
www.thecai.ie

m
a

y
 20

19

Supermarket 
Basket Survey 2019

LIFESTYLE PRODUCT TESTS

SAVINGS ACCOUNTS

CONSUMER RIGHTS GAPS

SUPERMARKET PRICES

FOOD LABELLING

BLENDERS

FRIDGES

MONEY

How has intense competition in Ireland’s grocery market 
affected the cost of the CAI’s basket of branded goods?



www.thecai.ie May  20191 www.thecai.ie

www.thecai.ie

Our Reports
Reports in Consumer Choice are based on 
market research, laboratory tests or user surveys, 
all of which are independently and scientifically 
conducted. Free goods are never accepted for 
testing – all samples are purchased. Occasionally 
items may be borrowed for review purposes only. 
 The reports are produced in the main 
by our own Editorial staff. Some material 
is occasionally drawn from other foreign 
independent consumer magazines. 
 Because Consumer Choice carries no 
commercial advertising it is not swayed by 
bias or influence and can point out advantages 
and flaws in goods and services that other 
magazines may not be able to do. 
 Reports on any article relate only to the 
articles or goods mentioned, and not to any 
other article of the same or similar description. 
We do not necessarily price or report on all 
brands or models within the class, and the 
exclusion of any brand or model should not be 
taken as a reflection on it.

Consumer Choice
Consumer Choice is published by  
the Consumers' Association of Ireland 
(CAI) Limited, a wholly independent, non-
government, non-profit making body. CAI 
was founded in 1966 to protect and promote 
the interests of the consumers of goods and 
services, and to enhance the quality of life for 
consumers. CAI is registered with charitable 
status: CHY 8559.
 Advertising is not accepted for publication. 
Consumer Choice is available on a subscription 
basis only. To facilitate banking requirements 
all cancellations must be advised, by letter or 
email only, a full 30 days in advance.  Where a 
bank applies a €24 chargeback fee for a Member/
customer advised cancellation we will deduct 
same from any refund requests. To subscribe 
please write to: 

Consumer Choice,
120/121 Baggot Street Lower,
Dublin 2 

Tel (01) 659 9430
Email cai@thecai.ie
www.thecai.ie

Published Material
No part of this publication may be reproduced,
stored in a retrieval system, or transmitted in any 
form without obtaining prior permission from the 
Council by contacting the Consumer Choice office. 
It may not be used for any form of advertising, sales 
promotion or publicity.

© Consumers’ Association of Ireland 2019
ISSN 0790-486X

May 2019

Staff
Policy and Council Advisor
Dermott Jewell

Design/Typeset 
Denzil Lacey (Zava Media)

Managing Editor
Clodagh O'Donoghue

Researchers
Róisín Moloney Weekes
Atousa Motameni

Social media:

The 
Consumers' 
Association of 
Ireland

The Council is the 
policy-making body 
of CAI. Members are 
elected from within 
the CAI's membership 
at the Annual General 
Meeting. 

Council 
Members

Chairperson
Michael Kilcoyne
Vice-Chairperson
Raymond O'Rourke
Hon Secretary
Elaine Bolger
Hon Treasurer
Richard Donohue
Council Members 
Steen Bruun-Nielsen
James Wims

Dear Member,

In this month’s issue, you will note how we have revisited 
our long established ‘basic shopping basket’. This is a 
basket of goods that every consumer, young or old, student 
or pensioner, will buy on a daily, weekly and monthly basis 
depending on their circumstances and it contains the 
staple ingredients of tea, milk, bread, butter that help us get 
through the daily routine.
 Over previous years this price comparison gained 
enormous attention as it highlighted just how competitive 
our supermarket sector really was. And, competitive, in 
these products, it most certainly was not! However, all of 
that has changed and we see price comparability to the 
cent and even the occasional blip of a reduction – all of 
which makes the basket now a more affordable outlay for 
the consumer.
 With that firmly in mind and context I would 
consider how we will need to change our focus for future 
comparisons and make changes to the basket because, 
unless I am very wrong, there are definitely price increases 
and product content reduction in other 2019 ‘must haves’. 

 

 We will be asking for assistance in doing this 
because, as you know all too well, we remain a poorly 
resourced consumer association - actually, one of the 
poorest in the EU.  However, we will not be deterred and will 
outline our call to Irish consumers over the coming months.
 Finally, in terms of support, I must sadly reflect 
upon the passing of Dorothy Gallagher, a former CAI 
Council and Executive Member.  Dorothy was one of our 
most determined, focussed and energetic experts – ever.  
Her experience and accreditations were astounding and 
made her challenges on issues of food safety, consumer 
rights and, notably, fluoridation of our water the subject of 
signifcant change to better the lives of Irish consumers.
Codladh sámh, Dorothy. 

http://www.thecai.ie
http://www.zavamedia.com
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NEWS BRIEFS

Not Just Blowing Smoke Here!

News Briefs by Dermott Jewell

I learn how the US Food and Drug Administration (FDA) has 
proposed a new set of  rules that would restrict sales of  flavoured 
e-cigarette products as part of  its larger goal to counter the rise in 
teenager vaping there. Statistics indicate that flavoured e-cigarettes 
- as opposed to the tobacco, mint and menthol varieties - have 
become of  high appeal to younger consumers. In its draft guidance, 
the FDA also said it will consider the means and outlets, retail or 
online, through which the sales are completed and also if  age limita-
tions are considered. The Center for Disease Control and Preven-
tion (CDC) recently released its annual National Youth Tobacco 
Survey. The survey found that the number of  high-school students 
using tobacco products, which included e-cigarettes, rose by 38% 
and that more than one in four of  this group and one in 14 middle-
school students (age group 11-14 years) used a tobacco product 
in 2018.  The FDA has previously warned manufacturers against 
offering highly appealing fruity flavours to known underage users 
and contributing to epidemic levels of  teen use. The agency had set 
2022 as its deadline for legal resolution. However, it has announced 
a move forward with a new, earlier deadline of  8th August 2021. 
Moreover, it is announced how it will consider taking further action 
if  youth demand for ‘plain’ e-cigarettes rises following the adoption 
of  its stricter rules for flavoured products.  Great to see someone 
getting it right...

The good people at ComReg have asked me to flag that the Eir 2019/2020 printed phonebook directory will no 
longer be delivered to you.  You must instead pre-order it.  Is it a one-size-fits-all-citizens matter?   No.  You should 
know that you only have the right to request one for the geographical location of your home phone number, between 
1st April 2019 and 30th June 2019, by: 

• calling Freephone 1800 273 246;  
• emailing phonebook@eir.ie;  or
• writing to Eir Phonebook, PO Box No 13044, Tallaght, Dublin 24

Alternatively, if you DO NOT have a home phone number, IF/WHEN requested in advance, you can collect a copy free 
of charge between 1st September 2019 and 31st October 2019 from your nearest Eir retail store or have it delivered 
(for a pre-notified distribution charge) to your primary place of residence or business.

Alternatively again - there are electronic directories, which are available online. More details at www.comreg.ie/print-
ed-phonebook-directory. 

Finally, keep your old copy – it might be worth a fortune when we teleport to Mars – for a pre-notified particle  
distribution charge, obviously.

There is great news for travellers to America this summer and 
beyond. The Transportation Security Administration (TSA) 
began testing computed tomography (I don’t know either) 
machines at airports in Phoenix and Boston in June 2017. Since 
then, the machines have been extended to and are active in 12 
more locations. So, what does that mean? Standard and cur-
rently used scanner devices at airports focus in a two-dimen-
sional X-ray format.The new scanners are three-dimensional, 
which means that the technology allows the security monitor to 
rotate the image digitally to examine a suspicious item without 
unpacking a bag. It means that you may not have to take your 
laptop, tablet, liquids and other materials out of your carry-
on bag for inspection! Yes – really!! The initial deployment of 
new systems will commence officially in summer 2019 and be 
completed in 2020. It is unclear which airports will receive the 
new scanners first. The TSA announced that 300 new systems 
will be deployed at more airports nationwide at a cost of $96.8 
million (€87 million). There has been no announcement regard-
ing Europe or, specifically, Ireland. However, on behalf of Irish 
consumers, can I just say – We Want Them Too!

We 3D It...and It Worked!

NO MORE FREE FuEL

May 2019
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In case you missed it, the latest viral video sensation sweeping social media highlights the life-changing joys 
that the Cicret bracelet could bring to your life – and more?! Happily, there is a video, so I cannot be blamed 
for the claims made.  For example, it is “like a tablet… but on your skin”.  In the video, the user is wearing a 
thin plastic wristband and, by simply flicking their wrist, they can open an Android touch-screen surface on 
their forearm.  It is a projector, with a set of eight proximity sensors along the wristband that is delivering 
and creating the touch interface and the enormous capacity, well in excess of the current smartwatches.  It 
is advertised to be available in two storage sizes – 16 GB and 32 GB – and ten different colours, if or when it 
becomes a reality.  Guillaume Pommier is the co-founder of Paris-based Cicret.  He has confirmed that the 
video is an illustration and that the company consists of four partners who are trying to raise donations via 
PayPal to fund development.  More importantly, unlike crowd-funding campaigns generally, Cicret is just 
asking for donations with no liability attaching.  I would normally advise the buyer to beware but Monsieur 
Pommier has eliminated that consideration.  Therefore, my advice, tell him you are skint – he can look it up.

It’s No CicRet How I Feel About This

ESpACEIALLY TIRED pEOpLE WANTED

The National Aeronautics and Space Adminis-
tration (NASA), together with the German Aero-
space Agency and the European Space Agency, 
are asking for 24 volunteers to take part in a bed 
rest study from September next and through 
to December. The tests will be carried out in 
Cologne in a state-of-the-art ‘envihab’ that will 
require the volunteer to lie flat in bed for 60 days 
and carry out all activities lying down including, 
eating, dressing, showering, exercising etc. The 
goal here is to research how the body changes 
during weightlessness and, apparently, bed rest 
simulates that condition, and develop techniques 
to reduce any negative effects. During the two 
months, the volunteers will live in a single room 

but will be divided into two groups. One group 
will be rotated around in a centrifuge, similar 
to an artificial gravity chamber, which will force 
blood back into their extremities while the 
second group will not be moved. Now, many of  
us will suggest knowing (and even actually know!) 
someone who fits the bill here to perfection. But 
there must be consideration of  how this could 
affect the individual for a long time after the 
research (experiment). Applications for the study 
are available online from the German Aerospace 
Agency. The agency is looking for 12 men and 
12 women volunteers and the fee payable is 
€16,500. Snoring, I expect, will not be consid-
ered negatively. 

