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‘Three things remain constant: Britons’ 
culinary curiosity, their love of good food  

and their desire to eat healthily’
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14 Valentine’s Day 
Let’s face it, 14 February is a 

diet cheat day, a day of pleasure.  
No one’s calorie-counting here. 
Which is fortunate really, because 
nothing says ‘I love you’ quite like 
chocolate and bubbly, it seems. 
Valentine’s Day sees a sales spike 
in Champagne at a cork-popping 
30%, with the more budget-
conscious sparkling wine following 
on up 18%. And to bring the ‘diet 
day off’ to a happily hedonistic 
end, our sales of 
chocolates shoot 
up 14%. 

January

1 As glasses are raised all over 
the UK to welcome in 2014, 

Champagne sales rise by 22%, 
sparkling wine just behind at 19%.

2 - 30 New Year’s resolutions 
become a priority, and 

sales of health snacks go up by 
45%, LOVE life you count… Special 
Choice cereal 47%, salad 13% and 
fish counter sales 26%. Jalapeño 
chilli sales rise by 91%, and Cooks’ 
Ingredients Hot Chilli Sauce 150% 
to help ward off the cold.

2014: what 
we eat now
Our eating habits are changing, 
according to the latest findings 
from Waitrose. Based on insight 
from our retail experts, sales data 
and customer research, we have 
identified seven key trends, which 
provide a fascinating snapshot

‘Are you a time-poor shopper or a global explorer? 
Do you dabble in flexitarianism? Or perhaps you’re a 
weekend foodie? These are just some of the consumer 
trends we’ve identified for The Waitrose Food and Drink 
Report 2014. 

Before we have an in-depth look at these trends, it is 
worth considering the broad economic factors that are 
shaping the way that Britons consume this year. Two 
seemingly contradictory themes stand out. First, 2014 
has been another year of recovery for the UK economy. 
But second – and equally important – 2014 has been a 

year in which consumers have refused to let go of the 
shopping habits they adopted during the recession.

Most macroeconomic indicators have moved in the 
right direction this year. In June, consumer confidence 
tipped into positive territory for the first time since 
March 2005. Inflation dropped to under 2% in the summer 
– this from a figure of over 5% three years ago – while 
unemployment has continued to fall. However, any gains 
have been hard won and the recovery remains tentative. 
For example, consumer confidence dipped back into 
negative territory in July, while in August the Bank of 
England halved its forecast for wages growth this year. 

This hesitancy is being reflected in people’s spending 
habits. They buy carefully, continuing to shop around for 
quality and value. However, they’re also looking to treat 
themselves when appropriate. Despite the strong signs 
that people are feeling more positive, they have learnt 
from the recession: they have learnt different spending 
habits, they have learnt not to waste so much food and to 
carefully budget their finances.

Britain has become a lot thriftier, probably for the 
better. And that trend is here to stay. This continued 
caution goes hand-in-hand with the ongoing revolution 
in the way we shop. The twin pillars of convenience and 
technology mean that people shop more often, and shop 
in ways that suit them. Despite these changes and 
challenges, though, three things remain constant: 
Britons’ culinary curiosity, their love of good food and 
their desire to eat healthily. 

We are fast becoming a nation of foodies. Increasing 
numbers of people have moved from seeing eating as 
functional to seeing it as an experience to be relished and 
enjoyed. Today, more than ever before, people see food 
and cooking as a hobby. All these factors feed into how 
we eat in 2014.’

Mark price, managing director

‘The twin pillars of 
convenience and technology 
mean that people shop 
more often, and shop in 
ways that suit them’
Mark price, managing director

GoinG Up 
WHAt WAS IN  

FAVOUr IN 2014

Honey 
Honey sales at Waitrose 
have overtaken those of 
jam for the first time

AUstriAn wine 
These dry and crisp whites 
are proving a big hit

premiUm teqUilA 
It’s no longer about slamming 
– sipping is the way to go

Flower sproUts 
Small and nutritious, this 
Brussels sprouts-and-kale 
cross has really taken off
 

Venison 
A strongly flavoured meat,  
this is a ‘rustic luxe’ favourite 

steViA 
This naturally sourced sugar 
substitute has been used in 
South America for centuries

