Discount channel’s share drops
The Convenience channel is in real growth which comes from 
several categories
This year the Orthodox sector crosses the 10% bar
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10 Biggest supplier’s share in FMCG (NIS)

10 Biggest suppliers’ share drops - lower than 52%
10 biggest suppliers’ share lowers this year significantly- compared to 2021 drops in 1.8 market share points
Even when neutralizing Strauss Group that had a massive recall during 2022, the other nine suppliers show a decrease in their 
market share in the past year
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PL share of FMCG

In parallel with an increase in Private Label’s share
The Private Label shows an increase this year in its market share in the FMCG world, and shows an especially high market share, 
similarly to its performance in 2019
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While the value in the second half is even higher



1775.7
1936.8

2228.6 2228.5 2250.6
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Value Trend- Premium World

This year the premium world doesn’t drive the market

*Premium- sub-category classification in various Categories

0.0%

After a big jump in sales between 2018-2020, starting with 2021 the growth of the premium world had been stopped 
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Innovation Share, New Items Share and Innovation Effectiveness Index- FMCG

Innovation Share New Items Share Innovation Effectiveness Index

2022 is characterized by less innovation
On the one hand only 6.3% of active items in 2022 are new items launched during this year. On the other hand, its share of 
sales reaches 4.3% 
When examining the ratio between the measures using the innovation effectiveness index**, one can find that this year has a 
more effective innovation rate compared to other tested years (0.69 compared to 0.56 in 2021)

*In order to examine for innovation, only items that sold at least 10,000 NIS starting 2018, new item: sold at least 1,000 NIS that year
** Innovation effectiveness index- the ratio between the share of new items and the innovation sales share
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Innovation Share, New Items Share and Innovation Effectiveness Index- FMCG

Innovation Share New Items Share Innovation Effectiveness Index

A trend that crosses all FMCG fields
A significant drop in the innovation of Beverages, derives from multiple new barcode launches at the end of 2021 considering the 
entrance of over 1-liter bottles under the deposit law 
The innovation effectiveness index** is especially high in Personal Care 

*In order to examine for innovation, only items that sold at least 10,000 NIS starting 2018, new item: sold at least 1,000 NIS that year
** Innovation effectiveness index- the ratio between the share of new items and the innovation sales share



We’ll examine if in 2022 the trend of 
growth in personal consumption items 

continues

Personal PackFamily Pack

Personal 
Consumption

Family 
Consumption



In Beverages value share of family products is decreasing
Family consumption items in family packs’ share is dropping for the first time under 70% of sales in the class, in parallel with 
strengthening of personal consumption items in personal pack

*Item classification- Item level

73.2% 72.8% 70.0% 69.4%

20.6% 20.4% 22.5% 24.2%

6.1% 6.8% 7.5% 6.3%

2019 2020 2021 2022

Value Distribution- Non-Alcoholic Beverages Class

Personal Consumption-Family Pack Personal Consumption-Personal Pack Family Consumption-Family Pack
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Value Change Rate By Pack Type- Non-Alcoholic Beverages Class

Sales Growth Quantity Growth

And it seems that there is a connection to the reform
In a year when the entire class shows a volume decrease due to price increase. The volume increase of personal beverages in 
personal pack is significant compared to family pack beverages, one can assume that the taxation reform on sweetened 
beverages, that was taxed according the sugar volume for 100 ml, fueled it

*Item classification- Item level



In Food the trend continues but slower than before
In the worlds of content examined in the Food field*, personal consumption items in personal pack’s share continues to grow 
and crosses for the first time 30% of sales, simultaneously with a decrease in personal consumption items in family pack. Family 
items’ share continues to drop

*Out of selected worlds of content- Cereal and Cereal Snacks, Ice Cream and Popsicles, Sweet Treat, Cooked Dishes, Soups Additionss, Packed 
Salads and Savory Snack
**Item classification- Item level

51.1% 51.6% 49.8% 49.6%

28.5% 27.7% 29.3% 30.4%

20.4% 20.7% 20.9% 20.0%

2019 2020 2021 2022

Sales Distribution

Personal Consumption-Family Pack Personal Consumption-Personal Pack Family Consumption-Family Pack



How Does the trend look in each world?

