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“Consumer habits are changing, such as through the
cutting of meat consumption or searching for healthier

foods. Such is the correlation between taste and purchase
intent within food that brands with a particularly premium

or delicious image can leverage the superior experience
that their product can offer.”

– Richard Hopping, Senior Brand & Household
Analyst

This report looks at the following areas:

Consumer eating habits are changing; a significant number are cutting their meat consumption, and
people are increasingly seeking out products with a healthier proposition. However, the link between
taste and purchase intent in the food sector means that brands with a particularly premium or delicious
image can leverage the superior experience that their product can offer on those occasions when
consumers do allow themselves to indulge.

Report Price: £1995.00 | $2693.85 | €2245.17

Brand Overview - Food - UK - April 2019

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
more holistic view of this market

reports.mintel.com © 2019 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/920726/
mailto:reports@mintel.com


Table of Contents

What you need to know

Products covered in this Report

Brand Leaders

Snacking brands amongst the most eaten
Figure 1: Top ranking of brands in the food sector, by overall usage, January 2016-March 2019

Popular brands remain popular
Figure 2: Top ranking of brands in the food sector, by usage in the last 12 months, January 2016-March 2019

Preference results in usage
Figure 3: Top ranking of brands in the food sector, by commitment (net of “I prefer this brand over others” and “It is a favourite
brand”), January 2016-March 2019

Big-name brands benefit from higher levels of trust
Figure 4: Top ranking of brands, by agreement with “A brand that I trust”, January 2016-March 2019

Heinz’ image underpinned by high satisfaction
Figure 5: Top ranking of brands in the food sector, by satisfaction (net of “good” and “excellent” reviews), January 2016-March 2019

Jacob’s, Schwartz and Blue Dragon leverage image over satisfaction
Figure 6: Top ranking of brands in the food sector, by likely recommendation, January 2016-March 2019

Pringles and chocolate brands lead on differentiation
Figure 7: Top ranking of brands in the food sector, by perceived differentiation (net of “It’s somewhat different from others” and “It’s a
unique brand”), January 2016-March 2019

Brand Personality

Ben & Jerry’s continues to push NPD
Figure 8: Top ranking of brands, by agreement with “A brand that is innovative”, January 2016-March 2019

Aldi’s reputation precedes it
Figure 9: Top ranking of brands, by agreement with “A brand that offers good value”, January 2016-March 2019

The importance of good value on purchase intent
Figure 10: Correlation of product perceptions and purchase intent, January 2017-February 2019

Exclusivity formed by luxurious imagery
Figure 11: Top ranking of brands, by agreement with “Exclusive”, January 2016-March 2019

Heinz demonstrates that image, not price, defines added value
Figure 12: Top ranking of brands, by agreement with “A brand that is worth paying more for”, January 2016-March 2019

Treats dominate the brands considered delicious
Figure 13: Top ranking of brands, by agreement with “Delicious”, January 2016-March 2019

Hot Topics

Healthy brands may need to leverage heritage while adapting
Figure 14: Top ranking of brands, by agreement with “Healthy”, January 2016-March 2019

Health is a strong influencer on ethics
Figure 15: Top ranking of brands, by agreement with “Ethical”, January 2016-March 2019

Overview

Executive Summary

Report Price: £1995.00 | $2693.85 | €2245.17

Brand Overview - Food - UK - April 2019

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/920726/
mailto:reports@mintel.com


Total adspend on food drops again
Figure 16: Total above-the-line, online display and direct mail advertising expenditure on the food sector, 2015-18

Quorn promotes product on three key benefits
Figure 17: Top brands, by recorded above-the-line, online display and direct mail advertising expenditure in the food sector, excluding
retailers, 2015-18

What we think

Snacking brands amongst the most eaten

Preference results in usage

Big-name brands benefit from higher levels of trust

Heinz’ image underpinned by high satisfaction

Pringles and chocolate brands lead on differentiation

Snacking brands amongst the most eaten
Figure 18: Top ranking of brands in the food sector, by overall usage, January 2016-March 2019