Apple, kAle &  
lime jUice 
Kale packs a low-sugar 
nutritional punch in this drink

AlcoHolic ice teA 
Vintage, adventurous and 
refreshing all at once

 
cHicken kAtsU cUrry
This Japanese dish is one of 
our most popular meal kits

eton mess  
cUpcAkes 
A deliciously indulgent twist 
on the perennial classic

Bone mArrow 
Popular with foodies, this is 
great roasted and served on 
toast with chopped parsley

Green teAs 
Mirroring the late-90s coffee 
boom, green teas are having 
their moment in the spotlight 

Us pAle Ale 
Intense flavours from unique 
breweries strike a chord

Grab-and-go convenience eating is here to stay as time-
poor shoppers increasingly switch to buying little and 
often. Britons are shopping locally and more frequently 
than ever before, with spending up in convenience stores 
and a quarter of us visiting one every day.* Eight out of 10 
shoppers travel less than a mile to their nearest shop, and 
six out of 10 of those trips are made on foot. 

All of this has had an impact on what we eat today. ‘People 
are shopping for now rather than for later in the week,’ says 
Paul Yarrow, our Fresh Produce Technical Manager. 

Meals themselves have become less planned and more 
spontaneous. ‘There is less of an occasion around 
lunchtime. When people are in the supermarket they are 
grabbing hot snacks on the move,’ says Jill Dewar, Head 
of Hospitality. 

Accordingly, sales from our ‘on the go’ counters, such 
as breakfast, coffees and Danish pastries, are up 10%, 
while pre-prepared vegetables and Waitrose Cooks’ 
Ingredients meal kits have also risen. ‘Research shows that 
back in the 1980s, people would spend about an hour to 
prepare a meal,’ says Clare Gough, Head of Customer 
Insight. ‘Now it’s around half that time.’

What they’re saying

‘We know people are shopping at least twice 
as often as they were five years ago’ 
MattheW Frost, Head of grocery

 ‘Lunch on the go is fast becoming part of our 
everyday lives – our 28 shops at Welcome Break 
service stations sell 16% of all the sandwiches 
sold in Waitrose shops across the country, rising 
to 19% in the summer’
suzy WadsWorth, Waitrose Welcome Break Business manager

‘Time-poorness is here to stay.  But one thing 
Waitrose customers are not prepared to 
compromise on is quality’ 
MattheW Frost, Head of grocery* A
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31 Chinese  
new year

two weeks of 
festivities begin:

 WOKS UP
 45%  

StIr FrY KItS 
UP 100% 
rICE AND  
NOODLES UP 

10%

OUr LIttLE WAItrOSE 
SHOP At KINgS CrOSS 
FEAtUrES tHE bIggESt 
SELECtION OF OUr 
‘FOOD tO gO’ rANgE

News bites
February
 

2 the super bowl 
American Football is a sport 

designed to be watched on tV, 
lounging on a sofa with countless 
bowls of snacks. Accordingly, sales 
of dips go up 12%, hand-cooked 
crisps rise 43% and the American 
sport-watching snack of choice, 
popcorn, shifts a whopping extra 
76%. the 2014 final attracts the 
biggest US audience ever for a tV 
programme, at 111.5 million 
viewers – and in anybody’s book, 
that’s a lot of snacks.

MarCh

4 panCake Day 
Eggs up 16% at this time of 

year is not something we’d crack 
a joke about. And the news that 
butterscotch sauce sales rise 
100%? Well, it must be a toss-up 
between that and the lemon juice.

