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INTRODUCTION

The UK convenience sector
is changing — shifting from
emergency purchases, to
becoming a regular part of
consumers’ grocery
shopping habits.

9.1%

In the last 12 months, to
April 2015, the convenience
market generated £37.7bn
in sales with a YoY
increase of 5.1%*
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THE NEW FACE OF COOKING

As consumers are becoming over a hot stove to deliver a freshly  of Mexican seasoning over

savvier with home cooking, there cooked meal is quickly becoming your chicken.

is still a fine line between cooking  an image of the past. The meaning

from scratch and semi-homemade.  of cooking from scratch is less This is the era of semi-homemade
Busy working lives and lifestyle about baking the bread roll to cooking and a lifestyle we are
changes have played a part inthe ~ accompany your soup or creating becoming more familiar with.

changing definition of cooking a smooth gravy from the juices @@ @ @ @ @\ @ @ @ @

from scratch. The image of from the meat and sways, instead,

mothers across the country towards heating up a readymade @ @ @ @ @ @ @ @é\ @

spending their time cooking pasta sauce or scattering a packet
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MID-WEEK SHOPPING

Supermarket big shops have been part of family
life for decades but this form of shopping is
currently in decline. Shoppers are spending
more on top-up shopping in 2015 compared

to the traditional main shop, playing to the
strengths of convenience stores, according to a
recent survey which highlights that:
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36% of consumers shop for food
items at least once a week




Mid week shopping is seeing growth.

Monday - Wednesday is seeing a 15 per cent
increase year on year, whereas Friday and Saturday
purchases have seen a decline of three per cent
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Time pressure and busy schedules
have played a significant part in the
increase in top up shopping with 56
per cent admitting that shopping
throughout the week fits in better
with their busy lifestyle.

Spontaneous cooking falls closely
behind with 49 per cent admitting
that they are impulsive about what
they will cook, highlighting that

consumers are spending less time
planning meals during the week.




PURCHASING SHIFTS

The pre-family age group has grown 11.1
per cent in convenience shopping since
2013 and they are more likely to make
purchases from categories that would
traditionally have been bought from
supermarkets, such as fresh fruit,

fresh meat or ready meals.”

of 18-24 year olds tend -
to top up food shopping Q
throughout the week - ;

Food-to-go is an important
development in attracting younger
age groups to convenience stores,
along with driving the growth in meals
for tonight and food shopping trips
for specific products. The younger
demographic of shoppers are much
more likely than older shoppers to
purchase breakfast or lunch from
convenience stores and therefore it
is important that retailers cater for
these shoppers with more fresh
foods, complete meal inspirations
and food-to-go.

LOOKING TO THE FUTURE

The convenience market is currently worth £37.7bn and is
projected to grow by 17 per cent to be worth £44.1bn in 2020.
This would increase its share of the total market from 21.2 per
cent in 2015 to 22 per cent in 2020.

It's important for retailers to focus on simple meal solutions, all
merchandised in one location, inspiring shoppers to pick up all the
ingredients required to cook a meal from scratch.
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