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ager at Unilever UK, notes that consumers 
shopping for such products are looking 
for items that taste great, but also work as 
part of a balanced diet. 

“�e Flora Freedom dairy-free variant 
is a�delicious tasting spread that ensures 
that those who have an intolerance or an 
allergy, or simply want to choose free-from 
products, can enjoy a great tasting spread,” 
he advises.

Consumer interest in 
home baking is another key 
sales driver. 

Caroline Jary, brand 
building director for 
spreads at Unilever UK, 
says: “Baking continues to 
be a huge opportunity. In 
fact, the in-home baking mar-
ket is set to grow to a substantial 
£1.9bn between 2014 and 2019, as 
30% of consumers continue to bake from 
scratch at least once a week. 

“Stork with Butter is perfectly positioned 
to spearhead this growth. It’s also down to 
the retailer to ensure that they pro�le bak-
ing occasions in-store at pertinent times 
of the year to inspire usage and encour-
age sales.”

In addition to everyday items, the chiller 

“In our fresh fruit and 
vegetable category, we 
now sell everything 
from carrots, cabbages 
and peppers to 

pomegranates, mush-
rooms and avocados. As a 

result of improving our range, we’ve 
grown the category by 183% over the 
past year. Consumers want to know 
where products have come from. We have 
introduced a range of fresh lamb, pork 
and beef products, including regionally 
sourced lines.”
TERRY LARKIN, group general 
manager, JJ Food Service

“Consistency is so 
important. When we 
�nd out that a product 
is available, we create a 
menu around it. If it 

then turns out that a 
wholesaler is unable to 

provide that product a couple of weeks 
later, it causes us a problem as we can’t 
serve it to customers who want it, and 
we have to �nd a way to get around it. 
Having a product available all the time 
is really important for us.”
ANDREW DARGUE, head chef and 
owner, Vanilla Black, London

“As part of my store 
refurbishment, 
I expanded my chiller 
size from 5m to 8m and 
signi�cantly extended 

my range, as I knew 
I needed to provide more 

than just the basics. My customers have 
been delighted since I’ve added family 
favourites, such as Dairylea, cheeses, 
meat snacks, cooked and cold meats, 
fruit juices, sandwiches and ready meals, 
and word is spreading about the 
products we have on o�er. It’s really 
driving up my sales.”
UZAIR ALI, Lifestyle Express, 
Motherwell
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is also home to treats, such as chocolate 
milk. �e �avoured milk market is cur -
rently worth £293.9m, with chocolate milk 
still the category’s favourite �avour with a 
31% share, followed by fruit �avoured milk 
at 24%,�according to Michelle Frost, gen-
eral manager for Mars Chocolate Drinks 
and Treats.

She says: “�e specialised milk category 
continues to grow and now accounts for 

22% or £65.5m of total value sales 
in the �avoured milk market. 

�is re�ects the continued 
demand and new product 
development within the 
milk drinks category of more 
innovative �avours and 
specialised milks.”
Capitalising on this growing 

trend, last year Mars Chocolate 
Drinks and Treats introduced to 

the category Mars High Protein and 
Snickers High Protein milk drinks, each 
containing 22g of protein, and Mars High 
Protein is currently showing a value sales 
growth of 57%.

Frost says: “Our 350ml milk drinks 
range is a huge category driver. By adding 
a no added sugar option to the Mars Milk 
line-up earlier this�year, we hope to see 
even more category growth.” �O

30%
Number of 

consumers who 
bake from scratch 

at least once a 
week

p40-42_Fresh & Chilled.indd   42 27/10/2016   17:20