30 Mother’s Day 
 What thoughtful people. 

Sales of cards go up 30%, and 
houseplants rise 26%. the 23% 
increase in ice-cream, though, 
tells a more indulgent tale!

april

20 easter sunDay 
CHOCOLAtE EAStEr  

rANgES UP 49%
WOODLAND FrIENDS  
CHOCOLAtES UP 

500%
 
Also, cake decorating boosts icing 
sales by 78%; Simnel cake-making 
fires marzipan up 290%; and on 
the service counter, lamb sales 
increase by more than 300%.
 

trends

1. Time-poor shoppers
As life becomes busier and our time more precious, convenience 
shopping takes centre stage – but not at the expense of quality

nuMber crunch

tHE PErFECt SErVE – SALES OF  
OUr ‘rEADY tO DrINK’ ALCOHOLIC 
rANgE, SUCH AS gIN AND tONIC  
IN A CAN, JUmP 40%
SALES OF mExICAN mEAL KItS ArE 
20% HIgHEr, WHILE tHAI mEAL KItS 
ArE UP 15%
‘ON tHE gO’ brEAKFASt PrODUCtS 
FrOm OUr CAFES ArE rUNNINg At 

10% HIgHEr tHAN LASt YEAr

bECAUSE PEOPLE ArE bUYINg  
LIttLE AND OFtEN, 

tHE AmOUNt OF FOOD 
WE’rE tHrOWINg OUt  

HAS FALLEN bY 

21%  
OVEr tHE PASt  
 SEVEN YEArS †
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‘LIttLE WAItrOSE’ grOWS WItH 
21 NEW CONVENIENCE SHOP 
OPENINgS ACrOSS tHE UK bY 
tHE END OF 2014, INCLUDINg 
EIgHt IN LONDON

Portman sq

kings cross

Pimlico

Battersea

roeHamPton

notting Hill

West HamPstead

east Putney



The demand for new, exotic flavours knows no bounds  
– we’ve become a nation of adventurous global explorers. 

‘World cuisine is now no longer about countries, it is about 
individual states or regions within those countries,’ says 
Matthew Frost, Head of Grocery. So instead of Indian food, 
we’re just as likely to ask for Keralan or Goan dishes. And 
we’ve also adopted a mix-and-match approach, using 
ingredients associated with one country in dishes from 
another. Yuzu, a Japanese citrus fruit, is now often used in 
French dressings, and Kimchi, fermented cabbage from 
Korea, is employed as a burger dressing.

‘Barriers are being broken down,’ says Jonathan Moore, 
Waitrose’s Executive Chef.

The explosion of street food is making people’s tastes 
more eclectic. Our World Street Food course at The 
Waitrose Cookery School (which teaches customers how 
to make dishes such as Malaysian spiced monkfish and 
Greek spana kopita) is tw ice oversubscribed, w ith 
applicants having to join a waiting list. 

Our taste buds’ wanderlust extends to drinks, too. Sales 
of premium tequila have doubled and spiced rums from 
the West Indies have risen by a fifth. 

TRENDS

2. Global explorers
Our taste buds have broader horizons nowadays  
and enjoy exciting flavours from all over the world

SaleS of premium 
tequila are 
up by 100% and  
Spiced rum 
by 18%

pomegranate:  
uSa

paSSion fruit:  
ghana

figS:  
turkey

kiwi fruit:  
new Zealand

lychee:  
thailand 

WhaT ThEy’RE SayiNg

‘We’re seeing regional foods move 
across boundaries’ 
JoNaThaN MooRE, ExEcutivE chEf

‘In the future there’ll be more 
exploration into flavours of the 
world and spirits from around 
the globe’ 
hERchEllE PEREz TERRaDo, BuyEr, SpiritS 
and LiquEurS

phySaliS:  
colombia

Exotic fruit  
salEs have riSen 
by  81% online

May 

3 Bank Holiday Weekend 
ever optimistic about the 

weather, even after the wettest 
april ever, barbecue foods go 
up 81% and barbecue fuel 74%.

10 eurovision song  
Contest  

the offbeat fun starts with party 
food and dips up 19% and 37% 
respectively. and austrian wine 
shoots up 390% after the victory  
of austrian drag queen conchita 
wurst (pictured).

July

end of terM gifts  
it’s that time of year when we 
thank the people educating our 
offspring: an increase in the sales of 
champagne (26%), bottle gift bags 
(44%) and gift wrap (29%) suggests 
that teachers are doing a great job.

5 tour de franCe, uk
the visit of the world’s most 

famous bike race offers us the 
excuse to be more gallic: croissants 
and pains au chocolat up 23%, and 
french emmental up 64%.