In response to a recent Parliamentary Question, the Minister 
for Local Government confirmed that the My Open Library 
scheme was expanding to include 23 new locations.  This will 
be an extension of a pilot scheme successfully operating in 
Tullamore, Banagher and Tubbercurry.  This will see signifi-
cantly more libraries in a number of locations remain open, 
unstaffed, past their normal opening hours.  The full cost of 
the scheme is estimated to be €1.94 million with the Depart-
ment contributing €1.41 million and the libraries making up the 
balance.  This is a scheme focussing upon facilitating libraries 
being open to the public between 8am and 10pm, to accom-
modate consumers who wish to avail of the services outside 
of normal working hours.  Staff would be present during the 
normal operating hours of the libraries, but the facilities would 
operate on a self-service basis for the extra hours.  There is 
to be no impact of staff as their normal hours are protected.  
To see a full list of the locations and costs associated with the 
expansions, readers can go to the My Open Library scheme 
at www.oireachtas.ie.  In an age where security is paramount 
and, by times, a barrier to us all, I must admit to being in-
trigued and keen to fully understand and enjoy the process. 

a Page Turner
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FOOD & HEALTH/News

Food &  
Health

 by Clodagh O’Donoghue

In the last couple of months, a number of
children’s toy products on the Irish market
have been recalled due to the presence
of restricted chemicals. There has been a
growing awareness of the risks to human
health associated with the use of certain
chemicals known as phthalates in the
production of plastic products. Phthalates
are a group of chemical compounds that
are used in the manufacture of a variety
of plastic materials, such as PVC and
food packaging, to make them softer or
more flexible. The problem is that when
they are present in consumer products,
phthalates are not chemically bound
to the plastics so they can be released,
leading to the potential for human
exposure. While phthalates represent a
huge class of chemicals with different
properties and uses, several have been
shown to have negative health impacts
and have been linked to a wide range of
conditions, from asthma and breast cancer
to neurodevelopmental and behavioural
issues to altered reproductive development
and male fertility problems. Since 1999,
EU member states have been prohibiting
the use of certain phthalates in toys and
childcare products, which are of particular
concern as young children are the most
vulnerable to the effects of phthalates and
are also more likely to come into contact
with phthalates through their tendency to
place items in their mouth and suck, chew
or bite on them.
  The EU has banned phthalates
in toys in a concentration above 0.1%
of the item’s total plastic weight but a
number of recent product recalls show
that manufacturers do not always adhere
to these restrictions. In all, around 170
dolls have been recalled across Europe for

exceeding the phthalate limit set by the EU
since January 2018.
  The Competition and Consumer
Protection Commission (CCPC) has
highlighted on its website the recall of
three children’s toys due to the presence
of phthalates between February and
April of this year. Most recently, Smyth’s
Toys announced the voluntary recall as
a precaution last month of the IMC Toy
Cry Babies Nala doll, following a problem
that was uncovered in relation to the
level of phthalates it contains. The recall
only affects the following serial numbers
- 18/10657/-36, 37, 38, 39, 40, 41, 43, 44,
45, 46 - with around 1,260 of these dolls
having been sold in the Republic of Ireland.
Owners of this product can locate its serial
number in the doll’s battery compartment
and if they have an affected product, they
should stop using it immediately.
  The recall of the Nala doll follows
another voluntary recall by Smyth’s Toys
in March of toy product Emco Haschel
Toys Mini Cupcake Surprise doll. This
item has been recalled because it contains
prohibited phthalates and the issue affects
batch number 1613 only. Around 4,948
units are affected across the island of
Ireland and owners can look for the batch
number on the item’s packaging.
  With both items, consumers 
should return the product and packaging 
to a Smyths Toys store where they will be 
offered a refund. Online purchasers can call 
Smyths Toys’ customer service on 091 336 
890 or complete the online contact form 
available at: https://www.smythstoys. com/
ie/en-ie/contact-us. 
  A further toy product recall 
is under way since February, this time 
involving a four-piece set of bath ducks sold 

by trader ‘e_lenxs’ on the Wish.com website. 
These products again contain phthalates 
above the allowable levels and there is an 
additional safety concern that small parts 
may be detachable, presenting a choking 
hazard. Around 188 units of this product 
were sold to consumers in the Republic of 
Ireland and purchasers should discontinue 
use immediately and make sure to keep 
these items out of the reach of children. The 
CCPC recommends that affected consumers 
contact the seller directly via their Wish.
com account or they can also contact Wish 
customer care for further information.

Recall of children’s toys due to phthalates
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MONEY NEWS

Money News Money News by Róisín Moloney Weekes

Consumer Rights Law Irregularities 
Among E-Commerce Websites

“Consumers are seeing a deficit 
in their consumer rights in over 
half the websites surveyed.”  

According to the European Commission, 
approximately 60% of a dataset of 
e-commerce websites is not adhering to 
EU consumer rules.  As part of an EU-wide 
sweep of websites carried out by the 
European Commission with the help of 
the Consumer Protection Cooperation 
(CPC) Network, it became apparent that 
consumers are seeing a deficit in their 
consumer rights in over half the websites 
surveyed.  The areas of particular concern 
arose around how pricing and special 
offers were presented to consumers.  This 
Commission-led screening of websites 
takes place annually and is aided by 
the CPC Network, which is made up of 
national consumer authorities.  This latest 
screening was conducted in November 
2018 by consumer protection authorities 
in 24 EU member countries as well as 
Norway and Iceland.
  The dataset comprised of 560 
websites and the areas reviewed covered 
a range of sectors including those 
selling goods, services, digital content, 

footwear, clothing, computer software and 
entertainment tickets.  Of the websites 
offering discounts, consumer authorities 
suspected that over 31% of websites 
surveyed were making offers that were not 
authentic.  They also found that within this 
cohort the way in which the discount price 
was being calculated was not clear. 
  On 211 of the 560 websites 
reviewed, authorities found that the final 
price at payment was higher than the 
initial price offered.  It was found that 39% 
of those traders did not include proper 
information on extra unavoidable fees on 
delivery, payment methods, booking fees 
and other similar surcharges.
  These results must be read in 
the context of EU consumer law, which 
obliges traders to present prices inclusive 
of all mandatory costs and, where such 
costs cannot be calculated in advance, 
their existence at least must be clearly 
presented to the consumer.
  Other areas of concern included 
the fact that in 59% of the 560 websites 

checked, traders failed in their obligation 
to provide an easily accessible link to the 
Online Dispute Resolution (ODR) platform, 
which is obligatory under EU law.  The 
ODR platform allows consumers and 
traders to resolve disputes in relation to 
online purchases without having to go to 
court.
  A further worrying finding 
is that, in almost 30% of the websites, 
irregularities were found relating to 
how information was presented about 
consumers’ right to withdrawal.  According 
to EU law, which provides for a 14-day 
cooling-off period, consumers must be 
clearly informed about their right to 
withdrawal when they make an online 
purchase.
  Arising from this website sweep, 
it has been stated by the European 
Commission that its consumer protection 
authorities will ensure full compliance 
of the traders concerned in this study 
by activating their national enforcement 
procedures where necessary.  

RIAI Simon Open Door 2019
The RIAI Simon Open Door 2019 returns from 
Saturday 11th May 2019 through to Sunday 
19th May 2019.  This partnership between 
the Simon Communities of Ireland and the 
Royal Institute of Architects of Ireland (RIAI) 
has raised almost €600,000 over the last 14 
years for the Simon Community, which offers 
support and services to those experiencing 
homelessness or housing insecurity.  under 
the fund-raising initiative, anyone can sign 
up to Simon Open Door for a donation of 
€95 and receive an hour-long consultation 
with a certified RIAI architect. 
  The more information you can 
bring to your architect on the day of your 

consultation, the more you will get out of 
it.  You can expect to get general advice 
on services provided by architects, fees 
charged, information on building costs 
including VAT, building materials that 
could be used, planning requirements and 
exemptions, documents used for planning 
tenders and building contracts.  Given the 
time constraints involved in an hour-long 
session, it will not be possible for the 
architect to provide specific planning advice 
or an actual design.
  If available to you, bring an 
ordinance survey map, lease map or site 
location map. Bring photos of the elevation 

of your existing house if planning a 
renovation and photos of adjoining houses 
if relevant. General site dimensions and 
the approximate area for the proposed 
development are also helpful for the 
architect to know.   It is also important to 
have your approximate budget and a brief 
description of what you want from any 
proposed build. 
  All money raised goes towards the 
work of the Simon Community, including the 
provision of emergency accommodation, 
counseling sessions, emergency packs for 
rough sleepers and home starter packs for 
those moving into their own homes.
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We now live in a world of disposable clothes, 

social media and fast fashion. Publishing photos 

of ourselves on social media has contributed to 

the need to buy more and more new clothes and 

to a tendency to wear a garment only once.  The 

phenomenon of fast fashion facilitates this idea 

of a one-wear garment as the trends change so 

quickly in response to your favourite celebrity. 

The costs of such trends are high on a number 

of fronts including environmentally, socially, 

ethically - and they are also not so good for 

our personal finances. Innovators are working 

hard to buck this trend and raise awareness, 

particularly helping younger generations to 

understand that re-wearing garments is normal 

practice and that quality clothing should be 

designed to be re-worn and to last. 

  The fast fashion industry seeks out 

the cheapest production cost, which in turn 

has led to garment ghettos around the world.  

Production costs are cut to compete on a global 

scale and this means lower wages and longer 

working hours for employees in such garment 

ghettos.  Such production companies also 

compete on speed of production and so health 

and safety are often compromised.  Only when 

accidents are of certain magnitude do they tend 

to be reported in world media. 

  The environmental costs of this 

trend are vast - for example, overreliance on 

certain materials such as cotton further harms 

the environment in its production.  One of the 

many innovators working hard to combat the 

effects of fast fashion is thenuwardrobe.com.  

This organisation is dedicated to providing 

alternatives to fast fashion that are affordable 

and accessible.  Using the concept of sharing 

clothes, this start-up seeks to reduce the 

environmental impact of fast fashion.  It claims 

that every time you share your clothes you 

offset 25% of the resources used to make a new 

item, meaning you can make an impact with the 

wardrobe you already have.  Thenuwardrobe.

com aims to recirculate clothes as much as 

possible, raise awareness of the impact of the 

fashion industry on the planet  and build a 

community of change-makers.  It is pursuing 

these aims through its online platform, which 

it is now developing in Dublin and London.  

Members can search the online wardrobe by 

area, campus, colour or styles, then choose an 

item, request to book the item at a flat fee of €5 

per borrow, and enjoy the item before returning 

it. 

  Other innovations are offered by the 

Northern Ireland label jumpthehedge, which 

creates bags made from reclaimed materials, 

and Zurich company Freitag, which uses 

worn-out truck tarpaulins for making its range 

of holdalls and accessories, while the designers 

at Kinsale-based Mamukko use sailcloth, 

emergency liferafts and fish netting in their 

handmade bags.  A poll carried out by fashion 

resale marketplace Thredup at the start of the 

year found that one in four women plan to quit 

fast fashion in 2019 to be more eco-friendly. 

Bucking Fast Fashion Trends  

Ruling on landlord who did not accept HAP
In a recent judgement of the Circuit Court, it was found 
that an individual, Mr Damien Keogh, was discriminated 
against on the housing assistance ground when he was 
told by a landlord that HAP - the Housing Assistance 
Payment provided by the local authority - was not 
accepted. 
  The Free Legal Advice Centre (FLAC) acted on 
behalf of Mr Keogh in bringing a case to the Workplace 
Relations Commission (WRC) after he initially went to his 
local Citizens Information Service to make a complaint.  
Mr Keogh was successful in his application and the 
landlord in this case appealed the decision to the Circuit 
Court. 

