
This report looks at the following areas:

This report examines food-to-go opportunities for the lunchtime trade
including food purchased from retail outlets and foodservice providers.

This includes:

•• Retail outlets (eg supermarkets, convenience stores, bakery shops,
motorway service/petrol stations)

•• Foodservice providers (cafés/coffee shops, fast food outlets, in-store
restaurants)

•• Work/school/college/university canteens
•• Other food outlets eg vending machines, street vendors.
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“Despite disposable incomes
increasing in NI and RoI,
consumers largely remain
driven by low price when
purchasing lunch outside of
the home, meaning that meal
deals and price promotions
will continue to remain
important to attract footfall.
Opportunities exist for food-
to-go brands and operators
to engage in menu and
flavour innovations to
reinvigorate the lunchtime
market.”
- Sophie Dorbie, Research
Analyst
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• NI consumer finances more favourable than RoI

Figure 6: Financial health of consumers, NI and RoI, April 2014
• RoI consumers spending more on lunch, as disposable

income increases
Figure 7: Monthly household spend on lunch at work/school,
RoI, April 2013 -March 2014

• Improvements in NI disposable income; but still lagging
behind RoI

• A fifth of consumers work long hours at least once a week
Figure 8: Consumers who work long hours, by frequency of
doing so, NI and RoI, July 2013
Figure 9: Average annual hours actually worked per worker,
UK and Ireland, 2000-12
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• Street vendor segment ideally placed to offer the
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Figure 10: Factors perceived to be important for a healthy
lifestyle, NI and RoI, July 2013

• Key points
• One third of consumers eat a packed lunch each day

Figure 11: How often consumers bring their own packed lunch
within the last 3 months, NI and RoI, April 2014

• Women more likely to bring a packed lunch with them to
work or school
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Figure 12: Consumers who bring their own packed lunch
everyday/ almost every day, by gender, NI and RoI, April
2014

• Packed lunches a money-saving option
Figure 13: Estimated indexed value changes in cost of living
and discretionary income, NI, 2008-18

• Products launched for lunchboxes increase 73% 2008-13
Figure 14: Products launched claiming to be suitable for
lunchboxes/ packed lunches, UK and Ireland, 2008-14

• Key points
• Food-to-go sales continue to recover following the

economic crash
Figure 15: Estimated retail and foodservice sales of lunchtime
food-to-go, IoI, RoI and NI, 2009-19

• Growth in market value forecast for food-to-go lunchtime
market
Figure 16: Estimated indexed value of retail and foodservice
sales of lunch food-to-go, NI and RoI, 2009-2019

• Strengths
• Weaknesses

• Key points
• Continued NPD activity in the sandwiches and wraps

category
Figure 17: Total product launches in the sandwiches/wraps
category, UK and Ireland, 2008-14

• Tesco leading food-to-go NPD
Figure 18: Sandwiches/wraps launched, by company, UK and
RoI, 2012-13

• International cuisine inspiring salad flavours
• Bite-size for lunchtime
• Gourmet and hot sandwiches
• Foodservice providers offering gluten-free options

• Quick service providers
• Abrakebabra Investments Limited
• Boojum and Bubbacue
• Burger King
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COMPANIES AND BRANDS
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• Doorsteps
• KFC (Kentucky Fried Chicken)
• McDonald’s
• Subway
• Supermac’s
• BWG Foods
• Convenience retailers
• The Musgrave Group
• Henderson Group
• Multiple retailers
• Asda
• Dunnes
• M&S (Marks & Spencer)
• Sainsbury’s
• Tesco
• Coffee shops
• Caffè Nero
• Costa Coffee
• Insomnia
• Starbucks

• Key points
• Cafés/coffee shops most popular for food to go

Figure 19: Places that consumers have bought lunch to be
eaten outside of the home, NI and RoI, April 2014

• Quick service restaurants appealing to four in 10 consumers
• Convenience stores appealing to students
• Lunch to go most popular with 16-24-year-olds

Figure 20: Places that consumers aged 16-24 have bought
lunch to be eaten outside of the home in the last three
months, NI and RoI, April 2014

• Women more likely to visit food-to-go outlets than men
Figure 21: Places that consumers have bought lunch to be
eaten outside of the home in the last three months, by gender,
NI and RoI, April 2014

• More affluent consumers favouring supermarkets and café/
coffee shops
Figure 22: Places that consumers have bought lunch to be
eaten outside of the home in the last three months, by social
class, NI and RoI, April 2014

THE CONSUMER – TYPES OF FOOD-TO-GO ESTABLISHMENT
USED
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• Key points
• Majority of consumers eat lunch outside of the home once

per week
Figure 23: How often consumers have eaten lunch (eg.
bought from a sandwich shop/ supermarket) outside the
home in the last three months, NI and RoI, April 2014

• Men more frequent
Figure 24: Consumers that have eaten lunch (eg. bought from
a sandwich shop/ supermarket) outside the home around 2-3
times per week and once a week, by gender, NI and RoI,
April 2014
Figure 25: How concerned consumers are with current debts,
by gender, NI and RoI, July 2013

