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Online Grocery Retailing - UK

“Online grocery is the quickest growing grocery channel,
but equally the smallest. Once seen as simply a service to
replicate the needs of a supermarket shop online, a
number of new services came to market in 2016 that
have the potential for online grocery to transcend this
barrier and adequately ...

Bottled Water - UK

“That 46% of drinkers/buyers cut back when money is
tight signals a warning for the market, given the
economic uncertainty and threat of future inflation. An
emphasis on environmental preservation offers a
promising means for companies to differentiate their
offering given the strong consumer interest in this area.”
...

Consumers and the Economic
Outlook: Quarterly Update - UK

“Consumer sentiment has remained strong, reflecting
growing real wages, low unemployment and, as yet, the
absence of any major economic upheaval post-EU vote.
When it comes to the impact of the vote, people are
relatively positive about the big-picture issues such as
the UK’s economic growth, and most feel ...

Attitudes towards Low- and Non-
alcoholic Drink - UK

“Consumers have been cutting back on the amount of
alcohol they drink for financial and health reasons and
this presents a big opportunity for low-alcohol and non-
alcoholic/alcohol-free beers, ciders and wines. Negative
taste perceptions, low product visibility and limited
promotional support are still holding the market back
from realising ...

Cider - UK

“Interest in authenticity can be further mined by brands
by providing more information about the ingredients
and processes used by their skilled cider makers.
Importantly, it needs to be spelled out how these factors
contribute to products’ signature taste profile,
highlighting the flavour as inimitable.”

Attitudes towards Sugar &
Sweeteners - UK

“Facing increased pressure from multiple sides to cut
sugar, both retailers and food and drink manufacturers
will need to demonstrate their commitment to
improving public health. While the widespread
suspicions of artificial sweeteners present a significant
challenge, consumers’ openness to alternative sugar
substitutes and to less sweet-tasting products also gives
...

Drink - UK

© 2024 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel. reports.mintel.com


