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“Recipe promotions for world cuisine dishes with all the
ingredients located together in-store are a highly attractive

proposition for shoppers. These will encourage
experimentation while tapping into consumers’ desire to

become more knowledgeable about world cuisines.”
– Emma Clifford, Associate Director – UK Food

and Drink

This report looks at the following areas:

• Companies should be more active in capitalising on the meat reduction trend
• Feeding consumers’ hunger to become more knowledgeable will build engagement
• Food pairing suggestions can span beyond the usual world cuisine accompaniments

The world cuisines retail market is one of the key beneficiaries of the “foodie” mindset which prevails
among the younger generation. It is enjoying healthy growth, with high levels of innovation feeding
consumers’ appetite for experimentation in this category. Retail sales enjoyed their second consecutive
year of 5% growth, taking these to £1,776 million in 2018.

Value sales are anticipated to rise by a further 16% over the next five years to hit £2,065 million in
2023. A combination of food price inflation and the ever-growing choice of products available,
especially for emerging cuisines, will underpin this growth.
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Figure 34: Mr. Lee’s Pure Foods Co., February 2019
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Start-ups and Disruptors Case Study – World of Zing
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Figure 35: Social media metrics for Mr. Lee’s Pure Foods Co. as of February 2019

The brand’s view

Sources of funding and support

Target audience

What consumer needs does the range meet?

Product stockists

Looking to the future

World cuisines are deeply embedded in UK food culture

Two fifths of adults ate at least five different types of cuisines

Meal accompaniments, cooking sauces, ready meals and seasonings/spices are the most popular products

Ease is the most important factor

One in three seek out healthy options

A traditional recipe is the most tangible marker of authenticity

In-store initiatives can encourage experimentation

Consumers hunger to become more knowledgeable

Scope for world cuisines to harness the meat reduction trend

Food pairing is a popular concept in world cuisines

World cuisines deeply embedded in UK food culture
Figure 36: World cuisines eaten at home in the last three months and interest in eating world cuisines in future, by type, November
2018

Widespread interest in branching out to new cuisines

Two fifths of adults ate at least five different types of cuisines…

…jumping to 60% of under-25s
Figure 37: Repertoire of types of world cuisines eaten at home in the last three months, November 2018

Usage frequency is fairly low for each individual cuisine
Figure 38: Frequency of eating world cuisines at home in the last three months, by type, November 2018

Meal accompaniments are most popular product

Authentic, premium products can enhance world cuisine meals
Figure 39: Types of world cuisine products eaten or used in the last three months, November 2018

Strong appeal of cooking sauces endures

Ready meals are a popular choice across all age groups

Seasonings/spices tap popularity of scratch cooking

Consumers tend to shop across world cuisine categories
Figure 40: Repertoire of types of world cuisine products eaten or used in the last three months, November 2018

Easiness is the most important factor…

The Consumer – What You Need to Know

Usage of World Cuisines at Home

World Cuisine Products Eaten or Used at Home

Choice Factors for World Cuisine Products
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…for home cooking overall…
Figure 41: Choice factors for world cuisine products, November 2018

…and for world cuisines meals

Appealing to all of the family is key for mums

Customisation can help to drive family appeal

Ready meals are perfectly positioned to cater to different tastes

One in three seek out healthy options

Better-for-you NPD will be popular

Shoppers can be steered to authentically healthier choices

A need to deliver on taste and excitement alongside health
Figure 42: Examples of world cuisine ready meals launches scoring above average as healthy and have a high instant reaction, as well
as being seen as tasty and exciting

An authentic recipe only makes a top three choice factor for 24% of users…

…although this belies the attractiveness of authentic products

A traditional recipe is the most tangible marker of authenticity
Figure 43: Factors denoting an authentic world cuisine product, November 2018

Naturalness is a key indication of authenticity

In-store initiatives can encourage experimentation

The sheer amount of recipes available makes guidance important
Figure 44: Waitrose Beautifully Simple fridge showcasing a recipe and ingredients, October 2018

Figure 45: Behaviours relating to world cuisines, November 2018

A hunger to become more knowledgeable

Information about the history and provenance of dishes should boost associations with authenticity

Scope for companies to offer a multisensory experience

Scope for world cuisines to harness the meat reduction trend
Figure 46: Attitudes towards world cuisines, November 2018

More recipe inspiration would be welcomed…

…with scope to go beyond on-pack

In-store positioning can remind shoppers of the importance of pairing world cuisines components for an elevated meal experience

World cuisines can look to drinks pairings too

Abbreviations

Consumer research methodology

Forecast methodology
Figure 47: Best- and worst-case forecast of total UK retail value sales of world cuisine foods, 2018-23

Factors Denoting an Authentic World Cuisine Product

Behaviours Relating to World Cuisines

Attitudes towards World Cuisines

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Market Size and Forecast
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