  By way of background, Mr. 
Keogh, a single man living in homeless 
accommodation, had been HAP-approved 
for a number of years. He had been trying 
to secure accommodation for some time 
when he inquired about an advertised 
vacancy for a one-room apartment. 
He had advised the landlord by email 
that he qualified for HAP and had all his 
paperwork ready. The landlord responded 
promptly to his inquiry stating that she 
did not accept HAP. The WRC had held in 
Mr Keogh’s favour and the landlord was 
ordered to pay him the sum of €2,000.
  The landlord appealed the 
decision to the Circuit Court and the 
President of the Circuit Court, Mr Justice 
Groarke, upheld the WRC’s decision that 

Mr. Keogh had indeed been discriminated 
against.  The landlord maintained that she 
did not have sufficient knowledge about 
the HAP scheme to participate in it. In 
his judgement Mr Justice Groarke noted 
that although there was no bad faith in 
the landlord’s action, lack of knowledge 
of the law is not a defence and that there 
was discrimination in Mr Keogh’s case.  
While he reduced the award from €2,000 
to €1,000, he also awarded legal costs 
against the landlord in favour of Mr. 
Keogh.
  This case arises in the context 
of the Equal Status Acts, which prohibit 
discrimination in the provision of 
goods and services. This legislation 
was expanded from January 2016 to 

prohibit discrimination in the provision 
of accommodation based on a person’s 
eligibility for housing assistance, which 
includes rent allowance or HAP or any 
payment under the social welfare acts.
  Commenting on the case, Eilis 
Barry, Chief Executive of FLAC, welcomed 
the outcome of the appeal and stated: 
“It is important that this new legislative 
provision which protects people in 
receipt of the HAP payment is found to be 
effective. Landlords need to be aware of 
this important protection and ensure that 
they do not discriminate against potential 
and existing tenants in receipt of HAP.”
  Mr Keogh’s case is 
representative of the difficulties faced by 
people trying to get out of homelessness. 
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Food & Health/Food Labelling

The Junker Commission was slow in bringing 

forward additional legislative measures in the 

area of food information as outlined in the 

framework law EU Regulation 1169/2011 on the 

Provision of Food Information to Consumers.  

The Regulation came into force in December 

2014 and nutritional information requirements 

were applicable as of December 2016.  In 

the meantime, the Commission produced a 

number of limited rules on Origin Labelling 

and on a lot of other issues sought more 

information and research. 

  The Consumers’ Association 

of Ireland (CAI) believes that the Junker 

Commission’s record is not good enough – it 

is a general principle of European food law 

that consumers should be provided with 

clear, informative mandatory food labelling 

in order that they can make informed choices 

in relation to food they consume and to 

prevent any practices that may mislead 

the consumer.  Sadly, gaps remain in the 

mandatory information provided to consumers 

on food labels and the CAI is calling upon the 

new Commission and Parliament to rectify 

these gaps immediately in order to enhance 

consumer confidence in the foods they 

purchase.  

Nutrition Labelling
One in two European adults is overweight 

or obese.  Figures are particularly alarming 

for children, with one in three overweight or 

obese. 

  Since December 2016, all food and 

non-alcoholic drinks must carry a nutritional 

declaration on the back of the pack.  Yet 

many consumers struggle to make sense of 

the declarations.  The declarations lack an 

interpretative element, such as colour coding, 

to help people figure out the nutritional 

value of a product.  Front-of-pack nutritional 

labelling does permit colour coding but is 

equally confusing as the EU did not legislate 

for a uniform form of front-of-pack labelling so 

many products use a melange of colours and 

percentages and nutrient declarations. The 

rules allow the possibility for Member States 

and food companies to develop their own 

simplified nutrition labelling schemes – some 

schemes are useful, others confusing – this 

anomaly needs to be rectified.

Alcohol Labelling
When EU food labelling rules were negotiated 

over seven years ago, one important loophole 

was created: alcoholic beverages were 

exempted from having to provide nutrition and 

ingredients information.  In 2017, the European 

Commission itself found no “objective 

grounds that would justify the absence of 

information on ingredients and nutrition 

information” on alcoholic drinks.  But instead 

of moving towards legislation to finally close 

this loophole, the Commission granted the 

alcohol industry one additional year to come 

forward with a proposal for self-regulation 

which was published in March 2018 but fails 

to meet consumers’ expectations.  Very few 

consumers are aware that a large glass of red 

wine (13 percent alcohol) has 170 calories and 

an average half litre of beer (5 percent alcohol) 

has about 220 calories. These amounts are 

comparable to eating a chocolate bar.  The 

new Commission and Parliament must finally 

Food Information – CAI demands action from the 
new EU Commission and European Parliament 

The CAI’s Raymond O’Rourke highlights gaps in food labelling legislation 
that need to be rectified for the benefit of consumers.
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Food & Health/Food Labelling

tackle the anomaly whereby the alcoholic 

drinks industry avoids providing mandatory 

ingredients and nutrition information on their 

products.    

Origin Labelling
EU legislation presently exists for mandatory 

country-of-origin labelling for particular meats 

such as beef, pork, lamb, goat and poultry.  In 

the wake of the horsemeat scandal, consumer 

advocates argued that the scandal could have 

been averted if producers and manufacturers 

had to mandatorily label the origin of meats 

used as an ingredient in processed foods such 

as meat pies, lasagne etc.  Compulsory origin 

labelling would not be a complete panacea, but 

it certainly would have made it more difficult 

for traders to pass off horsemeat as beef.  

  Article 26(3) of the Food Information 

Regulation 1169/2011 stated that where the 

country of origin or the place of provenance of 

a food is given and where it is not the same as 

that of the primary ingredient, the country of 

origin or place of provenance of the primary 

ingredient in question shall also be given 

or indicated as being different to that of the 

food.  It further states that application of these 

requirements shall be subject to the adoption 

of an implementing act.  The implementing act 

EU Regulation 2018/775 was adopted in May 

2018 and will come into force in April 2020.

  A ‘primary ingredient’ is defined 

in the Food Information Regulation (Article 

2(q)) as “an ingredient or ingredients that 

represent more than 50% of that food and 

which are usually associated with the name 

of the food by the consumer and for which 

in most cases a quantitative indication is 

required”. Unfortunately, the Implementing 

Regulation 2018/775 whilst mentioning 

‘primary ingredient’ throughout the legal text 

does not actually make any cross-reference 

to this definition in Article 2(q) which covers 

an ingredient and ingredients – this issue is a 

major oversight in the newly adopted rules.  

  The CAI highlighted recently the 

anomaly where existing labels mislead the 

consumer when sliced chicken was being sold 

as being ‘Made in Wicklow’ yet the origin of the 

chicken was the Netherlands – such misleading 

practices need to cease. 

Vegetarian/Non-vegetarian 
Labelling
The Commission were mandated under the 

Food Information regulation to bring forward 

possible rules on information relating to the 

suitability of food for vegetarians/vegans.  

Alas, the Commission failed to do anything on 

this subject even though whole sections of 

supermarkets are now full of foods catering to 

vegans and vegetarians – the labelling rules for 

such products are in a legal limbo dependent 

on the food manufacturer or any national 

rules that exist, for example in Germany and 

the Netherlands but not in Ireland.  An EU 

Citizens Initiative has been established for 

the introduction of mandatory rules for such 

products by means of three simple pictorial 

labels on all food products: Non-Vegetarian, 

Vegetarian and Vegan.  The new Commission 

must tackle this issue immediately as 

numerous products are being placed on 

the market claiming to be specifically for 

vegetarians yet containing animal-based 

ingredients.    

Marketing Terms
Consumer organisations have complained to 

the Commission about the use of ‘marketing 

terms’ by food companies which aim to give 

the consumer the impression that the product 

is authentic and unique since it is a ‘traditional’ 

or ‘farmhouse’ product.  These terms in many 

cases are bogus and simply misleading.  

The Commission has flatly refused to draft 

legislation to define terms such as: artisan/

artisanal, farmhouse, traditional and natural.  

In that case, the possibility of introducing 

legislation to clarify and define the use of 

these ‘marketing’ terms has been left to the 

jurisdiction of Member States. 

  Ireland has been one of the few 

Member States to attempt to provide some 

clarity on the use of such ‘marketing’ terms.  

In 2014, the Food Safety Authority of Ireland 

(FSAI) established a Working Group consisting 

of stakeholders (including the CAI)) to draft a 

Guidance Note on the Use of Marketing Terms. 

  The CAI was therefore to the 

forefront in assisting the FSAI publish their 

Guidance Note on Marketing Terms (May 

2015) – over three years before it has become a 

lobbying issue for our European colleagues in 

BEUC (European Consumers Organisation) in 

Brussels.  It will be interesting to see whether 

if the new Commission decides to introduce 

legislation to clarify and define the use of 

such ‘marketing’ terms whether they will 

incorporate the comprehensive definitions of 

these terms established in the Irish Guidance 

Note into EU law.

  The CAI therefore calls on the 

new European Commission and European 

Parliament to legislate in order that:

• All EU consumers should be able to make 

healthier food choices when they shop for 

groceries thanks to the introduction of a 

mandatory EU-wide front-of-pack nutritional 

labelling scheme with colour coding.

• Alcoholic drinks should be required to 

provide information about nutrition and 

ingredients on the label, where it can be seen 

and used by consumers.

• Origin labelling is strengthened so that 

misleading practices whereby food products 

seemingly having primary ingredients from 

Ireland are found in actual fact to contain 

primary ingredients from other countries.  

• Mandatory EU-wide rules are introduced for 

food products for vegetarians and vegans by 

means of three simple pictorial labels on all 

food products: Non-Vegetarian, Vegetarian and 

Vegan.

• Marketing Terms such as artisan, traditional, 

farmhouse and natural are defined at EU 

level in line with the FSAI Guidance Note on 

Marketing Terms (May 2015).

 Raymond O’ Rourke     
Consumers’ association of Ireland
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LIFESTYLE / Supermarket Survey

Fierce competition continues in Ireland’s 
grocery market as supermarket retailers vie 
for customers.  Recent figures from market 
research company Kantar show that, for the 
12 weeks leading up to 24th March 2019, 
Tesco and Supervalu were neck and neck as 
each had a 21.2% share of the market while 
Dunnes Stores had held onto its lead for the 
seventh consecutive period with a 22.3% 
market share.  Aldi saw the fastest growth 
in the sector for the period and finished 
ahead of direct competitor Lidl’s 11.8% 
share with a 12.1% share.  The supermarkets 
use a variety of strategies to compete for 
customers’ loyalty, emphasising the quality 
and provenance of their produce, their 
sustainability efforts or their community 
involvement but price is always going to be 
a key factor in any savvy consumer’s decision 
on where to shop and what to buy.

 Since the start of the millennium, 
the Consumers’ Association of Ireland (CAI) 
has been tracking the prices of a supermarket 
basket of branded goods and, 19 years on, 
we have again hit the grocery aisles with 
our familiar shopping list in hand.  We last 
conducted our survey in September 2016, 
with our findings published in the October 
2016 issue of Consumer Choice, and below 
we present the results of our latest shopping 
trip to gauge how the intense competition for 
customers’ grocery budgets has affected the 
prices of the 19 items contained in our basket.

