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Attitudes towards Sports
Nutrition - UK

“The increase in confidence that we discussed in
Consumers and the Economic Outlook – UK – March
2018 clearly wasn’t a one-off. Our confidence data has
been running for almost a decade now, and people’s
assessments, both of their current financial situation
and how they expect their finances to shape ...

“While the growing choice of high-protein food and
drink is creating intensified competition, convenient
formats and increasing availability in the mainstream
are helping to make sports nutrition more accessible.
Interest in products supporting gut health and those
featuring health-boosting herbs and spices highlights
these as areas ripe for innovation.”

The Leisure Outlook - Quarterly
Update - UK

Attitudes towards Lunch Out-ofhome - UK

“Consumers cut back on spending and put more focus
on their health at the start of the year. As we approach
summer peoples’ priorities appear to be shifting. A
quality over quantity mind-set is still apparent but
intention to spend on drinking and dining out is on the
rise. Leisure ...

“The convenience of quick meals is a key driver for the
lunch-to-go market amongst time-poor consumers.
Operators should also consider the grey pound as a good
long-term growth driver for leisurely eating out
occasions, led by Baby Boomers who are more inclined
to sit down for a lunchtime meal.” ...

May 2018
Consumer Snacking - UK

Chocolate Confectionery - UK

“Snacking remains an ingrained habit for Britons. The
view of snacks as an important energy source
throughout the day, and as a necessity in busy lifestyles,
underpins this habit. It also points to further longevity
for snacking and the relevance for snacks to align with
catering to or countering busy ...

“Premiumisation remains a strong trend in the
chocolate market. As references to provenance have
become prevalent in premium chocolate, going a step
further and educating consumers on how the taste of the
chocolate is influenced by the origin of the cocoa beans,
could help brands connect with consumers on a ...

April 2018
Sweet Biscuits and Snack Bars UK
“Both more indulgent features, such as a thick covering
of chocolate and indulgent fillings, and naturally healthy
ingredients, are of strong interest to eaters of sweet
biscuits. Tailoring NPD to both these demands is needed
to maximise the number of usage occasions for biscuits.
Limiting the amount of sweet biscuits ...

Convenience Stores - UK
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The Savvy Food Shopper - UK
“A savvy shopping mentality is firmly ingrained among
UK consumers when it comes to their grocery purchases.
That this is underpinned by emotions as well as by
monetary gains, signals continuing longevity.
However, there are plentiful opportunities for brands
and retailers to connect with the savvy shopper beyond
promotions. Positioning ...

Added Value in Dairy Drinks, Milk
and Cream - UK
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“Growth in the convenience sector accelerated for the
third consecutive year, in part driven by inflation.
However, it was the structural changes, both through
acquisitions and failures, which made it a defining year
for the sector. The increased power of the multiples in
the market is likely to be both ...

“Animal welfare attracts strong consumer interest.
Recent negative publicity around the dairy industry adds
further urgency for high-welfare dairy systems to
tangibly demonstrate their credentials to consumers.
High-welfare products will also need a prominent
positioning in-store to disrupt most people’s habitual
approach to buying milk.”
– Alice Baker, Research ...
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