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What is this report about?

Estimated to reach £833 million in 2010, the cooking sauces market has experienced
sales growth of 31% between 2005 and 2010. Around three quarters of consumer
use cooking sauces, with cook-in sauces the most popular, used by four fifths of
consumers over the past 12 months. Innovation has focused on flavours and formats,
accommodating changing consumer needs and tastes. Such NPD has encouraged
consumers to add to their repertoire of sauces and increase usage occasions. Above-
the-line support has continued, with the major players Mars and Premier Foods seeing
advertising as a way of supporting their established brands in order to drive sales.

What have we found out?

An increase in home cooking and flavour and format innovation has
brought more users to the cooking sauces category, driving growth to
£806 million in 2009. With 24-35-year-olds the key users of cooking
sauces, the future growth of this segment of the population bodes
well for the market.

One way in which brands can continue to drive consumption is by
positioning cooking sauces as a cheaper and healthier alternative
to a takeaway. Almost three in four (74%) of consumers agree that
cooking sauces are a cheaper option, while over half (52%) agree
that they are a healthier choice.

Advertising that promotes new varieties or recipe suggestions should
be aimed at female consumers, who are the most likely to enjoy
experimenting with new flavours of cooking sauces.

Salt content is a key a concern for two fifths (41%) of consumers,
especially those aged 55+. Lower salt varieties or reductions in salt,
as seen with Jamie Oliver’s range, could be more widely adopted by
the major players in order to appeal to this group.

Brands and manufacturers are seeking to cater for the forecast
rise in one-person households by introducing smaller and one serve
formats. With penetration lower among smaller households, this is
helping to both introduce new consumers to the category and meet
these consumers’ ongoing needs.

Lack of time is a barrier to cooking from scratch for many consumers
and these consumers would respond well to products and campaigns
that highlight the time saved by using a cooking sauce, while not
comprising on the quality of the finished dish.
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