Supermarket Basket Survey 2019

About our survey
For our 2019 survey, Consumer Choice 
checked prices across the three major 
retailers in Ireland - Supervalu, Tesco, and 
Dunnes Stores - which have been included in 
all previous surveys since 2000.  prices were 
sourced in-store and online on 11th -12th April 
and the figures quoted on Table 1 below are 
the average price calculated across the three 
retailers.  Not all the products in the sizes 
sought are available in all three supermarket 
chains and, where necessary, the average 
price is calculated from the prices charged by 
either one or two of the retailers that do stock 
the item in question. Our basket includes 
19 items that were determined in 2000 to 
be common purchases for the typical Irish 
household.  For the sake of making consistent 
comparisons to previous surveys in past 
years, and because most of the items in our 
basket are branded goods, the increasingly 
popular discount retailers Aldi and Lidl are 
not included in our main survey.  Again for 
the sake of consistency, we disregard any 
price promotions, discounts and multi-buy 
offers that were advertised in order to provide 
the most accurate picture of pricing trends 
this year as a whole.  As much as possible, 
the survey this year is directly comparable to 
the first survey conducted 19 years ago and 
all subsequent surveys.  However, we have 
accounted for various changes in package 
sizes that have occurred over the years and 

With ongoing intense competition in the su-
permarket sector, what has been the effect on 
the cost of the CAI’s basket of branded goods?

REPORT by Clodagh O'Donoghue

At a glance
• 2019 survey findings
• Package size fluctuations 
• Non-brand alternatives

noted these variations on our table.  Given 
the frequency with which manufacturers 
have altered their package sizes over the 
last two decades, the prices noted need to 
be cross-referenced with the appropriate 
package sizes to gain an accurate view of 
any pricing changes.  At the end of our 
table, we have included footnotes that 
make price adjustments for a number of 
products that were subject to weight/
volume changes since the 2016 survey.

Survey findings
In this year’s supermarket basket survey, it is 
a case of swings and roundabouts.  In all, six 
products have remained stable in price with 
another product effectively staying at the 
same per-unit price following a change in 
package size.  Five products have increased 
in price – some by a little and some by a lot 
- whereas, perhaps somewhat surprisingly, a 
further five have seen straightforward price 
reductions, with two others seeing effective 
per-unit price reductions when prices are 
adjusted for the new package sizes.  As in 
previous years, it was interesting to note 
the high level of price matching among the 
three retailers, with over half the products 
in our basket priced identically in two or 
more stores. As mentioned, our survey 
notes the average price of the items across 
the three major supermarket retailers and 
when you add up the average basket total 

10
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for 2019 for our 19 items, it comes to €42.83 – 
which is a modest 20 cent less than the 2016 
total of €43.03 and very slightly lower than 
the 2015 total of €42.89.  It’s not much, but 
perhaps it is a case of every little helps…to 
quote one prominent supermarket chain.
  This small overall reduction is aided 
by the fact that as many items have come 
down in price as have gone up. Many of the 
increases are small, in the range of between 
1% and 10%.  In only one instance is the price 
hike very significant – Kerrygold butter in 
the 454g size has jumped from €2.95 in 2016 
to €3.75 today, a massive leap of 80 cent or 
around 27%.  In terms of our overall basket, 
the price increases are effectively offset by 
price reductions in the region of 1% to 20%, 
with the biggest drop coming in Head & 
Shoulders Classic Clean shampoo, which fell 
by 90 cent from the 2016 average price.

Beyond brands
It must be noted that the basket of goods 
that the CAI has historically tracked are 
mostly branded items. Many consumers have 
moved away from staunch brand loyalty in 
recent years, preferring to seek out the best 
value available and opting for typically less 
expensive store-brand products, particularly 
given the improvements in quality of these 
items. Branded goods are frequently the 
subject of price promotions as noted by 
safefood’s recent What’s On Offer study 
that looked at special offers and discounts 
across a range of retailers and found that 
80% of the items on offer were branded 
goods. Corroborating this finding, when 
pricing its basket in both March and April 
this year, the CAI found that at least a third 
the 19 items in the basket were on offer 
across the three retailers at any one time. The 
safefood survey, which provided insights into 
consumer shopping behaviour, also found 
that consumers are keen to take advantage 
of discounts as allowing them to purchase 
branded goods that they perceive to be 
better quality than store-brand items but that 
they might forego in the absence of a price 
promotion for budgetary reasons. 
  Those eschewing brands in favour 
of value continue to make significant savings.  
The three major supermarket retailers offer a 
wide range of own-brand products that are, 
in some cases, less than half the price of their 
branded equivalent. Moreover, across the 
three major retailers, the prices of own-brand 
products seem set to come close to or equal 
pricing in the ever-growing discount stores 
Aldi and Lidl. As in our last October 2016 
report, we have again priced a similar basket 
of items from both Aldi and Lidl – though it 
should be noted that not all items are exact 
substitutes and their weight/volume may not 

match the branded basket equivalent.  The 
findings are presented on Table 2 below. As 
well as some changes in brand names and 
small size variations, our findings indicate 
some minor fluctuations in the prices charged 
since the 2016 survey, with more items 
reducing in price than rising – reflecting the 
strong competition in this market to the 
benefit of consumers. Overall, the cost of 
each basket dropped from the 2016 totals by 
well over a euro.

Package size fluctuations 
As can be seen on Table 1 below, over the 
19 years in which the CAI has priced its 
supermarket basket, manufacturers have 
frequently tweaked the size or volume of 
their packaged products. There have been 
numerous examples in the grocery category 
of manufacturers reducing the quantity of a 
product contained in a package that looks 
similarly sized and that is priced the same.  
Such tactics, often termed ‘shrinkflation’, 
make it hard for consumers to discern that 
the overall cost per unit of the product has 
gone up. It preys on consumers’ inability 
to either notice the size change or make 
complex calculations as they stand in the 
supermarket aisle to determine the extent 
of the price hike. Our table below notes 
four package size changes since our 2016 
survey among our 19 products and, in three 
of these instances, the quantity or volume 
has been reduced. unusually though, in two 
cases, the weight/volume reduction has 
also been accompanied by a price reduction 
and when a price adjustment calculation is 
made, it transpires that the per-unit cost has 
not in fact increased. In one instance where 
the quantity size was reduced, the per-unit 
price has stayed more or less the same and 
in another example it has actually been 
reduced. The weight of the Birds Eye garden 
peas package has been reduced slightly from 
400g to 375g, but the average price has also 
reduced correspondingly, meaning that the 
per-unit cost price is essentially the same. In 
addition, the content weight of the Kelloggs 
cornflakes package has come down 10% from 

500g to 450g but the price has also seen a 
significant drop. The overall result is that 
the per-unit price of the product has fallen, 
knocking around 10% off the 2016 price when 
proper weight/price adjustments are made.   
These examples suggest that manufacturers 
and retailers may be acknowledging that 
consumers are getting wise to the strategy 
of shrinkflation and are unimpressed when 
sneaky price hikes are foisted upon them.
  There is only one example of 
shrinkflation among our current findings. 

Not only has the price of Donegal Catch 
cod fillets risen by 50 cents or 10% from our 
last survey, but the weight of the fish has 
been slightly decreased, from 450g to 429g, 
effectively further exacerbating the price 
hike. Having said this, Consumer Choice 
accepts that there may be outside market 
forces at play for this kind of product, and it 
also must be said that this product is subject 
to widespread and extended discounting 
across all three supermarket retailers. 
  In the final example of a package 
size change among the 2019 findings, Fairy 
washing up liquid has been restored to a 
500ml bottle from the 433ml bottle of the last 
few years. Doing the sums, 500ml would have 
cost €1.89 at the 2016 price so the average 
price in 2019 of €1.86 represents, in fact, a 
small reduction in its cost, even though a 
quick glance at the table might suggest that 
the item has suffered a price jump.

At the checkout 
Consumer Choice is heartened that prices in 
this year’s basket have fallen as well as risen 
and we welcome the small overall reduction 
in the average price of the basket of goods 
as a whole. We felt it was timely to conduct 
our basket survey in the current uncertain 
climate, with Brexit, in whatever form it may 
take, still looming. Consumer Choice will 
monitor the pricing of these goods over the 
coming months to see what impact, if any, 
the uK’s departure from the Eu will have on 
the cost of our shopping basket.

11
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average 
price 2000 

average 
price 2002 

average 
price 2005 

average 
price 2007 

average 
price 2008 

average 
price 2011 

average 
price 2013 

average 
price 2014 

average 
price 2015 

average 
price 2016

average 
price 2019

Chilled Products

Avonmore full fat fresh milk, 1 litre 0.79 0.85 0.88 0.90 1.14 1.16 1.14 1.24 1.24 1.24 1.24

Kerrygold butter foil wrapper, 1lb, 454g 2.05 1.99 1.83 1.84 2.38 2.67 2.95 2.95 2.95 2.95 3.75

Denny Gold Medal (not skinless) sausages, 1/2 lb, 227g, 1.08 1.14 1.39 1.49 1.75 1.55 1.85 1.89 1.89 1.89 1.99

Frozen Products

Birds Eye frozen garden peas (450g between 2000 and 
2013; 400g between 2014 and 2016; 375g since 2019)* 

1.54 1.61 2.12 1.83 2.23 1.86 2.08 2.14 2.08 2.16 2.03

Donegal Catch cod, 450g (429g since 2019)* 3.33 3.58 3.99 4.28 4.99 5.01 5.40 5.54 5.33 5.00 5.50

Dry Grocery Products

Kelloggs cornflakes, 500g (450g since 2019)* 2.12 2.11 2.16 2.24 2.28 2.55 2.84 2.73 2.82 2.90 2.27

Lyons tea bags, Gold Blend, 80 pack 2.34 2.47 2.85 2.78 3.19 3.24 3.78 3.80 3.79 3.79 3.74

Siúcra granulated sugar, 1kg (500g since 2015) 1.13 1.14 1.13 1.09 1.09 1.05 1.45 1.55 0.85 0.77 0.75

Brennans premium white sliced pan, 800g 1.11 1.17 1.29 1.35 1.59 1.58 1.58 1.58 1.50 1.50 1.50

Batchelors baked beans, 420g 0.65 0.66 0.72 0.86 0.77 0.85 0.93 0.99 1.08 1.10 1.10

Cadbury dairy milk chocolate bar, 100g (200g since 
2015) 

1.04 1.08 1.22 1.27 1.57 1.63 1.72 1.87 3.18 3.34 3.12

Squeez pure premium orange juice (original), 1 litre 1.32 1.38 1.52 1.64 1.17 1.39 1.60 1.81 1.81 1.82 1.86

Heinz squeezable (Top Down) tomato ketchup, 460g 1.47 1.57 1.66 1.68 1.68 2.29 2.58 2.49 2.63 2.79 2.79

Erin country vegetable packet soup, 68g (thick country 
vegetable, 72g, since 2014) 

0.95 0.86 0.94 0.96 1.06 1.09 1.18 1.17 1.17 1.18 1.18

Kitchen and Bathroom Products

Fairy original washing up liquid, 500ml (433ml between 
2011 and 2016)* 

1.55 1.60 1.53 1.49 1.36 1.19 1.54 1.52 1.68 1.63 1.86

Head & Shoulders Classic Clean, 200ml (250ml since 
2011) 

