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Snack Bars and Breakfast Biscuits
- UK

“Snack bars and breakfast biscuits will continue to
benefit from demand for both in-home and out-of-home
snacks as consumers return to workplaces/places of
study, the on-the-go element of the category still having
enduring appeal. The healthier proposition of the
market in comparison to many other snacks will help to
...

Consumers and the Economic
Outlook Q1 - UK

“Even before the conflict in Ukraine, inflation had
become the biggest concern for consumers, brands and
the British economy for 2022. Households are set to
endure the biggest squeeze on real incomes in decades,
and the conflict in Ukraine will only add to existing
inflationary pressures. This is seen in ...

Online Grocery Retailing - UK

“The online grocery market defied expectations in 2021
by putting on further growth following the monumental
uptick in demand caused by the pandemic in 2020.
Rebalancing between stores and online will come in
2022, but it is clear the legacy boost to the online
channel will be larger than first ...

Attitudes towards HFSS Food &
Drink - UK

“Restrictions on the promotion of HFSS food and drink
are due to kick in from October 2022 and will hit the
visibility of products under the categories covered.
Categories where a very high proportion of products are
HFSS, such as chocolate, crisps and cakes, will be
hardest hit, especially because ...

Yellow Fats and Oils - UK

“As with many other markets, yellow fats and edible oils
sales saw a sharp uptick during the COVID-19/
coronavirus outbreak. While the lifting of restrictions
should see less demand for at home meals, the income
squeeze will offset this. Price rises in 2022 will provide
an opportunity for own-label and ...

Lunchtime Foods in Retail - UK

“The easing of COVID-19 restrictions from summer
2021 has enabled lunchtime foods in retail to begin to
recover from the significant blow that the pandemic
dealt on them. Whilst the income squeeze in 2022 will
push some to scrutinise these purchases more closely,
longer-term opportunities lie in the at-home lunch ...

Leisure Outlook - UK

“The first signs of how inflation will impact the
foodservice market are beginning to show. Takeaways
remain a popular option with consumers’ substituting
evenings out with evenings in, meanwhile those heading
out for a meal are favouring full-service restaurants that
justify the expense by offering something extra special”.

Cooking Sauces and Pasta Sauces -
UK

Crisps, Savoury Snacks and Nuts -
UK

Food - UK
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“As COVID restrictions lift and consumers return to
workplaces and out-of-home leisure, at-home meals will
be hit, including cooking and pasta sauces. The income
squeeze in 2022 will limit this effect. The long-term shift
to more working from home opens up everyday lunch as
a new opportunity for the market ...

“While there is much openness to healthier products
among users of crisps, savoury snacks and nuts, taste
takes priority over healthiness for most. While curbs on
volume promotions under incoming regulations will
have a limited impact on the market, the loss of in-store
visibility for HFSS food and drink ...

Fish and Shellfish - UK

“Increased cooking from scratch and at-home meal
occasions during COVID-19 gave the fish/shellfish
market a considerable boost in 2020. That fish/shellfish
is seen in a more favourable light in terms of health
compared to meat should also help the market tap into
heightened interest in health. Whilst an ...
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