News bites
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TRENDS

3. Weekend  
foodies
Friends and family are taking more 
time to feast adventurously together 
on Saturday and Sunday 

Convenience rules during the week, but this year has seen 
the rise and rise of the adventurous weekend foodie. In a 
survey, four in 10 people say that weekends have become 
more of an ‘event’ in terms of what they eat, while a fifth of 
households are cooking for friends at weekends more often 
than they were even a year ago. ‘At weekends, people want 
to share and enjoy food with others, while between Monday 
and Thursday it is more about buying quick and easy food,’ 
says Sam Dickson, Head of Brand Development and 
Product Innovation.

Our customers tell us that there is a new pride about 
cooking at home at weekends. ‘People are getting together 
a lot more. There is more scratch cooking. It’s about the 
social side of food,’ says Matthew Frost, Head of Grocery.

And inspired by online food blogs and TV shows such as 
Great British Bake Off and Masterchef, they’re happy to 
experiment. ‘Even if people are cooking from their 
traditional repertoire, they’re putting a twist on it with 
slightly different ingredients,’ says Jonathan Moore, our 
Executive Chef. We find that weekend foodies particularly 
splash out on the weekend after payday. 

WhaT ThEy’RE SayiNg

‘At weekends, people want to take more 
time over their cooking. They have become 
more adventurous’ 
JoNaThaN MooRE, ExEcutivE chEf

‘People are getting much more experimental 
with their cooking at weekends’ 
SaM DickSoN, hEad of Brand dEvELopmEnt and  
product innovation

‘As we come out of recession people are eager  
to try new things’ 
TRacEy aNDERSoN, product dEvELopEr

NuMbER cRuNch
NuMbER cRuNch 
we Surveyed 1,000 people in late auguSt:

TRENDS

4. Flexitarianism
You don’t have to be a vegetarian to enjoy meat-free  
dishes – particularly if they’re healthy and taste great!

Miss out on meat? Until recently, non-vegetarians would 
have scoffed at the idea of regularly having a vegetable-only 
lunch or evening meal. But not these days. There’s been a 
huge surge in so-called flexitarianism, with shoppers 
opting for more veg and less protein. Meat-free Mondays 
are now the norm for increasing numbers. ‘People are 
adding meat-free days or meat-free meals to their diets,’ 
says Dr Jo Lunn, our Senior Nutritionist.

‘There is a growing trend for the protein element of a 
dish to become less and less prevalent. Unlike before, now 
when people do this they don’t feel like they’re missing out,’ 
says Jonathan Moore, our Executive Chef.

But flexitarianism can also mean meat-light meals. 
Shoppers are choosing a ‘hero’ vegetable – such as a stuffed 
mushroom or a spiced aubergine – and adding a sprinkling 
of bacon chunks or chorizo pieces. 

To meet this growing demand we have launched new 
vegetable meals, such as our mushroom and spinach filo 
parcel and a new baby kale and butternut squash micro-
steam pack to save time for our flexitarian shoppers. And 
move over carrot cake, vegetables are increasingly being 
used in desserts and cakes as an alternative to eggs and 
butter. Sweet potato brownies, anyone? 

‘Flexitarianism is an interesting new trend. It’s not about 
going vegetarian – it’s about accepting that a plant-based 
diet is good for health and can taste great,’ says Lunn.

WhaT ThEy’RE SayiNg

‘People are using cooking techniques 
associated with proteins – smoking, curing, 
pickling, fermenting – on vegetables’ 
JoNaThaN MooRE, ExEcutivE chEf

‘We are seeing a rise in vegetable dishes where 
people are choosing not to have a protein’ 
Paul yaRRoW, tEchnicaL managEr

‘Keen cooks are adding value to vegetables in 
really interesting ways’ 
JoNaThaN MooRE, ExEcutivE chEf

halloumi SaleS are 
up by 46%

our range of froZen  
vegetarian food – with productS 

Such aS bean burgerS, nut  
wellington, and goat’S cheeSe 

tart – iS Seeing a SaleS growth of 

140%   compared to 2013

Stuffed muShroomS  
SaleS are up by 22% 

NuMbER cRuNch

24 CHaMpions league final  
it stands to reason that world 

beer sales increase for the final of 
the world’s highest-profile club 
football competition. the rise in 
vegetable crisps sales is not 
quite so explicable:
 
world beer  
up33% 

 
vegetable criSpS 
up43% 

15 fatHer’s day 
if the statistics are anything 

to go by, on his special day dad 
is cooking outside (barbecue 
meat up 100%) and drinking a 
beer (up 50%). oh, and an 
imported whiskey (up 50%). and a 
cognac, too (up 73%). we don’t 
have figures on what time he falls 
asleep on the sofa.

