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Attitudes towards Emerging
Cuisines - UK

“While penetration of emerging cuisines is still low,
interest is high. The presence of emerging cuisine
restaurants on the high street is growing while there is
greater focus from retailers like M&S on expanding their
ethnic offering. These trends are helping to bring the
less established cuisines into the spotlight ...

Consumer Snacking - UK

“Despite the interest in added value snacks, the current
offering is limited when it comes to various health-
related factors. However, with spending habits predicted
to relax, operators could be missing out on consumers
being better able to trade up to these types of products.”

– Colette Warren, Food and ...

Online Grocery Retailing - UK

“The online sector is starting to mature – this way of
shopping for food is not for everyone. That is good news
for retailers as they have a vested interest in customers
using their physical stores where they can market
opportunistic buys more effectively and encourage
impulse purchasing. In contrast ...

Specialist Food and Drink
Retailers - UK

“Attributes such as quality standard marking, food
traceability and low food miles/freshly produced on-site
can all be compelling reasons for shoppers to favour
specialists and eschew the mainstream retailers.”

– Chris Wisson, Senior Drinks Analyst

Established World Cuisines - UK

“The improving consumer confidence suggests both the
need and opportunities for premiumisation in the retail
channel. The strong interest in a wider offering of chilled
cooking sauces among ethnic food buyers highlights this
as a potential key area. The ingredients segment should
also justify further attention as people in higher-income
...

Attitudes to Healthy Eating - UK

“That only 7% of people trust health claims on food
dilutes their ability to add value. The food industry
stands to benefit from combatting the serious lack of
awareness about the high level of regulation in place
that this implies.”

Meal Accompaniments Review -
UK

“There remains plenty of scope to build the penetration
and usage frequency of ancient grains, for example by
communicating their versatility, convenience and value
for money. Their health credentials in particular are a
key angle that operators can leverage given the current
low levels of awareness of the nutritional benefits ...

Consumers and the Economic
Outlook: Quarterly Update - UK

“People are finally starting to feel the benefit of the
recovery in their pay packets. After five years, average
wages are finally increasing more quickly than prices.
Although this will take time to feed through into
consumer confidence, there are signs that spending
habits are changing.

Crisps, Savoury Snacks and Nuts -
UK

Sugar and Gum Confectionery -
UK

Food - UK
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“Strong consumer interest in new concepts such as
savoury-flavoured cereals and meat-flavoured nuts
should add interest to the savoury snacks market, whilst
vegetable crisps would benefit from a more mainstream
operator entering the market.”

– Richard Ford, Senior Food and Drink Analyst

“Rising dental health concerns can create an
opportunity for chewing gum brands. Currently much of
the marketing for sugar-free gums centres around fresh
breath, however, the dental health benefits, particularly
for children, could warrant more focus. Though explored
internationally, tooth-friendly gums tailored for children
remain rare in the UK market ...

Cooking Sauces, Pasta Sauces and
Stocks - UK

“Although chilled cooking sauces are an established part
of the market, their use continues to lag behind that of
ambient ones. While the price premium of chilled sauces
is curbing uptake, lack of variety in the segment, heavily
geared towards pasta sauces, also seems to play a role.
Exploring other ...

Consumer Attitudes toward Sugar
and Sweeteners - UK

“‘Naturalness’ appears to have become almost
synonymous with healthiness and elicits trust from
consumers, while anything artificial people tend to be
wary of. This creates opportunities for manufacturers to
move away from refined sugar and towards those with
strong natural connotations in their recipe
formulations.”

– Emma Clifford, Senior ...
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