
Our markets

What’s happening:
• Shoppers are cutting back and hunting for 

cheaper products. They are seeking out 
discounted lines, price-matched products 
and value tier ranges.

• Shoppers are also switching where they 
shop, down-trading from premium retailers 
and high street eateries, looking for more 
affordable items to help mitigate inflationary 
costs. As a result, retailers are driving loyalty 
initiatives to target the savvy shopper. 

• Discretionary purchases have reduced. 
However, shoppers continue to pay a 
premium for quality, trusted brands, more 
adventurous flavours and recipes – features 
they feel add genuine value and cannot 
easily be replaced. Manufacturers, retailers 
and brands are working hard to ensure their 
products offer added value which is worth 
paying for.

How we are responding:
We have worked with our retail customers  
to adapt our products to enhance our value 
proposition for our consumers, whilst ensuring 
we maintain product quality and integrity:

• Undertook extensive market research in 
early 2022 to identify which product elements 
added value to consumers. This helped to 
focus our product development and category 
plans to meet new demands. 

• Adjusted recipes and product weights to align 
with the market across a range of ready meals. 

• Supported promotional plans with our 
customers to offer price reductions, multibuy 
offers, and meal deal discounts across pizza, 
desserts, dips, soup and ready meals.

• Increased our value tier offering in dips with 
a strategic customer and rebalanced ranges 
across several categories.

• Restructured our ‘The Pizza Company’ meal 
deal to maintain appeal at a lower price point.

UK market summary

62% 
are buying 
cheaper products1

>70% 
say increased 
living costs are 
their biggest 
concern1

The UK market is going through a challenging period as 
cost-of-living pressures increase due to macro-economic 
uncertainty and significant price inflation. Nationally,  
40% of people say their financial position is getting worse1, 
and average household grocery spend has risen by  
over £600 in 20222. As a result, consumers are adopting 
money-saving strategies across how they live, shop and eat.

Despite their money-saving behaviours, UK consumers 
continue to show a desire to create moments of enjoyment, 
ensure long-term personal wellbeing and support a more 
sustainable future. 

SEEKING VALUE – “I want to spend better”

This is demonstrated through shoppers seeking products 
and brands that listen, understand and respond to their 
core needs and values.

We distilled these behavioural dynamics and market 
performance into three key trends: seeking value, desiring 
at-home experiences and acting responsibly. Our goal at 
Bakkavor is to leverage our insight and expertise across 
our Fresh Prepared Food (“FPF”) products to ensure each 
one aligns to these trends and has a clear objective.

Consumers are focused on value in 
the near-term, but continue to desire 
moments of enjoyment, and seek to 
support their personal wellbeing and 
a more sustainable future.

1 Bakkavor State of the Nation Report September 2022, One Pulse – 500 respondents.
2 Kantar UK grocery price inflation 11 October 2022.
3 Kantar WPO 12 weeks to October 2022 versus 12 weeks to October 2021. 
4 ShopperVista research. 2,011 British shoppers. 13–15 May 2022.

5 Kantar WPO 12 weeks to October 22 versus 12 weeks to October 2018.
6 Bakkavor Market Matrix, summer 2022.
7 IGD ShopperVista research, 3,707 British shoppers, November 2022.
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What’s happening:
• Consumers are cutting back on eating out 

of home to save money, despite mobility 
returning to pre-pandemic levels. This 
means affordable weekend treats are being 
sought to eat at home. 

• Supermarkets are benefitting from this 
shift. Dine-in meal deals have become 
increasingly popular, with promotions up 
over 8% on 20213.

• 40% of people say they will do less socially 
than before the pandemic but that when they 
do it will be more special4, favouring smaller 
social gatherings at home. Many are turning 
to FPF for an easy, affordable solution. 

• For everyday occasions, consumers  
are seeking affordable, convenient and 
time-saving options that provide a filling 
meal solution.

• Younger consumers are increasingly 
attracted to FPF products, particularly 
evident in ready meals, pizza and vegetable 
accompaniments. 11.7% of FPF shoppers 
are pre-family, up 3% on 20185. 

How we are responding:
With a varied portfolio of affordable and 
convenient products for in-home occasions, 
we have benefitted from shoppers seeking 
these options:

• Uplifted sales in our Italian ready meal  
and chilled bread ranges, seen as filling, 
convenient and cost-effective.