3.26 3.64 3.49 3.39 3.59 3.03 3.86 3.89 4.33 4.39 3.49

additional Products

Fresh milk, 2 litres, store's own brand 1.29 1.29 1.22 1.19 1.65 1.49 1.49 1.55 1.49 1.49 1.49

Irish Pride family pan, 800g (sandwich pan since 2013) 1.12 1.13 1.21 1.34 1.47 1.53 1.68 1.72 1.48 1.49 1.60

Domestos bleach, original (blue), 750ml 1.70 1.86 1.73 1.68 1.63 1.29 1.41 1.52 1.59 1.60 1.57

TABLE 1: SUPERMARKET BASKET SURVEY PRICE COMPARISONS 2000 – 2019 

For this survey, prices were checked on the 11th-12th April 2019 online and in store and an average price calculated across the three major supermarket retailers.
*A number of products have seen quantity/volume changes this year.  So you can compare the prices of these products against the2016 survey, the following are the adjusted prices for these items in 2019:
 Birds Eye frozen garden peas: 375g would have cost €2.02 at the 2016 price, so the average per-unit price is almost the same in 2019.
 Donegal Catch Cod: 450g would cost €5.77 at the new 2019 price, so the average per-unit price represents a further increase.
 Kellogg's corn flakes: 500g would cost 2.52 at the new 2019 price, so the average per-unit price has been reduced.
 Fairy original washing up liquid: the product has returned to the 500ml size in 2019, 500ml would have cost €1.89 at the 2016 price so the average per-unit price in 2019 represents a small reduction in price.
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aldi Brand Name
Price 
2016

Price 
2019 Lidl Brand Name

Price 
2016

Price 
2019

Clonbawn  Whole Milk 1 litre 0.75 0.75 Coolree Creamery  Whole Milk 1litre 0.75 0.75

Kilkelly Irish Creamery Butter 454g 2.19 2.19
Dairy Manor Irish Creamery Butter 
454g

2.19 2.19

Brannans' Irish Pork Sausages  227g 0.79 0.79 Glensallagh Irish Pork Sausages  227g 0.79 0.79

Four Seasons Garden Peas 1.08Kg (1kg 
since 2019)

0.89 0.64 Green Grocer’s Garden Peas 1Kg 0.89 0.99

Northern Catch Cod Fillets 500g (The 
Fishmonger Cod Fillets 450g since 
2019)

2.79 1.99 Ocean Trader Cod Fillets 500g 2.49 1.69

Harvest Moon Cornflakes 500g 0.99 0.99 Crownfield Cornflakes 500g 0.99 0.99

McGrath's Gold Blend Tea Bags 80 pack 1.25 1.15 Fallon’s Gold Blend Tea Bags 80 pack 1.25 1.15

The Pantry  Granulated Sugar 1kg 1.19 0.99 Bellbake Granulated Sugar 1Kg 1.19 0.99

Corale Baked Beans 420g 0.39 0.38
Freshona Baked Beans  420g (Newgate 
Baked Beans since 2019)

0.39 0.38

Ballymore Crusty Pan White  800g 0.89 0.89
Connell Bakery Traditional Batch Bread 
800g (Premium Sliced White Pan since 
2019)

0.98 0.99

Dairyfine Milk Chocolate 200g 0.99 1.19
Bellarom Premium Milk Chocolate 
200g (Fin Carre Milk Chocolate since 
2019)

1.49 1.19

Del Riva  Pure Orange Juice 1 litre, 
chilled

1.49 1.49
Vitafit Pure Orange Juice, 1 litre, chilled 
(Solevita Orange Juice since 2019) 

1.49 1.49

Bramwells' Tomato Ketchup 500ml 
(560ml since 2019)

0.75 0.73
Kania Tomato Ketchup 500ml (Batts 
Tomato Ketchup since 2019)

0.75 0.72

Harvest Kitchen Cream of Vegetable 
70g (Bramwells cream of vegetable 
since 2019)

0.55 0.59 Newgate Cream of Vegetable 63g 0.55 0.59

Magnum Green Washing-Up Liquid 
500ml

0.79 0.69
W5 Power Green Washing-Up Liquid 
500ml

0.79 0.69

Carino Antidandruff Shampoo 330ml 
(Lacura Antidandruff Shampoo since 
2019)

0.89 0.89
Cien Antidandruff Shampoo (Clean) 
330ml

0.89 0.59

Clonbawn Whole Milk 2 litres 1.49 1.49 Coolree Creamery Whole Milk 2 litres 1.49 1.49

Ballymore Crust   Medium White Sliced 
Pan 800g

0.69 0.69
Connell Bakery Medium White Sliced 
Pan 800g (Toastie Sliced Pan since 
2019)

0.69 0.69

Powerforce  Thick Bleach (Blue) 750ml 0.62 0.62 W5 Thick Bleach (Blue) 750ml 0.62 0.62

For this survey, prices were checked in store on the 17th April 2019 .

TABLE 2: ALDI AND LIDL BASKET SURVEY 2016-2019



www.thecai.ie May 2019  15

Consumer Choice investigates the savings 
account market and what is on offer for lump sum 
and regular savers. 

REPORT by Róisín Moloney Weekes 

At a glance
• Savings goals and advice
• Reward comparisons
• Junior savers 

Savings Accounts 

month.  
  Shifting your mind set from seeing 
savings as disposable income really is key.  It 
is much less tempting for some of us to place 
money in a notice account or at least not 
have the savings easily accessible through 
the current account for a start.  The idea is 
to forget the money allocated to saving and 
never include it in your weekly budget if 
possible. 
  Having the best return on your 
savings offers a great incentive to build your 
lump sum, whatever its size.  It is important to 
identify the appropriate account to maximise 
growth and this takes a little research.  In 
doing this research, keep in mind that interest 
on savings lodged in Irish banks is taxed.  This 
tax, known as Deposit Interest Retention 
Tax (DIRT), is currently 35% and was 37% for 
2018.  You may be exempt from DIRT if you 
meet certain conditions, such as if you or your 
spouse or civil partner are 65 years or over and 
your income falls below the annual exemption 
limits. These are currently €18,000 for a single/

widowed person or €36,000 for a qualifying 
couple.  If there are dependent children, 
then the exemption limits increase. You can 
also seek a DIRT exemption if you or your 
spouse is permanently incapacitated due to 
disability. More information is available on 
www.revenue.ie.

Savings account types

Fixed-term savings accounts
If you can commit a lump sum for a fixed 
period of time, without needing to withdraw, 
then you should look at a fixed-term savings 
account. Such accounts generally benefit 
from a higher interest rate than other 
accounts.  Moreover, this category is all 
about time commitment and the longer you 
can leave your lump sum in the account the 
greater return you can generate.  A minimum 
balance may be required with fixed-term 
accounts.  Table 1 reviews the better interest 
rates currently available on some fixed-term 
saving accounts. 

So you’re a saver, or you were at one time 
in your life, or maybe you aspire to become 
a saver in the near future? Apparently Irish 
people are more inclined to save than our uK 
or uS counterparts.  It is estimated that over 
half of Irish consumers have saved €32,000.  
perhaps you fall into this category or perhaps 
you hope to - either way, having the correct 
savings account is crucial. 
  It is advisable to pay off outstanding 
debts you owe before you start to save as 
borrowing costs more than your savings will 
earn.  Once this is achieved, it can be helpful 
to name your savings goal - what do you want 
to save for?  If you name it, you are much more 
likely to reach it faster.  Start out small but, 
even if saving for a rainy day, try to have an 
amount in mind.  Establish how much you can 
save at the end of each pay period and balance 
this with how long you can wait to reach your 
goal.  Once this is established, set up a direct 
debit or standing order so the savings amount 
is deducted around payday and you won’t 
have to remember to make the transfer each 

Money/Savings accounts
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Bank years aER DIRT

State Savings National Solidarity Bond 10 1.5% DIRT free

State Savings Certificates  Issue 22 5 0.98% DIRT free

State Savings National Solidarity Bond 4 0.5% DIRT free

PermanentTSB 3 0.55% 35%

PermanentTSB 1.5 0.5% 35%

TABLE 1: COMPARISON OF A SELECTION OF FIxED-TERM SAVINGS ACCOUNTS AVAILABLE ON THE 
MARKET

Lump sum and regular saver 
accounts
If you have a lump sum to deposit or pay in regularly 
and you will not require immediate access to this 
money, then a notice account may be the correct 
account for you.  A notice account requires a 
certain predetermined amount of notice before 
any withdrawal can be made.  Many banks seem to 
be moving away from requiring notice periods to 
offering instant access on savings accounts.  Tables 
2 and 3 compare some of the better offers in terms 
of rewards available to lump sum and regular savers 
who wish to keep access to their savings but can give 
up to 30 days notice to the bank before withdrawing. 

Bank account 
aER 
(variable) access Balance limits DIRT

Permanent TSB
Booster Bonus Deposit 
Account

0.21% applies with no 
more than two with-
drawals per year

Instant €1- no max 35%

State Savings
State Savings Pension 
Save Account

0.15% 7 days €1- no max 35%

KBC Smart Access Demand 0.15% Instant
€3,000 -€100,000 
inclusive of interest

35%

Ulster Bank
Loyalty Saver Bonus 
Account

0.1% includes 12- month 
introductory bonus 
with no more than four 
withdrawals per year

Instant €2,000 -€24,999 35%

Bank of Ireland
365 31-Day Notice Ac-
count

0.05% 30 days notice €5,000 -€1,000,000 35%

AIB Online Notice Deposit 7 0.05% 7 days notice €0 - €1,000,000 35%

TABLE 2: COMPARISON OF A SELECTION OF LUMP SUM SAVER ACCOUNTS REqUIRING 30 DAYS OR 
LESS NOTICE
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Bank account aER (variable) access Balance limits DIRT

EBS Family Saving Account 
1.75%
One withdrawal  per 
year

Restricted access €100 - €1,000 per month 35%

KBC
Regular Saver (current 
account required)

1.35% Instant 
€100 - €1,000 per month up to 
€50,000

35%

Bank of Ireland
365 Monthly Saver (cur-
rent account required)

1% 7 days notice €0 - €2,000 per month up to €9,999 35%

Bank of Ireland
Goal Saver (current 
account required)

1% Instant
€20 - €2,000 per month up to 
€14,999

35%

Bank of Ireland Mortgage Saver 1% Instant
€200 - €2,000 per month up to 
€14,999

35%

AIB Online Saver Account 1% online only Instant €10 - €1,000 per month 35%

AIB Saver Account 1% Instant €10 - €1,000 per month 35%

TABLE 3: COMPARISON OF A SELECTION OF REGULAR MONTHLY SAVER ACCOUNTS REqUIRING 
30 DAYS OR LESS NOTICE

Demand accounts 
Many of the lump sum and regular saver accounts in 
the tables above offer instant access to your money, 
but if this is a key priority for you, then you may like 
to look instead for a demand account.  Demand 
accounts can be used for both lump sum savers and 
regular savers but interest rates are typically very low 
indeed.  Table 4 compares some demand accounts 
on the market using the example of a lump sum of 
€10,000 to be deposited and maintaining instant 
access to this amount.  

