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WEôVE CHANGED A LOT ï HAVE YOU? 

Smaller 

Unhealthier Older 

Diverse 

KWP usage 52 w/e November 2015 v year earlier occasions (millions) 
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One in 6 people in 

the UK are over 65 

A 26 fold increase in 

the past century 

Most population 

growth will come 

from the over 65ôs ï 

3,000,000 more in 

the next decade 

56% more 

likely to 

eat soup 

86% less 

likely carry 

food out 

41% more 

likely to 

plan meals 

131% 

more likely 

to eat a 

toast meal 

50% less 

likely to 

eat Italian 

or Indian 

food 

19% less 

likely to 

eat 

Evening 

meals 

27% more 

likely to 

snack 

54% less 

likely to 

eat for a 

treat 
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25% of the UK 

population are obese 

up from 16% in 1995 

46% more 

likely to 

choose 

food for 

practicality 

10% less 

likely to 

have a 

dessert 

7% more 

eat for a 

treat 

9% more 

likely to 

microwave 

food 

10% less 

likely to 

eat Indian 

food 

6% less 

likely to 

choose 

health 

benefits 

11% more 

likely to fry 

food 

14% less 

likely to 

eat Italian 

food 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiyuO7SjdTJAhVCQBoKHSWYDM0QjRwIBw&url=http://www.veinsofhouston.com/effects-of-obesity-on-spider-varicose-veins&psig=AFQjCNHrylqRHa4470DCbUAkGetzJWoMzA&ust=1449933582236750


© Kantar Worldpanel 

WorldpanelUsage 6 

20% of the UK 

population are from a 

non white British 

background ï up 

from 12.6% in 2001 

19% more 

likely to 

carry food 

out 

25% less 

likely to 

snack 

68% more 

eat at 

ñtogether 

timeò 

occasions 

48% more 

likely to 

eat wet 

fish 

40% less 

likely to 

plan 

occasions 

30% less 

likely to 

eat 

sausages 

32% more 

likely to 

cook from 

scratch 

33% less 

likely eat  

a 

sandwich 
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Since 2000 almost 

1,000,000 more 

single person 

households. Now 7.7 

million 

58% more 

likely to 

carry 

Breakfast 

out 

10% more 

likely to 

skip 

Breakfast 

159% 

more likely 

to eat in 

front of 

computer 

28% more 

likely to 

eat soup 

28% less 

likely to 

cook from 

scratch 

17% less 

likely to 

eat 

Evening 

meals in 

300% 

more likely 

to eat in 

front of TV 

10% less 

likely eat 

for a treat 



© Kantar Worldpanel 

WorldpanelUsage 
© Kantar Worldpanel 

Innovation 

Innovate to reflect the new us 1 

Obey the occasion rules 5 

Innovate to meet growing needs 2 

Beware of category myopia 4 

Innovate to meet channel needs 3 



© Kantar Worldpanel 

WorldpanelUsage 

19 of the past 20 

years we have 

spent less time 

cooking 

33 minutes for our main meal of the 

day ï prepare and cook 
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11% of evening meals are 

eaten in front of the TV 

Rising to 25% if you are 

eating alone 
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65 million 

evening 

meals in 

front of the 

computer 
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12.4m watch 

6.1m do 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCP7Ot82T9scCFYLaGgodAQkEpg&url=http://www.telegraph.co.uk/culture/tvandradio/9656685/Great-British-Bake-Off-winner-Ed-Kimber-says-theres-no-place-for-Paul-in-Hollywood.html&psig=AFQjCNGpZJcNK_3lU3XDgtiJf-tsOxW9lw&ust=1442307274496430
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Canôt charge 

a premium 

(Price per volume 

lower for healthy in 

bread, rice, yoghurt, 

squash, carbonates, 

sweet spreads) 

Retailers acting on 

consumer pressure 

(Tesco) & demands 

for healthier lines 

likely to grow 

Health as a reason 

for choice @ 30% 

& growing 

Consumer 

concern rising & 

almost half act on 

concern 

Healthy PL 

down  -3.3% 

year on year 

Free from & 

functional markets 

in growth, low 

calorie flat 

60% chance that 

healthiest lines 

in category 

under perform 

the category 

growth 

Behaviour 

following attitudes 

-25% juice 

consumption over 1 

year among the 

most health 

conscious 
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The internet of things 

Home 

as store 

Calorie 

burn 

Calorie 

in 

Buy the 

recipe 

Re order 

Swaps 

20% of GB are now 

using their phones for 

'fitness tracking' 

http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCPbiqPL_9sgCFYLTGgodRacGng&url=http://www.ebay.com/gds/Used-T-Mobile-iPhone-Buying-Guide-/10000000178608386/g.html&psig=AFQjCNGNJX1M4PMXU_Ho9I5sQrDSvfeqJA&ust=1446734429237676
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2012   2013   2014   2015 