23 CoMMonWealtH  
gaMes opening  

CereMony 
glasgow’s commonwealth  
games is a huge hit, and 
one of the highlights 
proves to be people 
twirling and 
pirouetting dressed 
as tunnock’s tea 
cakes in the 
opening ceremony. 
Sales of the chocolate, 
biscuit and marshmallow 
snack dutifully rise by an 
impressive 62%.

June

12 World Cup starts
wine enthusiasts love chilean 

and argentinian wines, so what 
better time than the world cup in 
brazil for the rest of us to explore 
South american wines along with 
our football-watching snacks: 

South american  
wine up50% 

froZen piZZa  
up30% 

almoSt a third 
of people under 
34 Say thEy’rE 
cooking for 
friEnds at homE 
at thE wEEkEnd 
morE than they 
were juSt  
a year ago

four in 10 people 
Say that, over the 
paSt five yearS, 
wEEkEnds havE 
bEcomE morE of 
an ‘EvEnt’ in 
termS of what 
they eat

a third of people agree that weekdayS are 
all about ‘sustEnancE and survival’,  

…while weekendS are  
about ‘ExpErimEnting  
and cElEbrating with  

deliciouS food’

almoSt half of uS 
Say wE’vE bEcomE 
morE advEnturous 
with wEEkEnd 
cooking in 
rEcEnt yEars

Six in 10 people 
under 24 fit into 
thE ‘wEEkEnd 
foodiE’ 
catEgory

and Stuffed 
pepperS up by

17%
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August  

6  the Great British Bake 
Off returns 

The nation experiences the Bake 
Off effect. ‘Lifts’ are examined, 
‘soggy bottoms’ debated, and 
shoppers respond to the 
fervour: glacé cherries are 
up 25%, piping bags 14% 
and cake tins 22%. By the 
end of the month, baked 
Alaska – the dish behind 
the freezer furore – is in 
hot demand. Component parts 
of the dish fly off the shelves:

Increasingly our food choices are being influenced by 
social media, with millions now using Facebook, Instagram 
and Twitter to share food photos, blog posts and recipes 
(quinoa features in 540,000 posts on Instagram alone), 
and food trends can spread instantly. 

‘Because of social media, people are very aware of what’s 
in products,’ says Gordon McDermott, Course Manager 
at The Waitrose Cookery School, ‘and they’re learning 
more about ingredients.’ 

Waitrose is part of this online food revolution. In 2014, 
Twitter followers of @Waitrose have risen by three-
quarters, while our Facebook ‘likes’ have increased by over 
50%. We attracted thousands of Instagram followers 
within weeks of joining in the summer. 

In July, for the first time, the number of customers 
getting in touch with us through social media overtook the 
number sending emails for the first time.   

The most popular Waitrose-related topics on Twitter 
and Facebook include Heston, gluten-free, cheese, 
Mother’s Day and coffee. 

What they’re saying

‘The amount of inspiration I get from social 
media is fantastic’ 
tracey anderson, Product develoPer

‘Technology is giving us exposure to a lot 
more things. And when you have seen a new 
product being developed from start to finish 
it’s thrilling to watch customers talking 
about it on social media’ 
sam dickson, Head of Brand develoPment and 
Product InnovatIon

‘Due to technology, everything is becoming 
more transparent, which benefits companies 
with clear, positive values like Waitrose’
clare gough, Head of customer InsIgHt