Sweet Treat

Sweet Snacks |Kids World Chocolate |

Wafers | Personal Cakes |Cakes |Halvah |

Chocolate

Savory Snack

Snacks | Pretzels | Baked Snacks  |Salty 

pastries | Crackers | Breads Substitutes

Ice Cream and Popsicle

Single Popsicle| Ice cream |Binds| Ice 

Cream Desserts

Packed Salads

Hummus Salad  |Hummus salad with 

Additions  |Eggplant Salad  |Tahini Salad  |

Fish Salads  |Vegetable Salads |Salads

מזרחיים

Cereal and Cereal Snacks

Cereal |Kids Cereal Snack Bars|

Adults Cereal Snack Bars

Cooked Dishes, Soups Additions 

Soups |Croutons |Soup Almonds|

Personal Dish  |Family Dish



92.3% 92.1% 92.8% 92.4%

7.7% 7.9% 7.2% 7.6%

2019 2020 2021 2022

Packed Salads

Personal Consumption-Family Pack Personal Consumption-Personal Pack Family Consumption-Family Pack

In most worlds, the trend is similar to the general trend
Out of six worlds of content in the food field that we examined, four show growth of personal consumption items in personal 
packs and a weakening of family consumption which includes Cereal and Cereal Snacks, Cooked Dishes, Soups Additions and 
Packed Salads

*Item classification- Item level

65.2% 69.0% 67.5% 65.6%

2.7%
4.4% 6.6% 9.8%

32.0%
26.5% 25.9% 24.6%

2019 2020 2021 2022

Cereal and Cereal Snacks

50.2% 52.6% 50.5% 48.6%

40.2% 40.1% 43.0% 45.6%

9.6% 7.3% 6.5% 5.8%

2019 2020 2021 2022

Cooked Dishes, Soups Additions



27.4% 28.1% 25.5% 23.7%

47.8% 44.7% 47.2% 50.8%

24.8% 27.2% 27.3% 25.5%

2019 2020 2021 2022

Ice Cream and Popsicles 

Personal Consumption-Family Pack Personal Consumption-Personal Pack Family Consumption-Family Pack

In Sweet Treat and Savory Snack, The trend reverses
In these worlds the family consumption items in family pack increases. However, Sweet Treat rises in personal consumption 
items in personal pack and Savory Snack decreases.
Ice Cream and Popsicles show a similar trend to the general one- weakening of family consumption and increase in personal 
packs

*Item classification- Item level

42.6% 43.1% 42.9% 43.2%

40.4% 39.3% 39.9% 39.2%

16.9% 17.6% 17.2% 17.6%

2019 2020 2021 2022

Savory Snack 

54.1% 54.1% 51.0% 51.9%

22.0% 20.4% 21.6% 22.0%

23.9% 25.5% 27.3% 26.0%

2019 2020 2021 2022

Sweet Treat 



Summary

Market View, Prices, Channels
Competition Trends, Multi-Year 

Growth Mechanism

Ten biggest supplier’s share shows a decrease this year- drops 
below 52%
In parallel with an increase in PL’s share
Premium Categories stopped being a growth mechanism- for 
the second year it under-preforms
Innovation’s scope this year is low but the innovation itself is 
affective, a trend that affect all fields
In Beverages, the sales share of family items drops, and it 
seems that the taxation reform affected it.
In Food, the consumption trend of personal consumption items 
continues but slower than it was, where in some worlds it has 
been halted

Peak in sales in the FMCG world
An increase of 5.1% in Storenext’s price index
The increase comes among others from decrease in 
promotions
A large part of the increase derives from taxation reforms-
taxation of sweetened beverages, deposit of 1Liter bottles and 
disposable houseware reform
Even fields that weren't affected by reforms show an increase 
in sales of 3%
The Discount channel’s share drops
The Convenience channel is in real growth which comes from 
several categories
This year the Orthodox sector crosses the 10% bar

Looking Forward–What Does 2023 Has in Store?
How will the relevant worlds be affected by cancellation of the reforms?

How will the market be affected by the changes in the retail world in Israel- will Discount continue to wear out?
What will happen to the price index? Which expected to be affected by cancelling reforms and price rises 



Thank You!תודה
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