• Combined ready meals, pizzas, desserts and 
sides in meal deal offers, including dine-at-home 
brands such as The Pizza Company, Heat & 
Enjoy and Pizza Express. Also supported dine-in 
propositions across premium and core tiers 
and a diverse range of cuisines and segments.

• Summer sales grew 7.8% across salads and 
2.5% in dips, as a warm summer and desire 
for convenience bolstered sales6.

• Continued to elevate eating experiences across 
our categories; addition of the Siciliana range 
to Pizza Express and a programme of special 
guest flavours to The Pizza Company range.

• Maintained focus on social, seasonal and key 
events, such as The Delicious Dessert Company 
special cream cakes to celebrate Halloween and 
commemorate the late Queen’s Platinum Jubilee.

55% 
are cutting back 
on eating out  
of home1

47% 
are cutting back 
on takeaways1

DESIRING AT-HOME EXPERIENCES – “I want mealtimes to be special” 

What’s happening:
• Whilst pressures on household budgets 

have put cost front of mind in the near-term, 
68% of UK consumers agree that the food 
and drink industry has a responsibility to 
limit its climate impact7. We strive to look 
after the health of our nation and planet  
by evolving our offering to achieve our 
sustainability goals.

• Fresh, healthy alternative and plant-based 
products remain an important factor for 
31% of FPF consumers1.

• Reducing waste has become more 
important to consumers, driven by financial 
benefits and sustainability goals. Social 
responsibility and supporting others’ 
wellbeing has also been elevated as people 
seek to help communities during the  
cost-of-living crisis. 

• High Fat Salt Sugar (“HFSS”) health 
measures: whilst legislative implementation 
was deferred by the government, retailers 
started to implement planned changes from 
October 2022, with changes in where and 
how non-compliant products can be sold, 
which particularly impacted dessert and 
pizza product ranges.

How we are responding:
We continue to evolve our product offering and 
operations towards a more sustainable future:

• Encouraged healthy eating by developing 
processes around HFSS legislation; 83% of 
our products are compliant with the Food 
Standard Agency’s salt reduction targets for 
2024 and 62% defined as ‘healthier options’  
by the Department of Health’s UK Nutrient 
Profiling Model.

• Launched multiple propositions that provide 
more fresh and natural options:

 – 52% of our total UK products are vegetarian 
(2021: 50%), of which 19% are vegan;

 – New partnership with a leading vegetarian 
brand to relaunch a range of ready meals, 
improving freshness and quality; and

 – New plant-based meal deals to support 
more dietary requirements and lifestyle 
choices in-store.

• In collaboration with our UK customers, 
eliminated 2,429 tonnes of plastic across our 
product ranges – a 12% reduction in a year.

• 631 tonnes of food sent to redistributors and 
local charities. 

47% 
are seeking  
more fruit and  
vegetables in  
their diet1

39% 
are buying more 
products with 
sustainable 
packaging1

ACTING RESPONSIBLY – “I want to eat and live better”
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What’s happening:
Consumer spending in the US continues to 
be robust despite inflationary pressure, with 
unemployment remaining at record lows and 
high job vacancy rates1. However, consumer 
sentiment deteriorated markedly in 2022; 
the Michigan Consumer Sentiment Index 
(“MCSI”) dropped to 59 in 2022, the lowest 
yearly score since its inception in 19612.

Food prices increased by 10.4% year-on-
year in 20222, but our focus categories have 
seen limited change in consumer behaviour. 
That said, the refrigerated grab-and-go 
meals category continues to grow strongly 
off the back of unabated consumer demand. 

Our consumer research in 2022 showed 
that: 95% of consumers that tried fresh 
meals in the previous six months would 
purchase the same or more in the next 
three years; and at least 50% of non-buying 
consumers were “somewhat likely”  
to purchase in the future. 

Additionally, the possibility of a recession 
has benefitted private label/retailer brands, 
providing a further tailwind for our business 
– with retailer brand sales up 10.2% in the 
nine months to September, compared to 
5.6% for national brands3.

In response, retailers are strengthening 
their private label offer and dedicating more 
space to the category – 82%4 are actively 
looking to expand space for FPF, particularly 
grab-and-go products. 

Retailers see private label products as a USP 
versus their competitors, with 70% deeming 
such investment a success5. The category 
also provides retailers with a hedge against 
labour challenges, as shelf-ready fresh meals 
do not require in-store kitchen operations 
and individuals to manage the deli counters.