Bank account aER (variable) access Balance limits DIRT

Permanent TSB
Booster Bonus Deposit 
Account

0.21% Instant €1 - No limit 35%

KBC
Smart Access Demand 
Account 

0.15% Instant €3,000 -€100,000 35%

Ulster Bank
Loyalty Saver Bonus 
Account

 0.1% Instant €2,000 -€24,999 35%

AIB Demand Deposit 0.1% Instant €0 - No limit 35%

Permanent TSB
Demand Deposit Ac-
count

0.01% Instant €0 - No limit 35%

Ulster Bank Easy Access Savings 0.01% Instant €0 - No limit 35%

TABLE 4: COMPARISON OF A SELECTION OF DEMAND ACCOUNTS AVAILABLE SAVING A LUMP 
SUM OF €10,000 AND RETAINING INSTANT ACCESS TO THESE SAVINGS
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Junior savers
A parent/child account is an account set up for the benefit of a child 
in your life.  Such accounts can help to teach the child the habit of 
saving and all the benefits the discipline of saving brings.  Table 
5 compares child saver accounts for regular savers of €140 per 
month.  This is the current rate of the Child Benefit payment from the 
Department of Social protection but this account can also be useful 
for godparents, aunts, uncles and grandparents to make deposits 
in respect of birthdays and other celebrations throughout the year. 
Generally, these accounts do not have large maximum limits for 
long-term saving but can offer a good everyday savings account to 
encourage a child to begin to save for expenses such as school tours, 
Irish College, sporting events, Christmas and so on. 

Bank account aER (variable) access Balance limits DIRT

Bank of Ireland Young Saver 2.5% up to €5,000 Instant
No limit but interest rate reduced to 
0.25% if balance exceeds €5,000

35%

AIB Junior Saver  Account 2.00% Instant 
No limit but interest rate reduced for 
amounts above €1,000

35%

EBS
Children’s Saving Ac-
count

1.75% Instant €1 - €5,000 35%

State Savings
Six Year Instalment 
Saving – Childcare Plus 
(Issue 14)

0.98% 7 days notice €25 - €1,000 DIRT free

TABLE 5: COMPARISON OF A SELECTION OF CHILD SAVER ACCOUNTS ON THE MARKET USING THE 
ExAMPLE OF A REGULAR SAVER OF €140 PER MONTH WITHOUT REqUIRING INSTANT ACCESS TO 
SAVINGS

As with all good habits, we can slip away from best practice and on 
occasion need some encouragement to get back to basics. In an 
ideal world, we should all have six months outgoings saved to cover 
loans, mortgage, car costs, insurances and so on in the event that 
we cannot work for a time.   Now is as good a time as any to start 
building up your savings, whatever account type you choose.
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PRODUCT TESTS /Blenders

For perfect pulverising
and brilliant
blitzing, our Choice
Buy blenders pack a
punch.

Blenders

At a glance
• Blender trends
• Useful features
• Eight Choice Buys

The blender market has grown rapidly in
recent years alongside health-focused
trends that advocate drinking your fruit and
vegetable intake in a nutritious smoothie.
unlike juicers, which extract the juice from
your fruit and veg, leaving you to discard the
waste pulp, blenders blitz the whole item
for a thicker beverage that retains all the
nutrients and fibre of the pulp and creates
less waste. Most blenders will be able to
produce a decent smoothie but the best 
ones will handle tough ingredients, like nuts 
or leafy greens, effortlessly and will be able 
to turn their hand to crushing ice cubes into 
a fine snow or making thicker mixes like 
pesto and sauces. Some models not only 
blend soup mixtures but make hot soups 
from raw ingredients by using blade-friction 

alone. 
  Large jug blenders have been 
around for decades but a more recent 
innovation in this category is the single-
serve or personal blender that allows users 
to blend and then take their smoothie with 
them to enjoy on the go. Instead of sizeable 
jugs, these compact blenders can work with 
smaller blending cups that can be detached, 
topped with a lid and taken out and about, 
much like a travel mug or beaker. Aimed 
squarely at convenience, personal blenders 
often have less powerful motors than 
traditional blenders and typically cannot be 
operated for more than a minute at a time. 
There are examples of both traditional jug 
blenders and personal blenders among our 
current eight Choice Buys.

REPORT byClodagh O’Donoghue
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Blender trends
Beyond the move toward offering the
convenience of blending for one in single-
serve appliances, there are a couple of other 
trends emerging in this category that are 
worthy of note. 
  The latest development to
surface is the addition of vacuum blending
technology to the blending appliance.
Vacuum blending is a feature that works to
take all the air out of the jug or cup before
blending takes place. When it works well, the
result is a smoothie that has fewer bubbles
and less foam sitting on the top. Moreover,
the theory is that the lack of air helps the
smoothie to stay fresh for longer, retain more
nutrients and generally be brighter and more
full of flavour. Two of our current Choice
Buys offer vacuum blending, with testers
finding varying degrees of success here.
  In line with most other appliances,
blender manufacturers are eyeing how
to add a smart element to their products
and one Choice Buy model, the Nutribullet
Balance, offers a Bluetooth connection to a
smartphone app. The Balance app provides
access to a wide range of recipes and these
can be customised to your personal wellness
goals, including weight loss, maintaining
a healthy heart or diabetes management.
Smart nutrition sensors are incorporated into
the blending cup, so as you add ingredients
you will be given detailed information on
the nutrient content of your smoothies,
including the calories, carbohydrates, fibre,
protein, vitamins and minerals. In tests, the
app worked seamlessly with the blender, but,
as is generally the case, smart features do
not come cheap and you will be able to buy
a non-smart blender that does an equally
good job of the main task of blitzing and
pulverising much more cheaply.

Features to look for
Whether you are opting for a traditional
benchtop blender or a single-serve personal
blender, there are some features to consider
that can affect the ease of using your new
appliance. You can pay a lot or a little for
your blender, with our current Choice Buys
ranging in price from €41 to ten times that,
at €449. Before parting with your cash on a
brand-new gadget, check out the following 
aspects of your potential purchase:

Size
A key aspect to consider is the size of your
new blender and where you will store it.
Many of these appliances make a stylish
addition to your kitchen arsenal and you
may want to show them off permanently on
your countertop. Traditional blenders can be
substantial in size so you may want to check
if you will have the space to house them and,

given that some appliances can be quite
tall, if they will fit under your wall-mounted
presses. The heavy weight of some blenders
can mean that lifting the appliance in and out
of a cupboard every time you want to use it
can be a struggle.

 

Base
A solid, heavy base with non-slip feet or
suction grip holds the blender steady on the
bench when it is in operation.

Jug capacity
Among our Choice Buys, the capacity of
the jug or blending cup range from single-
serving 600ml to family-friendly two litres so 
you will need to consider how many servings 
you will need to make in one go.

Jug material
A blender’s jug can be made out of glass
or plastic. Glass jugs are heavier and very
likely to break if dropped but they tend to
be easier to clean. For benchtop blenders,
jug sizes can be quite large, holding up to
two litres or so but adding this weight to an
already-heavy glass jug could make lifting a
problem. plastic jugs are lighter but they can
become stained with certain foods and can
absorb the smell of whatever is inside. A new
patented plastic material known as Tritan is
now used for many blender jugs and this has
the benefit of looking like glass but being
both very lightweight and durable while
resisting staining. Tritan plastic is also BpA
free - meaning that bisphenol-A, which has
been associated with negative health effects,
has not been used in the manufacturing
process.

Multiple blending cups
For personal blenders, it is handy if they come
with more than one blending cup that can be
converted into travel mugs for use by several
members of the household at once.

Controls
A range of speed settings makes for more
versatile blending and pulverising and some

models come with pre-set programmes
for different tasks - such as making soups
or tricky green smoothies - that take the
guesswork out of deciding how long to blend
and at what speed. A pulse setting delivers
a short burst of power and is useful for
dealing with small quantities of ingredients,
particularly dry foods, to help distribute
the load and achieve an even consistency.
Controls can be push-button, adjustable dials
or touch pads. Sealed controls or touchpad
controls are easiest to clean as food cannot
become trapped in crevices. Moreover, when
choosing a personal blender, push-button
controls are preferable over those that come
without any buttons at all and are activated
by a push down and twist action that can
cause wear and tear over time.

Cleaning
After a blending session, your appliance
should ideally be easy to clean. Dishwasher-
safe components are handy as they eliminate 
the need to wash by hand – though you may 
need to check that the jug will fit onto your 
dishwasher racks. Removable blade units, 
whether dishwasher-safe or not, facilitate 
ease of cleaning. If the jug has built-in blades, 
make sure it has a nicely wide base for 
cleaning access. One way to get the job done 
is to add warm water and a drop of washing 
up liquid to the jug and switch the model on 
for a few seconds. Some of our Choice Buy 
models offer dedicated auto-clean settings. 
personal blenders may have blending cups 
that are long and thin so investing in a bottle 
brush is worthwhile here.

General ease of use
Other aspects of a blender that can make
it more enjoyable to use on a regular basis
include whether it is easy to lock the jug
in place and, for traditional blenders, if the
chute is large enough to allow you to add
ingredients while the machine is operating.
Some blenders come with a tamper or push
stick that let you safely scrape ingredients
from the sides of the jug and push them
down towards the blade, especially when
dealing with thicker mixtures. Of course,
ideally, such manual intervention should
not be needed for the appliance to blend
smoothly.
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The Choice Buy Breville Blend Active pro Food prep Blender VBL212 is a 
relatively affordable blender that can perform a variety of tasks. Not only 
will this blender more than deliver in terms of producing super smoothies, 
but it comes with two other containers – a food preparation cup and a mini 
grinding mill for spices – enabling this Breville model to be used as a food 
processor to a limited degree. This 300W machine copes well with crushing 
ice cubes and it is particularly easy to operate with a single speed setting 
and a button that you hold down to blend to the required consistency. This 
is a personal blender, with a 600ml blending bottle that can be detached 
and turned into a travel mug to let you enjoy your smoothies on the go. You 
won’t be able to blend hot liquids in this machine, so soups will need to be 
cooled down before blending, and the odd shake may be required to get 
an even mix with trickier ingredients. This Breville appliance is very quiet 
as it works away and all the containers are made from BpA-free plastic that 
can be popped into the dishwasher for ease of cleaning.

3. Breville Blend Active Pro Food Prep
Blender VBL212 €65 From the popular Nutribullet range, the  Choice Buy Nutribullet Balance 

adds a smart dimension to its high-performing blending with an app 
that helps you to track the nutritional content of your smoothies. With 
a powerful 1200W motor, this Nutribullet does a great job of delivering 
perfectly blended smoothies, dealing efficiently with even tricky 
ingredients likes nuts and seeds. Two 900ml blending cups that double 
as travel mugs are supplied, and, with no buttons, you operate this 
machine by pressing down on the cup until you have attained the desired 
consistency and up to a maximum of 60 seconds. Cleaning this machine is 
straightforward and the blending cups are dishwasher safe. You won’t be 
able to crush ice cubes with this machine and it cannot be used to blend 
hot liquids, so soup mixtures will have to be cooled down first. This smart 
blender connects via Bluetooth to a smartphone app that can provide 
recipes and blending advice. In addition, sensors in the blender weigh the 
contents to enable the app to provide detailed nutritional information on 
the composition of your smoothie. Those who can do without the smart 
element, however, will be able to find a good personal blender for less. 