• Younger consumers most likely to eat lunch outside the
home
Figure 26: Consumers that have eaten lunch (eg. bought from
a sandwich shop/ supermarket) outside the home around 2-3
times per week and once a week, by age, NI and RoI, April
2014

• Key points
• Convenient location most influential factor when eating

lunch outside of the home
Figure 27: Factors that influence the choice of one venue
over another when eating lunch outside of the home, NI and
RoI, April 2014

• Low price most important for under-35s
Figure 28: Low price influences the choice of one venue over
another when eating lunch outside of the home, by age
group, NI and RoI, April 2014

• Under-25s seeking price promotions for lunch on the go
Figure 29: Price promotions influences the choice of one
venue over another when eating lunch outside of the home,
by age group, NI and RoI, April 2014

• Consumers seeking variety at lunchtime

• Key points
• Queues putting Irish consumers off buying lunch outside of

the home

THE CONSUMER – FREQUENCY CONSUMERS EAT LUNCH
OUTSIDE THE HOME

THE CONSUMER – FACTORS INFLUENCING VENUE CHOICE
FOR LUNCH

THE CONSUMER – ATTITUDES TOWARDS FOOD TO GO
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Figure 30: Agreement with statements relating to buying lunch
outside of the home, by demographics, NI and RoI, April 2014

• Queues most likely to deter NI students from buying lunch
outside the home
Figure 31: Agreement with the statement ‘Queues put me off
buying lunch from some venues’, by work status, NI and RoI,
April 2014
Figure 32: Agreement with the statement ‘Queues put me off
buying lunch from some venues’, by age, NI and RoI, April 2014

• Sandwich prices a concern for consumers of all ages
Figure 33: Agreement with the statement ' The price of
sandwiches stops me buying them more often', by age, NI
and RoI, April 2014
Figure 34: Financial health of Irish consumers, by age, NI and
RoI, April 2014

• Men slightly more likely than women to spend less on lunch
Figure 35: Agreement with statements relating to buying lunch
outside of the home, by gender, NI and RoI, April 2014

• Small treats popular among young NI consumers
Figure 36: Agreement with the statement 'I buy myself small
treats even when I bring packed lunches, by age, NI and RoI,
April 2014

• NI Toluna tables
Figure 37: Places that consumers have bought lunch to be
eaten outside of the home, by demographics, NI, April 2014
Figure 38: Places that consumers have bought lunch to be
eaten outside of the home, by demographics, NI, April 2014
(continued)
Figure 39: Places that consumers have bought lunch to be
eaten outside of the home, by demographics, NI, April 2014
(continued)
Figure 40: How often consumers have eaten lunch (eg.
bought from a sandwich shop/ supermarket) outside the
home in the last three months, by demographics, NI, April 2014
Figure 41: How often consumers bring their own packed lunch
within the last 3 months, by demographics, NI, April 2014
(continued)
Figure 42: How often consumers bring their own packed lunch
within the last 3 months, by demographics, NI, April 2014
(continued)
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Figure 43: Factors that influence the choice of one venue
over another when eating lunch outside of the home, by
demographics, NI, April 2014
Figure 44: Factors that influence the choice of one venue
over another when eating lunch outside of the home, by
demographics, NI, April 2014 (continued)
Figure 45: Factors that influence the choice of one venue
over another when eating lunch outside of the home, by
demographics, NI, April 2014 (continued)
Figure 46: Agreement with statements relating to buying lunch
outside of the home, by demographics, NI, April 2014
Figure 47: Agreement with statements relating to buying lunch
outside of the home, by demographics, NI, April 2014
(continued)
Figure 48: Agreement with statements relating to buying lunch
outside of the home, by demographics, NI, April 2014
(continued)

• RoI Toluna data
Figure 49: Places that consumers have bought lunch to be
eaten outside of the home, by demographics, RoI, April 2014
Figure 50: Places that consumers have bought lunch to be
eaten outside of the home, by demographics, RoI, April 2014
(continued)
Figure 51: Places that consumers have bought lunch to be
eaten outside of the home, by demographics, RoI, April 2014
(continued)
Figure 52: How often consumers have eaten lunch (eg.
bought from a sandwich shop/ supermarket) outside the
home in the last three months, by demographics, RoI, April
2014
Figure 53: How often consumers bring their own packed lunch
within the last 3 months, by demographics, RoI, April 2014
(continued)
Figure 54: How often consumers bring their own packed lunch
within the last 3 months, by demographics, RoI, April 2014
(continued)
Figure 55: Factors that influence the choice of one venue
over another when eating lunch outside of the home, by
demographics, RoI, April 2014
Figure 56: Factors that influence the choice of one venue
over another when eating lunch outside of the home, by
demographics, RoI, April 2014 (continued)
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Figure 57: Factors that influence the choice of one venue
over another when eating lunch outside of the home, by
demographics, RoI, April 2014 (continued)
Figure 58: Agreement with statements relating to buying lunch
outside of the home, by demographics, RoI, April 2014
Figure 59: Agreement with statements relating to buying lunch
outside of the home, by demographics, RoI, April 2014
(continued)
Figure 60: Agreement with statements relating to buying lunch
outside of the home, by demographics, RoI, April 2014
(continued)
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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