Still, the US retail offer remains vastly 
underdeveloped compared to the UK and  
we expect the market to continue growing  
at double-digit rates in the medium-term.

How we are responding:
We recorded another year of strong volume 
growth in the US:

• Delivered 32% growth in fresh meals, 
supplying six customers nationally.

• Rolled out our fresh meals to more stores  
for our existing customers.

• Launched a new supply partnership with a 
large regional retailer, with a strong pipeline 
of new products to further expand the range 
in 2023.

• Developed and launched 114 new products 
across our categories, equivalent to over 30% 
of our 2021 range. 

• Introduced product tiering across price 
points for the first time within our range of 
meals for one of our strategic customers, 
thus broadening the category price spectrum 
and consumer appeal.

70% 
of retailers deem 
investment in 
fresh prepared 
meals a success5

82% 
of food retailers 
are actively 
looking to expand 
space for Fresh 
Prepared Food6

1 US Bureau of Labor Statistics.
2 University of Michigan for consumer sentiment MCSI.
3 LEK Retail Private Label Feeds a Hunger for Growth.
4 Food Industry Association.
5 FMI State of Fresh Food 2022.
6 Food Industry Association.

US market summary

In this under-developed market, 
retailers are investing in their Fresh 
Prepared Food (“FPF”) offer to meet 
strong consumer demand for fresh, 
convenient products.

OUR MARKETS CONTINUED
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What’s happening:
China’s zero tolerance Covid policy impacted 
consumer behaviour in 2022, with local  
and regional lockdowns resulting in slower 
growth and more considered purchasing. 
The foodservice channel was heavily 
affected, with industry revenues declining  
by 5.4% on 2021. China has not faced the 
same inflationary pressures as the UK and 
US (consumer prices were up by only 1.8% 
year-on-year in December 2022). However, 
food prices recorded steeper inflation, 
reaching 8.8% year-on-year growth in 
September before gradually decelerating1.

Coupled with the weaker economic outlook, 
retailers saw strong growth in own label 
products and Chinese local brands, with 77% 
of consumers choosing domestic brands 
because of “value for money”3. Food and 
grocery purchases benefitted over 
discretionary items – 44% of Chinese 
consumers expected to spend more on 
groceries in the second half of 20223. The 
pandemic also accelerated online penetration 
– 58% of consumers increased their shopping 
online since before the pandemic4 – and a 
desire for healthier products. 47% of Chinese 
consumers (versus 37% globally) say they 
intend to spend more on health and wellness 
products and services in the future, with 46% 
actively looking for healthy ingredients in food 
and beverages4.

Following the lifting of Covid restrictions  
in December 2022, the expectation is for  
a material, if bumpy, recovery in 2023, with  
the foodservice industry back to a pre-Covid 
growth rate of 7–10% per annum5. Over  
the longer term, China continues to offer 
significant opportunities with the world’s 
largest middle-income population of 

15 years2. Additionally, sales of fresh prepared 
meals across ready-to-eat, ready-to-heat 
and ready-to-cook are expected to continue 
growing ahead of the market.

How we are responding:
• Delivered over 50% growth in sales to retail 

customers through product range expansion 
into existing and new categories, and secured 
new customer partnerships.

• Expanded our range of products to include 
ready-to-eat and ready-to-cook meals, leafy 
salads, sandwiches, soups and sushi for 
retail customers.

• Introduced a grab-and-go breakfast range  
at a major coffee chain, as well as healthy 
choices and online ordering at our Fresh 
Kitchen counters in Hong Kong.

• Broadened our frozen food offer to widen  
our geographical reach and support our 
customers in managing their inventory levels 
and store processes more effectively. 

• Launched a new Fresh Kitchen online frozen 
range in partnership with a leading meat-
alternative brand, combining healthy eating 
trends with the increase of online food sales.

1 China National Bureau of Statistics.
2 Accenture, 2022 – Chinese Consumer Insights 2022.
3 PwC, June 2022 – Global Consumer Survey China Report.
4 Euromonitor, 2022 – Megatrends in China 2025.
5 Great Wall Security.

China market summary

China continues to offer significant 
opportunity with the world’s largest 
middle-income population of 400 
million, which is expected to double 
in the next 15 years.

77% 
of consumers 
choosing domestic 
brands because of 
“value for money”3

7–10% 
CAGR for China 
foodservice 
industry1 
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