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Food and Non-food Discounters -
UK

“In both food and non-food retailing discounters are
making a big impact and they still have some way to go.
We expect a period of consolidation in non-food
discounting which will begin with Poundland absorbing
99p Stores. But even with that bonus Poundland and its
multi-price peers led by B&M ...

Dark Spirits and Liqueurs - UK

“The commoditisation of flavoured vodka provides a
cautionary tale for dark spirit brands to take heed of to
try to retain the inherent premium image of the market.
The Famous Grouse provides a good example of a brand
that has innovated with different expressions while
simultaneously promoting itself as a ...

Sports and Energy Drinks - UK

"After a period of robust growth, sales in the sports and
energy market lost momentum in 2014. While energy
drinks are doing well, this has been offset by the poor
performance of the sports drinks segment. The energy
drinks segment makes up the vast majority of the
market. This has ...

Coffee - UK

“Instant coffee, which still accounts almost three
quarters of all value sales of UK coffee, has seen a sales
fall as it loses drinkers. Meanwhile the pods segment
continues to go from strength to strength.”

– Douglas Faughnan, Senior Food and Drink
Analyst

Consumers and the Economic
Outlook: Quarterly Update - UK

“The generally positive outlook of the economic climate,
and the benefits that are gradually being witnessed at
the individual level, means that the people of Britain are
finally regaining their confidence. For the first time
since the economic downturn, Mintel’s data shows that
more people feel better off compared to ...

Yogurt and Yogurt Drinks - UK

Estimated at just shy of £2 billion, sales of yogurt and
yogurt drinks enjoyed estimated growth of 12% in value
terms over 2010-15. However, this was driven by rising
prices, with volume sales falling by an estimated 4%
over the period.

Tea - UK

The downward trajectory within the overall tea market
continues. Overall volume sales dropped by 15%
between 2010 and 2014, with an annual decline of 7%
forecast for 2015. Despite a rise in average selling price,
the value of the market has also been steadily slipping
over the 2010-15 period, with ...

Attitudes Towards Alcoholic
Drinks - UK

Drink - UK
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“Rather than focusing only on under-35s, flavoured
NPD (New Product Development) should also be
looking to appeal to the profitable over-35 group,
focusing less on sweet tastes and more on factors such
as premium ingredients and unique production
processes.”

– Chris Wisson, Senior Drinks Analyst
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