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THE BIG PICTURE IN THE MARKETS GENERAL STUFF

Our industry is still growing, with 
an increase in overseas visitors and 
spending, however, price competition is 
increasing for many sectors. Costs are 
rising as our pound weakens, there’s 
economic uncertainty caused by the 
upcoming election and subsequent Brexit 
negotiations, and consumers are changing 
their dining habits. 
 Mintel UK’s latest report predicts that the 
UK foodservice market will grow by 26% 
by 2021, supported by overseas investment 

and digital innovation. Yet rising costs 
such as increased rents, rates, food price 
inflation, and another rise in the National 
Living Wage, will add pressure to an 
industry that needs to deliver quality food 
and promotions to attract consumers. We 
will keep you informed about trends and 

WELCOME TO THE SPRING EDITION OF MPP’S SEASONAL MARKETING GUIDE FOR FOOD 
BUYERS AND CATERERS. THESE QUARTERLY MARKET REPORTS WILL GIVE YOU THE 
INFORMATION YOU NEED TO HELP YOU MAKE BETTER BUYING DECISIONS.

MPP Seasonal Marketing Guide for Food 
Buyers and Caterers

My Purchasing Partner will source the high quality goods and services that you need 
to exceed your customer’s procurement expectations -  and to maintain profitable 

margins.  Call us on 0800 121 6440

opportunities, supporting your business 
decisions and purchasing needs.
 Our BIG PICTURE focus this Quarter is 
on the rise of the “Grab & Go” culture as 
consumers continue to favour relaxing, 
informal food options. We’d be interested 
in hearing your views on this sector.

Visit the new My Purchasing Partner website and find out how we  
can Help You To Buy Better at: www.mypurchasingpartner.co.uk
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THE BIG PICTURE
The economy

Consumer 
trends - 
Grab & Go

At the time of writing, the turbulent 
nature of our political landscape 
continues to rumble on, impacting the 
pound. Recent gains against the US$ 
and the Euro has helped purchasers 
wanting overseas products but the 
pound is still fluctuating depending 
on the latest election polling results. 

It is now expected that the Euro will 
continue to strengthen and the turmoil 
will continue for a while yet.
 
We know that the actual outcome of 
the General Election, and who will 
be leading the subsequent Brexit 
negotiations, will affect our economy. 

92% of the British population eat out 
during each quarter, yet many no longer 
want a formal dining experience. Hence 
the rise of the Grab & Go concept which 
is usually cheaper than a sit-down meal. 
(Horizons, Eating Out-Look, April 2015). 
Today, over half the adult population 
buy meals “on the go”, visiting an ever-
widening array of outlets, and even pop up 
shops, offering a diverse choice of food. 

The UK’s hot and cold Grab & Go 
market is now valued around £20bn with 
98,443 outlets in the UK. (M&C Allegra/
BaxterStorey Key Trends, September 
2015). Analysts are predicting 4% increase 
in demand for at least the next three years.   

Consumers want to eat at all times of 
the day and night, outside of traditional 
lunch and dinner times, and interestingly, 
the line between when breakfast finishes 
and lunch starts is becoming blurred. 
The breakfast industry (whatever time 
it’s eaten) favours simple, easy to eat, 
nutritious food, such as porridge pots, 
often supplemented with fruit to be 
healthy, although pastries remain the 
go-to complement for the morning coffee. 
Baguettes remain popular for lunch 
alongside salad and pasta pots.

Grab & Go is particularly popular with 
millennials - those born in the last two 
decades of the 1990s. They embrace the 
concept and relish the chance to find 
tasty, inexpensive food, eating it in a space 
that suits them. They love the use of 
technology too. In an increasing number 
of outlets you can find touch screens 
for hassle-free ordering and payment 
and even a full self-service technology, 
where consumers really have a “self 
serve, customised approach” to delivering 
exactly which food and quantity that they 
want. 

 QUALITY AND CHOICE

Quality is paramount as Grab & Go 
is no longer seen as “a last resort” 
choice..Customers are demanding fresh 
ingredients with a known provenance.  
Super foods (such as spinach, berries, 
nuts and edamame beans) are popular, 
as are “British” grown products. The trend 
for street food is also seen in this market.  

Grab & Go is also seeing the demand for 
“free from” food: gluten free, vegan or 
made from non-GMO ingredients. It is 
thought that 1 in 3 people are choosing 
one of these options. Salad bars are 

The UK could benefit from levy-free 
access to European consumers or face 
tariffs. Discussions could be wrapped 
up relatively quickly or may require an 
extension of time. Whatever happens, 
a strong pound and the will to open up 
new global markets will be important 
for our industry.

booming, as are any stalls that allow you 
to customise your food with a “create 
your own” option. 