PoPular social media  
hashtags include: 
#foodie  
#onTheTABLe  
#nomnom  
#yummy

trends

6. Eat it, tweet it!
Social media has revolutionised the  
way we talk about food and drink

foLLowers of @wAiTrose hAve 
risen 74% over The pAsT yeAr

fACeBook Likes hAve 
inCreAsed By 52%

we ATTrACTed 3,500 insTAgrAm 
foLLowers wiThin three weeks 
of joining

we Asked CusTomers 
To voTe on fACeBook  
And TwiTTer for A new 
fLAvour of Cheese  
for our deLi CounTers 
And reCeived 18,320 
onLine voTes. The 
winner? BeeTrooT And 
horserAdish CheddAr

Back to basics is back: increasingly, elaborate recipes 
are out, and simple, natural dishes are in. This new, 
stripped-back approach means that more and more, we’re 
opting for straightforward unprocessed food. Products 
associated with Nordic cuisine – bold, clean, simple 
ingredients and strongly flavoured meats – are increasingly 
popular. ‘People are using straightforward flavours to pack 
a punch,’ says Dr Jo Lunn, Senior Nutritionist. 

And the trend extends to how we entertain, too. Formal 
dinner parties have been replaced by relaxed, informal 
gatherings. People are serving food on sharing plates, 
using wooden boards instead of china dishes, and fingers 
rather than cutlery. ‘It’s a much more fresh and simple way 
of eating,’ says Jonathan Moore, Waitrose’s Executive Chef. 
And the trend reflects what is happening in the UK 
restaurant scene this year, where fine dining on 
starched tablecloths is giving way to stripped-
back eateries that specialise in one key dish.

Rustic luxe is all about doing the basics 
well, and courses at The Waitrose Cookery 
School that focus on skills such as bread-
making and how to cook The Perfect 
Steak (with triple-cooked chips and 
sublime béa r na ise sauce) a re 
increasingly popular. ‘People are 
much more conscious of food 
and what’s in it. They want 
s i mp l i c i t y,’  s ay s  G o r d o n 
McDermott, Chef and Course 
Manager of the school.

What they’re saying

‘There’s a real human 
desire to go back to a 
more natural, as-nature-
intended place and be 
creative. The six-course 
dinner party has a role,  
but people are much more 
informal with food nowadays’ 
sam dickson, Head of Brand develoPment  
and Product InnovatIon

trends

7. Rustic luxe
People are more interested in simple, bold flavours 
and fuss-free good quality food cooked from the heart

‘It’s about betterment in 
the kitchen, but also keeping 
it simple’ 
gordon mcdermott, course manager  
at tHe WaItrose cookery scHool

‘We are moving to a more  
craft-type finish to our food. 
Things look less perfect now  
and people like that. There may 
be a bit of jam oozing out of a 
doughnut, or a bit of pastry  
that is not folded perfectly’ 
Jonathan moore, executIve cHef

simpLe CuTs of  
orgAniC meAT  

hAve grown  
By neArLy 

 10%  driven By LAmB  
And Beef 

sALes of  
dinner pArTy  
fAvouriTe 
seA BAss Are up  
By 50%  

our ArTisAn rAnge of 
sourdough BreAds is 

seeing sALes rise  
By 13%

rustIc 
luxe

venison sALes Are  
up By 25%

onLine wAiTrose 
food orders 

from TABLeTs hAve 
risen from 20% of 

ALL orders To 

26.5%

onLine sALes Are 

40% higher  
 
yeAr-on-yeAr

number crunch

trends

5. Permanently healthy
Interest in food and drink that’s good for you has hit  
the mainstream thanks to great-tasting alternatives

This is the year healthy eating messages really have hit 
home. Sales of our free from dairy and wheat products 
have jumped 22%. While lower alcohol wines and sugar-free 
alternatives have also proved increasingly popular with 
health-conscious customers. 

The reason? We no longer believe that eating healthily 
is a negative choice that has to involve tasteless food: ‘The 
perception of healthy eating has become much more 
positive,’ says Senior Nutritionist Dr Jo Lunn. ‘Gluten-free 
bread, for example, was once seen as a poor substitute for 
real bread, but people no longer feel this way as the quality 
of these products is so good now. And it’s not just those 
with intolerances or allergies who opt for “wheat-free” 
options. We’re increasingly seeking out alternative grains 
as a nutritious and tasty way to broaden our diet.’ 