4. Nutribullet Balance €190

The Choice Buy Sage The Boss BBL915uK is the newest version of 
this high-end, high-tech, feature-laden blender, which can be put to a 
variety of uses. The generously sized, BpA-free plastic jug holds up to two 
litres and, with a powerful 2200W motor, this stainless-steel machine 
effortlessly blends ingredients to produce excellent smoothies, soups, 
pesto and more. It performs all tasks efficiently, including the tricky job 
of crushing ice. A total of 12 manual speed settings are on offer along 
with pulse and pause functions and a one-touch button for certain 
tasks, such as making smoothies or frozen desserts, ice crushing and 
blending or heating soup. This is a bulky appliance that will take up a 
fair bit of room on your countertop and, at 5.8kg, it is rather heavy for 
lifting in and out of cupboards. The control panel is intuitive to use and 
an LCD display shows programme information and time remaining. The 
machine is straightforward to clean with dishwasher-safe components 
and an auto-clean function for getting the blades free of debris. 
Confident of its blender’s durability, the manufacturer offers a seven-
year limited product warranty with this machine.

1. Sage The Boss BBL915UK €449
You may need to seek this appliance out online but the Choice Buy 
Sage The Fresh & Furious SBL620SIL could be worth tracking down as 
this powerful blender delivers a great performance across the board. 
From smoothies to soups, this Sage model blends brilliantly regardless 
of what tough ingredients are used. Those who like plenty of crushed 
ice for cocktails and other uses will appreciate the speedy operation 
of this machine. In addition to the four preset programmes - including 
a green smoothie function for tricky mixtures - there are five speed 
settings on offer to tailor your blending as appropriate. The jug, made 
from lightweight Tritan plastic, holds 1.5 litres of liquid and, though you 
won’t be able to use it for hot liquids, its rounded base ensures more 
even mixing. This sizeable machine will take up a fair chunk of your 
countertop space and is also quite tall when the jug is attached. Despite 
a wide range of functions, this machine is easy to operate thanks to the 
well-laid-out control panel and clear instructions. It also works away 
fairly quietly and an auto-clean function is available to help with the 
clean-up when you are done.

2. Sage The Fresh & Furious SBL620SIL €280 
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The Choice Buy philips Avance High Speed Vacuum Blender HR3752/01 
combines new vacuum-blend technology with excellent blending and 
blitzing. This large blender copes efficiently with all kinds of ingredients 
to produce perfectly blended smoothies and soups, though it struggles 
a little with thicker mixes like pesto. It is, however, super at crushing ice 
– though the manufacturer recommends only eight cubes at a time so 
bigger batches may take a couple of goes. This machine comes with a 
powerful 1400W motor and the BpA-free jug, made from very lightweight 
Tritan plastic, holds a generous 1.8 litres and is fitted with an airtight lid. As 
well as variable speed settings and a pulse function, this philips blender 
sports pre-set options including blending with the vacuum function 
turned on to suck the oxygen out of the jug before blending. This does 
result in fewer bubbles in the finished smoothie and the manufacturer also 
claims that the beverage will last longer and have less juice separation. This 
blender is fairly easy to clean as you can pop most detachable parts into 
the dishwasher, apart from the blade unit.

7. Philips Avance High Speed Vacuum
Blender HR3752/01 €287

The Choice Buy Russell Hobbs Retro Blender Cream 25192 could make 
an attractive, 1950s-style addition to your countertop where it will earn its 
space with high-performing blending. With an 800W motor, this blender 
will make super smoothies, no matter what tricky ingredients are tossed in, 
including leafy greens and nuts – though it does take a little longer than 
our other Choice Buy blenders to achieve its excellent results. This machine 
is also adept at crushing ice down to a fine snow for cocktails and other 
beverages and, while thicker mixes like pesto can cause difficulties for some 
blenders, this Russell Hobbs model does a great job, though you may need 
to scrape the sides of the jug for an even blend. The glass jug holds up to 
1.5 litres of liquid but it is heavy to lift, particularly when full. This blender is 
a breeze to use, with three speed settings plus a pulse function and a car-
dashboard-inspired RpM gauge to show the rate at which the blades are 
spinning. This blender is extremely quiet as it works away and the jug and 
lid are both dishwasher safe, though you will need to wash the removable 
blade unit by hand. 

8. Russell Hobbs Retro Blender Cream 25192
€160

For a relatively modest price, the Choice Buy Tefal Blendforce 
Blender BL420840 may be a little short on features but it performs all 
basic blending tasks to a high standard. This Tefal model is adept at 
blending smoothies to a pleasant consistency, coping well with such 
tough ingredients as leafy greens and frozen berries though struggling 
a little with whole nuts. It is also great at combining thicker mixtures 
like pesto or sauces. The plastic jug holds up to 1.25 litres and you 
can use the dial control to choose between two speed settings. This 
machine sports a 600W motor that comes with an air-cooling system 
that allows you to run it for up to three minutes at a time. This blender 
does a very good job of crushing ice cubes using the pulse function, 
though the manufacturer advises adding a little water here. Early risers 
could risk waking the household when making a breakfast smoothie as 
this machine is pretty noisy and it also takes a little longer to achieve 
the perfect blend. As well as being easy to use, this appliance is 
straightforward to clean thanks to the easily removable blade unit and 
dishwasher-safe jug and lid.

5. Tefal Blendforce Blender BL420840 €41

The Choice Buy Nutri Ninja FreshVac personal Blender BL580uKV is 
a single-serve blender with a neat trick up its sleeve. This appliance 
combines excellent blitzing and pulverising with new vacuum-blending 
technology with the aim being to eliminate air in order to reduce foam and 
separation, boost vitamin content and help the beverage to last longer. 
This Nutri Ninja model excels at making smoothies and soups, dealing 
well with frozen berries and leafy greens, though making thicker mixes 
like pesto proves a bit more of a challenge. Crushing ice is another strong 
talent of this machine, which has a powerful 1000W motor. Two 600ml 
blending cups with lids come supplied for drinking your smoothie on the 
go. This well-designed machine is easy to set up and use, with a single 
speed setting, a pulse function and two automatic programmes. To use 
the supplied vacuum pump, you clip it onto the top of the blending cup 
where it will suck all the air out before blending occurs. This pump will have 
to be wiped with a damp cloth but all the other components, including the 
blade unit, can be popped into the dishwasher for ease of cleaning up after 
a blending session.

6. Nutri Ninja FreshVac Personal Blender
BL580UKV €150
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Temperatures may be rising but our
Choice Buy fridges won't lose their cool.

Tall or undercounter, freestanding or
built-in, with or without an icebox, wildly
expensive or relatively thrifty, the fridges
in our current test come in all varieties 
- the trick is to find the one that best 
suits your needs. At its most basic level, 
a good fridge will be able to swiftly 
cool your food, locking in nutrients and 
preventing bacteria growth, and to keep 
the internal temperature stable and the 
contents safely chilled regardless of how 
exterior temperatures fluctuate. Beyond 
the basics, a fridge should be easy to 
use and adaptable to your requirements. 
Your fridge needs to be roomy enough to 
accommodate all your fresh food without
being so cavernous that you are wasting
energy cooling empty space. Ideally, your

fridge should have fairly flexible storage -
your refrigeration needs can change with
the seasons and preferably you should
be able to configure your fridge's interior
accordingly to fit an outsized turkey at
Christmas or an enormous cream-filled
birthday cake or summer trifle. Height-
adjustable shelves are key here and 
storage features should be solidly built 
and readily removable for ease of cleaning. 
An icebox can be a useful addition, 
particularly if you have limited freezer 
needs or you have a larger freezer in your 
garage and you want to keep a few frozen 
items to hand. Also helpful is a super-cool 
function that provides an added energy 
boost when needed, such as when you add 
a weekly shop to the fridge all in one

Fridges

PRODUCT TESTS / Fridges

REPORT by Clodagh O’Donoghue

At a glance
• Choosing a fridge
• Safety issues
• Six Choice Buys

go and you want to prevent the interior
temperature from rising and potentially
spoiling the other contents. Other features
that are worth looking out for include a
door alarm that will alert you if you have
accidentally left the fridge door open and
a humidity-controllable crisper drawer that
will help to keep your fruit and vegetables 
in tip-top condition. Finally, your fridge 
should be frugal in terms of energy 
consumption, particularly as it is an ‘always-
on’ appliance, and it should be nicely 
quiet as it works away. Our independent 
labs have examined all aspects of the 12 
fridge models on test and we are happy to 
recommend half of them as Choice Buys.
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Previous Choice Buys
There is only one built-in model among our current batch of Choice Buys, all the
rest of which are freestanding appliances. However, those who want to slot their
new fridge into their fitted kitchen can also look to last year's test, where we were
able to recommend four integrated appliances, three of which remain available
in shops. At the expensive end of the market is the Neff KI1813F30G, priced
recently at €1,150, for which hefty sum you will get a large built-in appliance that
holds a generous 235 litres of food. Chilling is very swift and can be boosted by a
super-cool function, and an array of storage options let you configure the interior
space as you need. Other appealing aspects include low energy consumption,
excellent temperature stability, quiet operation, and a well-lit interior. Another
built-in option to consider is the Bosch KIL82VS30, a tall fridge that comes with
the added bonus of a sizeable icebox, which could prove handy for those who
want to keep a selection of frozen items close to hand for easy access. This Bosch
model, priced at €890, delivers fast chilling and stable temperatures as well as
being energy frugal and extremely quiet. It can accommodate a decent 193 litres
of food in the fridge compartment and a further 30 litres over two shelves in the
icebox. useful features include super-cool and fast-freeze functions. Those who
don’t need quite so much storage space in their fridge might like to consider the
Bosch KIR41AF30G, an integrated larder fridge that can accommodate up to 152
litres of food across its six shelves, one crisper drawer and four door racks. This
Bosch model delivers on all the basics as well as being very energy efficient and
making very little noise as it works away. For full reviews of these built-in models,
see page 21 of our April 2018 edition of Consumer Choice.

Flame-retardant backing

Fridges are one of the few electrical appliances in the home that are constantly switched on 
and in use – this means that their safety credentials need to be impeccable. All refrigeration 
appliances need insulation to maintain their cold temperatures. As this insulation is flammable, 
it is vital that it is well protected by the appliance’s backing in the event of a fire. Fridges ideally 
should have flame-retardant backing so that, in the unlikely event that a fire starts, the material 
at the rear of the appliance will help to contain the spread of flames. If the backing material is not 
flame resistant, then it can ignite more readily and increase the spread of a fire. Whereas some 
appliances have a metal backing or flame-retardant plastic backs, others products are backed with 
non-flame-retardant plastic. All of our Choice Buys have a flame-retardant backing. However, some 
other fridges in our current test have non-flame-retardant plastic backing, and, where this is the 
case, we have indicated it on our table. Consumers should avoid purchasing new appliances with 
non-flame-retardant backs.  
  It is important to know, however, that if you currently have a fridge backed with 
non-flame-retardant plastic, the risk of a fire is still very low. A 2018 Which? study found that just 
8% of fires caused by faulty household appliances were due to fridges, freezers or fridge freezers. 
Moreover, though the backing may play a role in the spread of a fire, it will not be the cause of a fire. 
Nonetheless, consumers should seek out appliances that have flame-resistant backing - something 
that the Consumers’ Association of Ireland believes should come as standard on all household 
appliances.
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The Choice Buy Siemens KS36VVW3p is a spacious freestanding fridge that put
in a great performance across our key tests. This tall fridge delivers impressive
cooling power, rapidly chilling all contents down to safe temperatures to
prevent bacteria growth and preserve nutrients – and a super-cool function is
on hand to help when some additional chilling action is required. An automatic
fan works to ensure that the temperature is kept even throughout the interior,
from top to bottom, with no warm spots on higher shelves. Moreover, the
temperature inside this fridge will reliably remain stable even when the
surrounding room experiences significant temperature fluctuations. The ample
storage of more than 271 litres is distributed over seven shelves – four of which
are height adjustable – plus five full-width door racks, a full-width crisper
drawer and a dedicated bottle rack. Despite its substantial size, this appliance
is very frugal in terms of energy consumption and it is also nicely quiet as it
works away. Testers found some minor usability issues, particularly in terms of
cleaning sections of this fridge. The Siemens KS36VVW3p is the white model,
but a black version, the Siemens KS36VVX3pG, is also available priced at €889.