The desire to be healthy has heralded 
the rise of “protein pots”  which are 
typically a small pot of salmon with a 
boiled egg, or a seaweed salad with 
edamame beans – filling and generally 
healthy, ideal for a snack in the 
afternoon or as an add-on to a meal, 
and a great way to boost customers 
spending.

Healthy eaters like to see nutritional 
information diasplayed prominently 
to allow for informed choices. And 
don’t forget environmentally friendly 
packaging, and demonstrating social 
responsibility, such as giving leftover 
products to the homeless.  
 
 OPPORTUNITIES

The food-to-go concept could be 
profitably expanded across many 
sectors. Historically, travel concessions 
have used this model but Grab & Go is 
becoming increasing popular in schools 
and colleges. With ever tighter budgets, 
they are embracing this model to save 
throwing aways tons of quality, edible 
food items every year simply because 
they prepared too much of certain items 
or because something did not sell as 
well as expected. 

What’s next? Well, some in the 
hospitality sector are adding a Grab 
& Go offer that runs alongside their 
restaurants. Not only does it satisfy what 
the population wants, it keeps guests 
spend in house. Sounds like a win-win 
to us!  
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IN THE MARKETS
Low supply from unseasonable weather has 
led to increased prices for some vegetables 
and salad crops. Other increased costs 
have been exacerbated by the weak pound 
and rising oil costs. However, as increased 
domestic production relieves our reliance on 
the more expensive imports, this trend could 
be reversed in some cases. 

 SUGAR 

The rising cost of sugar may be coming 
to an end later this year. After seeing 
prices almost double since 2015 as 
production fell short of demand, sugar 
prices may not go any higher. This is 
due to increased global production, 
particularly in Brazil, in the USA and 
across Europe, which will offset issues 
caused by the weather in Asia. This news 
comes from a report by Citi, who believe 
that we will experience falling prices at 
the end of 2017 and into 2018.

 FISH 

There is positive news here. More fish 
species are now available as good 
weather means more day fishing boats. 
Mussels and clams are enjoying the 
warmer weather by spawning. Cod still 
needs to fatten up and Haddock won’t 
be back in top condition until the end of 
the Summer. Look out for MSC certified 
Hake - we’re expecting to see stocks 
increase around now. Lemon Sole is 
currently in great condition and is a good 
buy as is Turbot - consider this our top 
late Spring, early Summer tip.

Salmon farms are starting to cut back 
on their harvests which is putting 
pressure on the current high demand 
and higher prices. We believe this will 
continue throughout the year. Native 
lobsters are high in price as Canada has 
reduced stocks. Good to see that USA 
scallops have regained an MSC status

 AVOCADOS 

Severe floods in Southern Peru has 
delayed the supply of avocados into 
the UK. This, coupled with potentially 

increased demand from the USA, 
will mean much higher prices for UK 
purchasers. The USA has been impacted 
by lower yields from their usual supplier 
Mexico, hence their interest in Peru’s 
output.

 APPLES, PEARS AND STONE FRUIT  

Unseasonal frosts over much of Europe 
in April have impacted growers of 
apples, pears, apricots, cherries, and 
plums with many affected citing losses 
of 60-80%. Time will tell the full impact 
on the UK market as some regions 
escaped the worst of the weather, but 
we are expecting higher prices due to 
the overall reduced supply.
 
 EGGS 

Consumers are interested in specialty 
eggs, such as those from ducks, quails 
or speciality hen breeds. Retail sales are 
up 8.8% and foodservice outlets, which 
make up 23% of total egg sales, are 
increasingly exploring the specialty egg 
offer.

 BROCCOLI, PEPPERS AND LEAVES 

There are still supply issues for broccoli 
and peppers from Spain. This was 
caused by not being able to plant early 
crops due to bad weather. There is good 
news for salad, however. The availability 
of British lettuce heralds the start of 
lower salad prices in the UK as we no 
longer need to import salads from Spain, 
reducing transport costs. 

 MEAT AND POULTRY 

More than 56% of respondents to a 
recent YouGov poll believe that meat is 

not necessary for a good meal. Citing 
health reasons and increased cost, 
these consumers are also considering 
the impact on the environment when 
making their meat free choices. This 
brings opportunities for caterers to offer 
more vegetarian and fish dishes to their 
menus.

In terms of prices, we are seeing British 
lamb prices heading upwards, due to 
increased demand from Europe and 
a decline in the availability of New 
Zealand lamb. Unseasonably high beef 
prices continue to be seen in May, and 
are predicted for June, as the market 
demand for beef remains firm. 