Hot topics for the Waitrose Nutrition Advice Service 
include weight loss, diabetes and sugar-free foods, 
specifically questions about which fruits are lower in sugar. 
Our newly launched range of fruit juices contains sugar 
alternative stevia, and vegetables such as kale, which help 
lower the sugar content.

What they’re saying

‘The aspect that underpins 
most of our courses is health, 
and we will be weaving more  
of it in next year’ 
gordon mcdermott, course manager,  
tHe WaItrose cookery scHool

‘People are living much longer 
and are much more aware of 
the dietary choices they make. 
Perhaps they have more of an 
eye to the future now’ 
sam dickson, Head of Brand develoPment 
and Product InnovatIon

‘We have made huge strides 
in reducing sugar and fat’ 
dr Jo lunn, senIor nutrItIonIst

gLuTen-free dieTs 
Are one of The mosT 
seArChed TopiCs  
on wAiTrose.Com

kALe sALes Are  
up95% 

‘free from’  
sALes rise 22%

ALAskAn 
sALmon sALes 
Are up By 

35%

september 

bAck to school 
summer ends and a new term 
is upon us, ushering in familiar 
routines. stocking up on the 
classic lunchtime sandwich 
fillers sees tinned tuna sales leap 
10% and preserves 13%.

This Christmas, we expect to sell 
1,329 tonnes of potatoes, which, 
without a team of little helpers, 
would take 12 years to peel. we 
also plan to sell enough of our 
gingerbread houses to build a 
mile-long street. And the 216,000 
gammons we think will be bought 
in december would stretch all the 
way from Buckingham palace to 

windsor Castle. waitrose will join 
in the festivities by selling 
enough sparkling wine and 
Champagne to charge 8 million 

News bites
spectAtor events
occasions such as the proms – 
held at parks across the country 
– and the invictus games, spur 
sales of outdoor food and picnic 
staples. sales of our food-to-go 
range – a great indicator 
of people spending time 
outdoors – show a 17.5% 
uplift. demand for bottled 
water surges by almost 
a third, while fizzy 
drinks bubble up to 
an 18% increase.  

glasses, maybe to go with some of 
the 2.2 million slices of smoked 
salmon that we hope to sell on 
Christmas eve alone.

This year, Christmas will  
be all about being perfectly 
imperfect, with crafted, 
personalised gifts and 
mince pies oozing filling. 
And scandi-style 
decorations will deck the 
halls to make Christmas 
2014 a truly unique and 
memorable occasion.

christmAs trends… whAt we’ll be eAting this yeAr

7.1 tonnes  
– the amount of sugar 
Waitrose is squeezing  
out of its juices over  

the course of  
the year

CousCous sALes 
Are up By 14% 
And quinoA  
By 40%

vAniLLA exTrACT sALes 
rise 26%

wAiTrose seriousLy  
mAdAgAsCAn vAniLLA  
iCe CreAm up 129% 

CAsTer sugAr up 10%  
And LArge eggs 
up 37%

And wAiTrose 
seriousLy  
whiTe ChoCoLATe 
iCe CreAm  
up 140%

28ºc  
iCe-LoLLies

26ºc  
BoTTLed 
wATer

23ºc  
BBq meAT

22ºc  
iCe CreAm  
+ fizzy 
drinks

when The  
sun Comes  
ouT, sALes  

of The 
foLLowing 

summer  
fAvouriTes 

sTArT To  
sizzLe:

temperAture  
triggers
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English winE 
up 100%
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Peruvian cuisine
The next big food trend? 
We’re tipping Peruvian 
food – with its bold, simple 
flavours – and all things 
South American. Interest 
in Brazilian cuisine is 
expected to continue in 
the run-up to the Rio 
Olympics. ‘Peruvian 
cuisine could get really big. 
In terms of ingredients, we 
are starting to see lacuma 
[a subtropical fruit native 
to the Peruvian Andes] 
being used a lot,’ says 
Jonathan Moore, 
Waitrose’s Executive Chef.