The Choice Buy Bosch KSV29NW3pG is a tall, white, freestanding fridge that 
scored very highly in our tests across the board. Testers were particularly 
impressed with the cooling power of this Bosch model, which can chill all new 
contents rapidly, locking in nutrients, and if you need an extra chilling boost, 
such as when adding the big weekly supermarket shop, a super-cool function is 
provided. As well as fast chilling, this fridge can be relied upon to keep everything 
at a safely low temperature inside, regardless of how the temperature in the 
surrounding room fluctuates. An automatic fan in the interior works to ensure 
that the temperature is even throughout the fridge compartment, eliminating 
the problem of higher shelves being warmer than lower ones. usable storage is 
generous at almost 238 litres and you can distribute your food and drinks over five 
shelves, four of which are height adjustable, plus a crisper drawer and four door 
racks. Despite its large size, this fridge is extremely energy efficient, keeping your 
electricity bills down, and it makes very little noise - an added bonus, particularly 
in an open-plan kitchen and living room.

1. Bosch KSV29NW3PG €600 (Freestanding)
Although it does not come cheap, the Choice Buy Liebherr K3710 is an
excellent freestanding fridge that will provide plenty of features and storage
space. This tall, white fridge scored top marks in our cooling tests, getting all
contents down to a safe temperature very swiftly and keeping them there
regardless of how much the surrounding room heats up or cools down. This
fridge can accommodate a very generous 275 litres of food spread over six
shelves - five of which are height-adjustable for flexible storage - as well
as a bottle shelf, humidity-controllable crisper drawer and five door racks.
Even though this is a large appliance, it will not push up your electricity bills
too much as it is very energy efficient. Handy features include a super-cool
function to provide an extra boost of power as needed, a door alarm that
will sound to alert you if you have accidentally left the door a little ajar, and a
touchscreen control panel that comes with a child lock to prevent small hands
from interfering with settings. Further adding to its appeal, this Liebherr
model is easy to use and clean and is exceptionally quiet.

2. Liebherr K3710 €1,000 (Freestanding)

3. Siemens KS36VVW3P €800 (Freestanding)
Large households may appreciate the ample storage provided by the Choice 
Buy Bosch KSV36VW3pG, which performed strongly in almost every testing 
category. This tall, freestanding fridge houses almost 272 litres of food, all of which 
will be chilled very swiftly thanks to this appliance’s impressive cooling power. 
Once everything is chilled down to safe temperatures, this fridge demonstrates 
excellent temperature stability, so the interior won’t warm up even when outside
temperatures are fluctuating significantly. useful added features include a
super-cool function and an automatic fan to ensure that temperatures are even
throughout the fridge compartment. This fridge is very energy efficient for its 
large size and it produces little noise, so it won’t prove an irritation in open-plan 
kitchen and living rooms. This Bosch model fell down a little in terms of 
convenience due to some minor issues with the usability of some storage features 
and the trickiness of cleaning some components. The Bosch KSV36VW3pG is the 
white version of this appliance but those seeking a black model with the same 
great attributes can look for the Bosch KSV36VB3pG, which we found recently for 
the slightly lower price of €695.

4. Bosch KSV36VW3PG €745 (Freestanding)
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Sporting an extremely hefty price tag, the Choice Buy Smeg FAB28RRD3uK 
offers an attractive option that also delivers a good all-round performance. This 
tall, freestanding, retro-style fridge does a great job at the all-important task of 
cooling food down to safe temperatures quickly and it will reliably maintain those 
low temperatures even when there are major temperature fluctuations in the 
surrounding room. This fridge lacks a super-cool function but a door alarm will let 
you know if you have accidentally left the fridge door open. usable storage was 
measured at 165 litres across four shelves – only one of which is height adjustable 
– plus four full-width door racks and a humidity-controllable crisper drawer. In 
addition, this fridge comes with an icebox at the top that can house 23 litres of 
frozen items. Testers noted a few issues in terms of cleaning this appliance but, 
on the plus side, this is an extremely energy-efficient fridge that is also quiet as it 
works away. The Smeg FAB28RRD3uK is the red version of this appliance, which 
comes in a range of striking colours to make a stylish statement in your kitchen.

5. Smeg FAB28RRD3UK €1,550 (Freestanding)
The only integrated appliance in our current batch of recommended models,
the Choice Buy Bosch KIL22VF30G is an excellent small fridge that can be built 
into your fitted kitchen for a streamlined, stylish look. You can fit this fridge under 
the counter or at eye level and it can be relied upon to chill all your fresh food 
quickly down to safe temperatures and to keep it that way, with Bosch crediting 
its FreshSense sensors as guaranteeing a constant internal temperature. Our 
testers measured 73 litres of usable space inside this fridge across three shelves, a 
crisper drawer and three full-width door racks. In addition, an icebox is provided 
in which you can store a further 14 litres of frozen items so they are close to hand 
as needed. The energy consumption of this fridge is quite high relative to its small 
size but, on the plus side, this appliance makes very little noise, suiting it to an 
open-plan kitchen-living room, and it is also easy to clean. useful features include 
a super-cool function, electronic controls for setting the temperature, and an 
alarm that will alert you if the fridge door is not properly closed or other errors 
occur.

6. Bosch KIL22VF30G €630 (Built-in)
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Talking temperature 

As the weather warms up, it is all the more important that 
your fridge can keep its cool.  The temperature of your 
fridge should be 5°C or below in order to slow the growth 
of harmful bacteria in your food.  All-island organisation 
safefood notes that the numbers on the fridge thermostat 
dial do not necessarily show the temperature setting and our 
own tests have found that the manufacturer’s recommended 
setting does not always keep your fridge cold enough. As 
a result, the safest approach is to use a mercury-free fridge 
thermometer to independently check the temperature of the 
appliance’s interior.  This reading is best taken by placing the 
thermometer on the bottom shelf above the salad drawer and, 
ideally, the temperature should be checked first thing in the 
morning when the fridge is opened for the first time that day.  
If necessary, you will then be able to adjust the thermostat 
accordingly to ensure that your food is safely chilled.   Some 
fridges do not cool evenly so it is a good idea to also check 
the temperature reading in different parts of the fridge and 
if there are areas that are warmer than the rest, make sure to 
store only low-risk foods there (such as opened jams, sauces, 
or bottled items) keeping the coldest parts of the fridge for 
food items that could pose a greater health risk if stored 
incorrectly (such as meat, poultry and fish).  A basic fridge 
thermometer can cost less than €5 and be a very worthwhile 
investment to help ensure that food is stored safely in your 
home.

Useful contacts

Bosch
tel 01 450 2655                 
www.bosch-home.co.uk

Liebherr Ireland
tel 01 460 0064
https://myliebherr.ie

Siemens
tel 01 450 2655                      
www.siemens-home.com/ie

Smeg
tel 01 407 3341 
www.smeg.ie
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MODEL SPECIFICATIONS TEST PERFORMANCE   SCORE 

Price (€) Freestanding
or built-in (F

or B)

Flame- 
retardant
backing

Energy
label

Size (cm)
(hxwxd)*

Usable fridge
volume (litres)

Super-cool
function

Cooling power 
(40%)

Temperature 
stability  (15%)

Energy use (15%) Ease of use (15%) Recommended 
thermostat set-

ting (10%)

Noise  and  
vibrations (5%)

%

1 Bosch KSV29NW3PG 600 F ✓ A++ 162x60x58 237.7 ✓       92

2 Liebherr K3710 1,000 F ✓ A+++ 166x61x61 275 ✓       90

3 Siemens KS36VVW3P 800 F ✓ A++ 187x60x59 271.5 ✓       85

4 Bosch KSV36VW3PG 745 F ✓ A++ 187x60x59 271.5 ✓       85

5 Smeg FAB28RRD3UK 1,550 F ✓ A+++ 154x61x60 165       76

6 Bosch KIL22VF30G 630 B ✓ A++ 88x55x51 73.3 ✓       74

7 Hotpoint SH6A1QGRDUK.1 450 F ✓ A+ 168x60x59 231.9 ✓       71

8 Hotpoint HSZ1801AA.UK.1 700 B
✓

A+ 178x55x51 186.9 ✓       66

9 Kitchenaid KCFME60150R 1,350 F NO A++ 156x61x60 144.7 ✓       62

10 Kenwood KUL55X18 200 F ✓ A+ 85x56x52 107.8       62

11 Ikea Lagan 149 F NO A++ 85x56x51 75.8       51

12 Hoover HBRUP160NK 320 B ✓ A+ 83x61x51 101.5       48

USING THE TABLE

Star ratings are out of five.

SPECIFICaTIONS
Price: Typical retailer’s price if you shop around.  
Size: The dimensions given are the minimum size rounded 
upwards to the nearest centimetre but do not include air gaps 
or spaces recommended by the manufacturer.
Usable fridge volume: As measured in our labs and rounded 
to the nearest litre.

TEST PERFORmaNCE
Cooling power: Rating for the time taken to cool down both 
light and heavy loads in the fridge to a safe temperature, with 
and without the super-cool function.  
Temperature stability: Rating for the evenness and stability 
of the temperature in the fridge at room temperatures of 10°C, 
25°C and 32°C.
Energy use: Rating for the energy consumption of the 
appliance over 24 hours relative to the usable volume of the 
fridge, both with and without super-cool functions switched 
on.
Ease of use: Includes ratings for the ease of accessing and 
using the storage features, adjusting the controls and 
programming settings, and cleaning the exterior and interior 
of the fridge as well as for the visibility and/or audibility of any 
warnings and the brightness of the interior lighting.
Recommended thermostat setting: Rating for the accuracy 
of the manufacturer’s recommended thermostat setting on 
the appliance.
Noise and vibrations: Rating for the level of noise and 
vibration emitted by the appliance when switched on and 
while running. 

(G

✓

* The dimensions given are the minimum size rounded upwards to the nearest centimetre but not including air gaps or spaces recommended by the manufacturer.
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Follow us on Facebook  & Twitter
www.facebook.com/ConsumersAssociationIreland

www.twitter.com/The_CAI

Follow us on Facebook & Twitter

Visit our new website
www.thecai.ie