Pork costs started to rise in March and 
this trends continues, mirroring what is 
happening in Europe. This is all due to 
a tight supply situation and a seasonal 
increase in demand due to the popularity 
of barbeques. Negative publicity towards 
European pork sausages may impact 
this price and we’ll keep you updated.

 DAIRY 

2017 started like 2016 ended. UK dairy 
cows were being sold for beef and 
remaining herds were often being fed 
on poorer quality feeds. As a result, 
milk production was down, continuing 
the 10% year-on-year drop that we 
calculated at the end of 2016. This 
impacted butter prices, which continued 
to rise, and cheese supply issues 
remained. 

However, we are beginning to see signs 
that domestic production is helping 
to lower prices. Butter prices, for 
example, have started to fall over the 
past few weeks. Some of the larger 
milk companies are dropping their 
price for milk as production steadies. 
For example, Muller has decreased its 
standard non-aligned milk price for next 
month by 0.5p per litre. Based on this, 
we predict a gradually easing of supply 
and possibly some better news for dairy 
prices as the year progresses. But, we 
will have to see if the trend for selling 
more product abroad continues and 
monitor what impact this has on the UK 
market.



12-16 JUNE
HEALTHY EATING WEEK

https://www.nutrition.org.uk/healthyliving/
bnf-healthy-eating-week.html

14-18 JUNE
TASTE OF LONDON (WINTER) 

https://london.tastefestivals.com

16-25 JUNE
NATIONAL PICNIC WEEK

http://www.nationalpicnicweek.co.uk

1-7 SEPTEMBER
NATIONAL LAMB WEEK

http://www.nationalsheep.org.uk/lovelamb

21-22 SEPTEMBER
LUNCH! (EXCEL LONDON)

https://www.lunchshow.co.uk

23 SEPTEMBER - 8 OCTOBER
BRITISH FOOD FORTNIGHT

http://www.lovebritishfood.co.uk/british-
food-fortnight/what-is-british-food-

fortnight?

1 OCTOBER
WORLD VEGETARIAN DAY

10-11 OCTOBER
CARE SHOW (NEC BIRMINGHAM)

http://www.thenec.co.uk/whats-on/care-
show

My Purchasing Partner, The Old Bakery, Green Street, Lytham FY8 5LG
Tel: 0800 121 6440   E-Mail: info@mypurchasingpartner.co.uk
www.mypurchasingpartner.co.uk
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Use “wonky” 
veg and  
reduce waste

Helping you to buy better

Norwegian parasite 
threatens English salmon

Food weeks 
and industry 

dates for your 
diary

Caterers are being urged to use 
misshapen vegetables in a move to 
reduce food waste across the food 
chain. This comes after a government 
report estimates that up to one third of 
produce grown by farmers ends up as 
waste as it’s not the right size or shape.

Some supermarkets have publicly  
taken up the challenge and are offering 
wonky veg, now it’s the turn of chefs to 
use this less-attractive looking produce. 
It is estimated that savings of up to 12% 
can be made - better for the caterer’s 
bottom line and potentially better value 
meals for consumers too.

The Food Standards Agency has 
published a systematic review, produced 
by the Royal Veterinary College, of 
evidence on antimicrobial resistance 
(AMR) in food. The review looked at the 
areas where consumers are most likely 
to be exposed to AMR in bacteria from 
the food chain. It was based on evidence 

English salmon stocks could be 
destroyed by a tiny Norwegian parasite 
that has devastated Scandinavian rivers. 
The only way to destroy the 0.5mm  
long Gyrodactylus salaris is to poison it. 
Salmon and Trout Conservation UK, the 

published between 1999 and 2016 for 
meat, dairy products, seafood and fresh 
produce sold in shops. And it confirmed 
the need for extra surveillance of AMR 
in food at retail level, to support the 
wider programme of work currently 
underway across government to help 
reduce levels of AMR

fisheries charity, is concerned that the 
parasite could be transported to the 
UK on the bottom of a canoe or fishing 
rod and urges everyone to clean their 
equipment thoroughly.

My Purchasing Partner constantly 
monitors what is happening to the 
products that you demand - find our 
latest analysis and company news here:
 

www.mypurchasingpartner.co.uk/
news-views

or head to the Resource Centre: 

www.mypurchasingpartner.co.uk/
resource-centre

for previous reports and updates.

Visit our new-look website to learn more about our team and how we will support 
your business. www.mypurchasingpartner.co.uk

All information has been collated to 
HELP YOU TO BUY BETTER and we are 
on hand to talk further about how 
it affects you. 

Simply call 0800 121 6440  
for bespoke support.


