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The Leisure Outlook - UK

“Changes in leisure activity participation and spending
indicate that consumers are choosing quality over
quantity when it comes to drinking and dining out.
Increased voucher usage also reflects that Brits are keen
to keep up their leisure habits but seeking ways to make
this more affordable.”

– Helen Fricker ...

Fish and Shellfish - UK

“A combination of rising prices and the outlook for a
sustained squeeze on real incomes spells troublesome
times for the fish and shellfish market. This is set to
entrench and exacerbate the impact of these products’
relatively high expense in limiting usage. However, it is
not all bad news, and ...

Processed Poultry and Red Meat -
UK

“The income squeeze will see the competition for meal
occasions heat up between proteins. While processed
poultry and red meat stand strong in the areas of value
and convenience, encouraging their use as ingredients
will be needed as consumers turn to scratch cooking for
savings.”

Cooking Sauces and Pasta Sauces -
UK

“Interest in scratch cooking continues to pose direct
competition to the market; the impending squeeze on
consumer incomes is likely to spur this trend on. The
market will also need to respond to the growing number
of small households and ageing population in order to
remain relevant against the UK’s ...

Children's Eating Habits - UK

“Children’s likes and dislikes have the biggest influence
on food bought for them by parents, which on the face of
it poses a challenge for brands embracing a healthier
proposition. However, parents and kids alike attach a
very high importance to having a healthy diet. New or
reformulated products, such ...

Unprocessed Poultry and Red
Meat - UK

“The income squeeze heralds a return to savvy shopping
habits and cost-saving swaps among consumers. Price
competition is likely to ramp up, reinforcing the place of
strategic price promotions. Flagging up cheaper options
and swaps remain key ways for grocers to help
consumers manage their finances and keep them in ...

Supermarkets - UK

“The supermarket sector is expected to return to growth
for the first time in four years in 2017. However it is still
a sector fighting against the grain of current shopping
habits. Consumers continue to move to more fluid and
frequent habits and the discounters continue to present
a considerable ...

Consumers and the Economic
Outlook: Quarterly Update - UK

Food - UK
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“Consumers’ spending power is being hit by the squeeze
on incomes as inflation continues to outpace average
wage rises. In four of the last five months, people have
been more likely to feel worse off compared to a year ago
than to say that their finances have improved. This is ...

Bread and Baked Goods - UK

“In terms of health, the very strong performance of the
‘bread with bits’ segment provides cause for optimism,
with these products aligning well with both positive
nutrition and ‘foodie’ trends. Health-boosting herbs and
spices can also play in both these spaces and – as yet
largely unexplored in this market ...

Cheese - UK

“A focus on meals and cooking will be important for
future sales of cheese as its most popular carrier
product, bread, is in decline. Promoting cheese as an
indulgent snack offers another route for keeping cheese
on the menu. Highlighting provenance, artisan cheese-
making skills and different taste experiences offer
possibilities ...

Attitudes towards Lunch Out-of-
home - UK

“Although lunch operators appear to be in good stead as
consumers are eating this meal out of home more than a
year ago, their drop in financial confidence may impact
this over the coming months. If consumers do choose to
cut back on lunchtime spending then it is likely they ...

Free-from Foods - UK

“The free-from category’s strong sales growth in recent
years now stands vulnerable to the squeeze on
household incomes, as 47% of free-from buyers spend
less on these products when money is tight. However,
opportunities remain for premium and ‘shortcut'
products to do well as people cut down on going out ...
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