  McCain Jacket Potatoes (£27.7m)   
Cadbury DM Marvellous Creations 

(£26.3m) 
    Birds Eye Inspirations (£31.3m)     Lenor Unstoppables (£33.3m) 

  Walkers Deep Ridged Crisps* (£21.6 
m) 

  Muller Deluxe Corner (£18m)     Kingsmill Great White (£29.4m)     Muller Bliss Corner (£31.5m) 

  Whiskas Tasty Textures (£20.8m)   
Tropicana Trop 50 Juice Drink 

(£16.9m) 
    Garnier Ultimate Blends (£28.2m)     Echo Falls Fruit Fusions (£26.7m) 

  Lurpak Spreadable Lightest (£16.8)   Cadbury Pots of Joy Dessert (£12.8)     Walls Magnum 25 Years* (£25.4m)     Muller Light Fruitopolis (£25m) 

  Walkers Baked Stars* (£16.4)   Walkers Baked Hoops &  (£12.2)     Walkers Pops* (£23m)     Imperial Leather Signature (£18.2m) 

  Felix Deeply Delicious (£15.5m)   Maltesers Teasers (£12m)     Elvive Fibrology (£18.8m)     Coca Cola Life* (£18.1m) 

  Walls Magnum Infinity* (£13m)   
Weight Watchers Signature Frozen 

Meals (£10.7m) 
    Sure for Men Compressed (£18.5m)     Danone Activia Fruit Fusion (£15m) 

  Danone Oykos Yoghurt (£12.8m)   Muller Kids Corner (£9.4m)     /ŀǊǘŜ 5ΩhǊ DŜƭŀǘŜǊƛŀ όϻмтΦоƳύ     Always Discreet (£14.2m) 

  Strongbow Pear Cider (£11.8m)   
Weetabix OTG Breakfast Biscuits 

(£7.6m) 
    Vanish Gold OxiAction (£16.9m)     Market Deli Snacks* (£12.9m) 

  Jacobs Oddities (£10.9m)   Muller Light Dessert (£7.1m)     Lenor Unstoppables (£15.9m)     Pedigree Dentaflex (£11.5m) 

* Take Home only 

MANUFACTURERS LAUNCHING INTO THE MARKET 

WHAT ABOUT RECENT LAUNCHES? 
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SACN REPORT ï INNOVATION TO ALIGN TO HEALTH RECOMMENDATIONS 

KEY CONTRIBUTORS TO FREE SUGARS ARE ...  

Category % of estimated Free Sugars in take home baskets 52 w/e 21 June 2015 

18%  16% 
15% 

11% 8% 13.0 

95.0 

ACTUAL 

Free sugars % of calories 
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32% of 

everything 

sold through 

the 

convenience 

channel is 

eaten by one 

person - 

alone 
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The average 

purchase to 

consumption time for 

a product bought from 

a convenience store 

is HALF that as 

one bought from a 

supermarket 

FOR TONIGHT 

CONVENIENCE STORES = SOLVING PROBLEMS 
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Products we 

buy on line 

are 22% 

more likely to 

be used in a 

homemade 

dish 

32% more 

likely to be 

eaten by 5 

plus people 

24% less 

likely to be 

eaten at a 

special meal 

ï like a 

celebration  
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Over index by 7% 

on ready made meal 

centres 

Over index by 3% 

for snacking 

Over index by 29% 

for 5 plus person 

occasions 

Over index by 23% 

for treats 

Under index by  9% 

for health as a 

reason for choice 

Under index by 6% 

for planned meals 

Under index by 12% 

for portion or calorie 

controlled 

Under index for 15% 

for one person 

eating 
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Content slide black. 

Only use once and  at the end of your presentation. Use this slide if you need a conclusion or end slide. Do not add copy outside of the assigned placeholders! 

JAM HAS A LOT TO ANSWER TO 

Incidentally this has been tried a few times since with different results. 

If this was your research would you believe it? 

https://faculty.washington.edu/jdb/345/345%20Articles/Iyengar%20%26%20Lepper%20(2000).pdf 

6 choices 40% 30% 

24 choices 60% 3% 
Number of available products Shelf visitors Purchasers 

https://faculty.washington.edu/jdb/345/345 Articles/Iyengar & Lepper (2000).pdf
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Content slide. 

Use this slide for text and bullet points. Do not add copy outside of the assigned 

placeholders! 

This is Aldi 

Aldi has great prices 

Aldi has great sized stores 

Aldi also has a limited range 

Aldi is growing fast 

Be like Aldi 


