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“The income squeeze coupled with the perceived expense
of healthy food has the potential to curb the overarching

healthy eating trend. However, it also opens ripe
opportunities for retailers to provide more support for

shoppers in making choices which are both healthy and
price savvy – doing so should promote customer loyalty.”

– Emma Clifford, Associate Director – Food and
Drink

This report looks at the following areas:

• The perceived link between food and both energy and mood can be better harnessed in
the food industry

• Guidance on eating healthily on a budget would chime with shoppers
• More products can harness the compelling appeal of colourful eating

The upward trend in healthy eating intentions now looks to have plateaued, but these remain deeply
ingrained among consumers. The health-conscious picture that this paints of the nation, however, is at
odds with the pervasive weight problem in the UK, adding another challenge in tackling this crisis.
Healthy eating is also set to come under increasing pressure as the squeeze on real incomes becomes
more sustained given that most people find it harder to eat healthily when money is tight.

Signalling the status of sugar as public enemy number one, a low content of sugar is now the most
important factor for consumers when they are looking for healthy food. In response to both strong
consumer demand and mounting pressure from the government, share of food launches making low/
no/reduced sugar claims has been steadily climbing. New product development centring on ‘positive
nutrition’ has also risen for example with high-protein, high-fibre and contributing to people’s 5-a-day
claims all becoming more prevalent. It is calories, however, which are the focus of Public Health
England’s latest Change4Life campaign in its fight against childhood obesity.
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Perfetti Van Melle brings stevia to the mainstream in sugar confectionery
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Figure 12: Share of new product launches with plus claims in the overall UK food market, by claim, 2013-17
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Figure 13: Share of new product launches which contribute to consumers’ 5-a-day in the food market, 2013-17
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Turmeric is still the spice of the moment

A rise in people eating healthily most of the time

Sugar content is the most important factor for healthy food

A healthy heart and a healthy weight are the key goals

Colourful eating resonates among women

The carrot would be more effective than the stick for boosting healthy choices

Celebrations are the top reason to treat oneself

Young consumers are switched on to the mood-boosting potential of diet

A rise in people eating healthily most of the time

Yet few adhere to strict diets

Positive news for healthy and unhealthy food alike
Figure 14: How often consumers try to eat healthily, November 2015, 2016 and 2017
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Sugar content stands out as the most important factor
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Figure 15: Factors deemed important when looking for healthy food, November 2017
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Figure 16: Selected factors deemed important when looking for healthy food, by age group, November 2017

Only one in three look for a low calorie content

A healthy heart and a healthy weight are the key goals
Figure 17: Benefits consumers would ideally like from their diet, November 2017

Many consumers want an energy boost from their diet
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Brain function is high on the agenda for older consumers
Figure 18: Selected benefits consumers would ideally like from their diet, by age, November 2017
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Colourful eating resonates among women
Figure 20: Healthy eating behaviours, November 2017
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Figure 21: Enticements which would encourage consumers to cut down on unhealthy food/drink, November 2017

People want easier to understand nutritional information

Supermarkets can provide more advice

Under-35s would most welcome guidance in-store for making healthy meals

Celebrations are seen as time for treating oneself
Figure 22: Factors most likely to push consumers towards having unhealthy food/drink, November 2017

Being in a rush sparks unhealthy choices

Treats widely consumed to cheer oneself up

Young consumers are switched on to the mood-boosting potential of diet

Mood-oriented messages will fall on fertile ground
Figure 23: Attitudes towards healthy eating, November 2017

Personalised diets attract interest

Superfoods appeal on a ‘foodie’ level as well as a health one

Seasonal food is seen to have health merits
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