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“Many leading UK grocers stock non-standard produce
under their own-brand economy ranges. However, actively
drawing attention to the surrounding issues, such as food
waste and support to farmers, should help to build
goodwill as well as staying ahead of the risk of state
intervention.”
– Colette Warren, Food and Drink Analyst

This report looks at the following areas:
•
•
•

The market faces an ingrained expectation of low prices
"Fresher for longer" packaging lacks awareness
Scope to turn 'ugly' fruit and veg into a point of difference

Price inflation has been a key feature of the market in recent years, driving much of the value growth.
However, improving growing conditions and the supermarkets’ price wars are expected to bring this to
a halt in 2014.
Fruit and vegetables remain ingrained menu staples, however, their role as day-to-day grocery items
also feeds into a keen focus on price among shoppers. While this poses a challenge for the future of the
market, the openness to ‘ugly’ produce and interest in added-value products suggest areas to explore.
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Figure 22: UK retail sales of leading brands in baked beans, by value, 2012/13 and 2013/14
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Added value chimes most with top earners, but many are savvy shoppers
A longer shelf life can drive standout but there is little awareness of role of packaging
Less tangible benefits spark little interest
Factors influencing purchase of frozen and/or non-chilled product
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Two in three would like to see health benefits of produce on-pack
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Packaging that extends shelf life sparks strong interest
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Demand for variety among ready-to-eat fruit snack buyers
More activity in vegetable snack, but kids’ products remain rare
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Half of buyers are open to oddly shaped produce
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Figure 34: Attitudes towards fruit and vegetables, June 2014
Two in five would buy more fruit and vegetable at lower prices
Cooking and baking prop up fruit and vegetable usage

The Consumer – Perceptions of Vegetable Formats
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Fresh vegetables still seen as far more nutritious than other types
Figure 35: Qualities associated with vegetable formats, June 2014
Prepared fresh vegetables seen mainly as convenient
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Vegetables
Figure 53: Types of vegetables purchased weekly, June 2014
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demographics, June 2014
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Figure 73: Other factors influencing purchase of frozen and/or non-chilled fruit, vegetables, potatoes and beans, by demographics,
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Figure 83: Attitudes towards fruit, vegetables, potatoes and beans, June 2014
Figure 84: Agreement with the statement
June 2014
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2014
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June 2014
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June 2014
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demographics, June 2014
Figure 90: Agreement with the statement
demographics, June 2014
Figure 91: Agreement with the statement
2014
Figure 92: Agreement with the statement
demographics, June 2014
Figure 93: Agreement with the statement
formats’, by demographics, June 2014
Figure 94: Agreement with the statement

‘The health benefits of fruit/vegetables should be stated on packaging’, by demographics,
‘Fresh fruit/vegetables are better for you than frozen or tinned varieties’, by demographics,
‘It’s difficult to eat five portions of fruit and vegetables each day’, by demographics, June
‘It is hard to compare prices of pre-packed and loose fruit/vegetables’, by demographics,
‘Frozen fruit/vegetables retain their taste better than tinned varieties’, by demographics,
‘Multibuy promotions across different types of fruit/vegetables help to avoid food waste’, by
‘Packaging that keeps fruit/vegetables fresher for longer is worth paying more for’, by
‘I prefer non-chilled fruit in see-through packaging to those in tins’, by demographics, June
‘I would like more formats for making vegetables more appealing to kids^’, by
‘I would like to see a greater variety of fruit/vegetables available in ready-to-eat snack
‘I’m concerned about the amount of fruit/vegetables I waste’, by demographics, June 2014

Figure 95: Agreement with the statement ‘It is worth paying more for branded fruit/vegetables’, by demographics, June 2014
Figure 96: Attitudes towards fruit, vegetables, potatoes and beans, by most popular attitudes towards fruit and vegetables, June 2014
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2014
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Figure 101: Attitudes towards fruit, vegetables, potatoes and beans, by most popular types of vegetables purchased weekly, June
2014
Figure 102: Attitudes towards fruit, vegetables, potatoes and beans, by next most popular types of vegetables purchased weekly, June
2014
Figure 103: Attitudes towards fruit, vegetables, potatoes and beans, by other types of vegetables purchased weekly, June 2014
Figure 104: Attitudes towards fruit, vegetables, potatoes and beans, by most popular types of potato and bean products purchased
weekly, June 2014
Figure 105: Attitudes towards fruit, vegetables, potatoes and beans, by next most popular types of potato and bean products
purchased weekly, June 2014
Figure 106: Attitudes towards fruit, vegetables, potatoes and beans, by other types of potato and bean products purchased weekly,
June 2014
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Figure 107: Qualities associated with vegetable formats, June 2014
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Figure 110: Most popular qualities associated with prepared fresh vegetables, by demographics, June 2014
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Figure 114: Most popular qualities associated with non-chilled vegetables, by demographics, June 2014
Figure 115: Next most popular qualities associated with non-chilled vegetables, by demographics, June 2014
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