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Attitudes towards Ready Meals
and Ready-to-cook Foods - UK

“That over half of ready meal/ready-to-cook eaters/
buyers opt to cook from scratch more when money is
tight leaves the sector vulnerable given that mounting
inflation is expected to put pressure on disposable
household incomes. However, premium products should
benefit from people choosing these as a money-saving
alternative to ...

Attitudes towards Sports
Nutrition - UK

“Sports nutrition continues to enjoy growth thanks to it
having attracted a more diverse user group; however,
the category is facing intensifying competition from
mainstream foods embracing a high-protein
proposition. Demand for sports nutrition products made
with all-natural ingredients and those without sugar
highlight areas of focus for brands going ...

Meat-free Foods - UK

“Meat-free brands should be more vocal about exactly
why they are a good choice in terms of animal ethics and
the environment, as well as emphasising their
nutritional credentials. These messages can make
consumers feel holistically virtuous in their choice,
helping to build a feel-good factor.”

– Emma Clifford ...

Chocolate Confectionery - UK

“That the market has held its ground for a number of
years in the midst of rising debate around sugar as a
health ‘foe’ is no mean feat. However, it now faces the
challenge of PHE’s target of reducing sugar by 20% by
2020. Reduced sugar variants divide opinions among ...

Added Value in Dairy Drinks, Milk
and Cream - UK

“While it might be tempting for supermarkets to renew
hostilities in their milk price wars as household
disposable incomes come under pressure, this could
prove a double-edged sword. Many shoppers see milk
price cuts as disadvantaging farmers and are
consequently prepared to boycott milk from a
supermarket seen to be ...

Seasonings and Stocks - UK

“Sustained interest in scratch cooking should benefit the
market, particularly with the impending squeeze on
consumer incomes. Seasoning brands need to target
home cooks wanting to add an element of creativity to
their dishes. The stocks market meanwhile faces a
challenge to engage young consumers less likely to cook
traditional ...

The Leisure Outlook - UK

“Overall almost all the leisure activities covered have
seen increased visitation over the last 12 months which
is good news for the industry. It is hard to predict what
Brexit will mean in terms of consumer behaviour but it
does appear that it is driving more cautious spending
and not ...

Convenience Stores - UK

Food - UK
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“The convenience retail sector has enjoyed a strong
period of growth but for the first time in a number of
years there are clouds on the horizon. Rising food
inflation is likely to see greater scrutiny placed on the
price premium often associated with convenience
stores.”

– Nick Carroll ...

Baby Food and Drink - UK

“Seeds of change – which could revolutionise the baby
food and drink retail landscape – have been planted by
the discounters. 2016 saw Aldi extend its offering
dramatically and Lidl make its first venture into this
category. If this evolving presence is well-received by
parents this could curb future price ...
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