Popular brands remain popular
Figure 19: Top ranking of brands in the food sector, by usage in the last 12 months, January 2016-March 2019

Big-name brands constantly adapting to new trends
Figure 20: Examples of product launches from most used brands in the last 12 months, 2016-18

Preference results in usage
Figure 21: Top ranking of brands in the food sector, by commitment (net of “I prefer this brand over others” and “It is a favourite
brand”), January 2016-March 2019
Figure 22: Brand commitment, by usage in the last 12 months, January 2016-March 2019

Heinz some way ahead of others

Big-name brands benefit from higher levels of trust
Figure 23: Top ranking of brands, by agreement with “A brand that I trust”, January 2016-March 2019

Taking a long-term view is crucial

Jacob’s and Cathedral City stand out
Figure 24: Jacob’s The Baker Brothers branding, 2018

Heinz’ image underpinned by high satisfaction
Figure 25: Top ranking of brands in the food sector, by satisfaction (net of “good” and “excellent” reviews), January 2016-March 2019

Jacob’s, Schwartz and Blue Dragon leverage image over satisfaction
Figure 26: Top ranking of brands in the food sector, by likely recommendation, January 2016-March 2019

Pringles leads for differentiation
Figure 27: Top ranking of brands in the food sector, by perceived differentiation (net of “It’s somewhat different from others” and “It’s
a unique brand”), January 2016-March 2019

Brand Leaders – What You Need to Know

Usage

Preference

Trust

Satisfaction and Recommendation

Differentiation

Report Price: £1995.00 | $2693.85 | €2245.17

Brand Overview - Food - UK - April 2019

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/920726/
mailto:reports@mintel.com


Chocolate brands stand out from the crowd
Figure 28: Examples of new Maltesers launches from Mars, 2018

Werther’s Original messaging makes up for lack of glamour

Ben & Jerry’s continues to push NPD

The importance of good value on purchase intent

Exclusivity formed by luxurious imagery

Heinz demonstrates that image, not price, defines added value

Treats dominate the brands considered delicious
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Figure 29: Top ranking of brands, by agreement with “A brand that is innovative”, January 2016-March 2019

Ben & Jerry’s continues to push NPD
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Taste is strong influencer on likely purchase
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Healthy brands may need to leverage heritage while adapting

Health is a strong influencer on ethics

Convenience concept set to receive a boost

Total adspend on food drops again

Quorn promotes product on three key benefits

Greater interest in health and wellness

Healthy brands may need to leverage heritage…
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Figure 46: Coca-Cola campaign in the wake of the Soft Drinks Industry Levy enforcement, April 2018
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Figure 52: Environmental logos on new product launches, 2019

Convenience concept set to receive a boost

Convenience currently a low influencer on purchase intent
Figure 53: Share of new launches, by claim group, 2015-18

Convenience generally in isolation from other important claims

Hot Topics – What You Need to Know
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Figure 54: Examples of product launches carrying convenience and premium claims, 2018-19

Figure 55: Examples of product launches carrying convenience and ethical/environmental claims, 2018-19

Total adspend on food drops again
Figure 56: Total above-the-line, online display and direct mail advertising expenditure on the food sector, 2015-18

Chocolate and biscuits tie into consumer lifestyles
Figure 57: Total above-the-line, online display and direct mail advertising expenditure on the food sector, by category, 2015-18
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Figure 59: Marks & Spencer Beef Traceability TV advert, 2018

Retailers drive adspend
Figure 60: Top advertisers, by recorded above-the-line, online display and direct mail advertising expenditure in the food sector,
2015-18

Mars enlists the help of Elton John
Figure 61: Snickers Rap Battle TV ad, 2018

Quorn promotes product on three key benefits
Figure 62: Top brands, by recorded above-the-line, online display and direct mail advertising expenditure in the food sector, excluding
retailers, 2015-18
Figure 63: Quorn TV campaign, 2018
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