Premiumisation
We will see our favourite 
snacks and drinks go 
upmarket next year. 
Customers can already 
enjoy über-special 
cupcakes – with Eton mess 
or premium jams – and we 
plan to delve further into 
this trend next year, 
launching new ready-to-
drink cocktails with 
premium ingredients. 
There will also be premium, 
rebooted classics 
appearing on our shelves 
with surprising twists, such 
as doughnuts in different 
shapes and with gorgeous 
alternative fillings. 

Back to the future
Classic recipes will get 
a rethink! We’ll see 70s 
dinner party favourites 
such as beef bourguignon 
return, but with lighter 
ingredients. ‘Rather than 
having a really rich beef 
stock and red wine, people 
might make it with a 
vegetable stock and a 
lighter wine,’ says 
Jonathan Moore. 

Drink
Sales of sparkling wine 
will continue to fizz as it 
becomes less and less 
likely to be saved just for 
special occasions. Tequila 
will continue to develop 
from a drink that people 
‘slam’ to one they savour 
and appreciate. And 
drinkers will branch out, 
trying Japanese whisky 
and switching from the 
safe ground of Sauvignon 
Blanc to wines made from 
Albariño or Grüner 
Veltliner grape varieties. 
Even Riesling could make 
a comeback!

Predictions  
for 2015

… and what’s 
our favourite 
tipple?

At the forefront of minds this year when it comes to 
drink choices are health, provenance and new, intense 
flavours. So, raise a glass to lighter white and rosé 
wines, craft beers and tequila.

A greater interest in health means there’s been a 
slight move away from reds and rich, full-bodied wines 
to lighter and more refreshing lower alcohol varieties. 
Crisper, lighter wines are also easier to match with 
food, something we know people are increasingly keen 
to do. Sparkling wine also continues to sell well, while 
wines from Spain, France, Austria, Italy, the USA and 
South America are all having a good year. 

Meanwhile, provenance has never been more 
important. Craft beers from the USA, such as Goose 
Island and Brooklyn Brewery, are continuing to rise 
in popularity. ‘The real hits are the American lagers. 
It’s about beers with intense flavours, it’s about 
exploring,’ says Kate Prall, Buyer for Beers and Ciders.

And when it comes to spirits, adventurous shoppers 
are also looking further afield, with sales of Indian, 
Japanese, Canadian and Welsh whiskies rising 235%. 
Spirit drinkers also want premium ingredients, an 
interesting back story to the brand, and bold, 
interesting flavours: lemongrass, ginger, botanicals 
and bitter flavours are particularly popular. 

Coffee liqueur 
up15%  

as people serve an  
espresso martini  

after dinner

How do we pick our wines?
‘Wine buyers like us have tasted our way around the 
world many times, so we’re probably not about to 
see another country burst onto the scene. With this 
in mind, we regularly revisit both the classic and less 
fashionable regions that might have been slightly 
forgotten in consumers’ minds. A great 
example of this is the resurgence in 
Austrian wines we are currently seeing.’

winE from thE 
loirE has risEn 

by 33%

rosé up 

11%austrian winE 
has risEn 
by 17%

prEmium gin 
up 26%

apErol salEs 
up 800%

SpaniSh Brandy 
SaleS are up By 

86%

Health and 
technology
Health and ‘appiness’ go 
together, as a growing 
number of food, health and 
fitness apps – including the 
new Apple Watch – allow 
shoppers to track key 
health indicators, or plan 
healthy meals, and share 
tips and recipes like never 
before. And specific 
health-related apps, for 
example to help diabetics 
keep tabs on their diet and 
blood sugar levels, will 
grow in popularity. ‘Health 
will be a massive trend for 
the next 10 years,’ says 
Sam Dickson, Head of 
Brand Development 
and Product Innovation.

‘We leave no stone 
unturned. It’s about 
finding genuine points 
of difference and 
value for money – at 
every price – in the 
wine we buy’ 
PierPaolo Petrassi MW, Head of Buying, Beers, 
Wines and spirits

all sales data is compared to the 
same period over the previous year. 
for further information, please 
contact the waitrose press office  
on 01344 825 080.
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