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“There remains plenty of scope to build the penetration
and usage frequency of ancient grains, for example by

communicating their versatility, convenience and value for
money. Their health credentials in particular are a key

angle that operators can leverage given the current low
levels of awareness of the nutritional benefits many of

these offer over rice.”
– Emma Clifford, Senior Food Analyst

This report looks at the following areas:

• Providing more meal planning guidance and recipe ideation can help brands to build
engagement among the younger generation

• There is scope to drive usage of ancient grains through education
• Marketing messages can help to position side dishes as a key means to boost meals in

terms of excitement, health and fillingness

Eating side dishes is almost universal, with vegetables, salads and non-processed potatoes the most
frequently used products. Reflecting this is that vegetables (including potatoes) account for the vast
majority of spend within the meal accompaniments market. As such, the performance of the market is
heavily steered by that of vegetables.

The value of the market has grown consistently over 2009-13, mainly owing to price inflation. 2014
saw sales dip for the first time in the five-year period, with an annual decline of 2%. This mainly
stemmed from a fall in average prices within the vegetable segment, owing to favourable growing
conditions and the supermarkets’ price wars.
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