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Cheese - UK

“The income squeeze will take its toll on cheese, with
42% of people who eat and buy cheese saying money
concerns would make them spend less. Together with
the popular view that own-label cheese is just as good
quality as branded, this puts the leading brands under
pressure to prove ...

Pet Food - UK

"Belying the oft-cited ‘recession-proof’ nature of the
category, shifts in behaviour driven by the cost-of-living
crisis and high levels of inflation will see volume sales
slip into decline in 2022. While its expensive image is a
major barrier for eco-friendly pet food, there are ripe
opportunities around concepts combining sustainability
...

Chocolate Confectionery - UK

“Growth in volume sales of chocolate will be dampened
by a combination of the income squeeze, HFSS
restrictions and consumers’ focus on moderation.
Evenings in and gifting will support sales during the
cost-of-living crisis, given that eight in 10 eaters and
buyers of chocolate think it is an affordable treat ...

Food and Non-food Discounters -
UK

“Following two years of pandemic-impacted trading the
UK’s economy has now been hit by record inflation.
Amid this growing cost-of-living crisis, consumers are
increasingly looking at ways to stretch already tight
budgets. The discounters with their clear value focus are
set to benefit from this period of financial uncertainty.
As ...

Yogurt and Yogurt Drinks - UK

“Rapidly rising inflation in the yogurt category and the
wider cost of living crisis put the leading brands at risk
of trading down in 2022 and 2023. The continued
interest in health however will drive continued demand
in the category, also creating opportunities for operators
to drive added value. Keen ...

Breakfast Cereals - UK

“The strong perception of breakfast cereals as a good-
value breakfast choice will support the market while
household incomes are squeezed. Making the
contribution to daily nutrient intakes more central to
on-pack messaging can help the category tap into the
predicted long-term focus on health. Meanwhile,
interest in ideas about what ...
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Consumer Snacking - UK

“With the rising cost of living shoppers will be focusing
more closely on what they are buying, potentially
putting discretionary items like snacks under scrutiny.
However, as seen during COVID-19 lockdowns snacks
could actually benefit from more evenings in given their
perceived affordability as treats. Amidst upcoming
HFSS restrictions on ...

Ready Meals and Ready-to-cook
Foods - UK

“While incomes feel squeezed in 2022, ready meals/
ready-to-cook foods can offer an affordable alternative
to eating out. Making healthy ingredients visible will
help the category respond to the predicted long-term
focus on health, whilst interest in shelf-stable,
vegetable-based ready meals points to an opportunity
for the segment to tap ...
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