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THE SINGLE LIFE

PACKAGING

Single-serve packaging is taking over as snacking continues to grow in popularity
every year. 92% of adults say they’ve eaten a snacking product in the last 24
hours.

SIMPLE, CLEAN DESIGN
As minimalism rises, so does simple design. More and more brands are opting
for clean packaging that shows no more than it needs to.

PLASTIC’S NOT FANTASTIC
Plastic packaging is being dramatically reduced as brands opt for environmentally
friendlier alternatives. Many have already pledged to reduce single-use plastic,
some banning it altogether.

PASTEL IS ON TREND
Another trend to watch on the design front is pastel colours. Gentle, subtle tones
are in the limelight in 2018 as more brands opt for softer palettes.

PACKAGING AS PRODUCT
Once seen simply as a vessel to get product from store to home, packaging has
come into its own and is now seen as a valuable part of a purchase.

LESS TIME = MORE SNACKS
More people are dedicating less time to meals, instead replacing breakfast and lunches
with snacks. Good news for snack makers everywhere. In Britain, the average lunch
time has dropped to just 15 minutes.

SNACKING
HEALTHY SNACKING
63% of people now read the ingredients on a snack before buying it, with sugar
and fat coming under particular scrutiny. As a result, brands that sell healthy snacks
are booming.

POP, POP AND AWAY
With healthy eating at the front of more of our minds, consumers are opting for
alternatives to traditional options like crisps. As a result, popcorn is now the
UK’s fastest growing grocery product.

SPECIALIST INGREDIENTS
Behind the wave of better-for-you snacks are the ingredients that make them. Kale
and seaweed are particularly big as people seek healthy options, as well as ancient
grains like buckwheat.

SINGLE SERVINGS
Today’s consumers are on the move more than ever, and want servings of their
favourite foods to fit into their on-the-go lifestyles. As a result, single-serve packs
are heavily in demand.

FERMENTATION

JUICES &
SMOOTHIES

Fermented drinks are increasing in popularity, as consumers switch away from
artificially carbonated products. As well as a pleasant taste, fermentation has added
benefits for digestive health, adding valuable probiotics and healthy bacteria.

RED IS THE NEW GREEN
As consumers replace their fizzy drinks for healthier options, red is replacing green
as the colour of choice. Ingredients like watermelon are fuelling the red shift in
our fridges.

COLD PRESSED IS BEST
Another production technique gaining traction for its health benefits is coldpressing. Though shorter in shelf life, cold-pressed drinks are richer in nutrients than
those heated during the production process.

POWDER POWER
From matcha to turmeric, powders are being added to juices and smoothies to turn
them from fruit juice to super fruit juice. It’s not just conventional pack sizes either.
Smaller ‘shot’ serves are becoming bigger hits.

HEALTHY DIGESTION
Probiotics are well-known, but prebiotics less so. They are just as important in
encouraging a healthy digestive system. To ease them into the lives of consumers,
drinks brands are pairing them with wellknown ingredients that are believed to aid
a happy gut like kiwi and beetroot.

YOGHURT SALES SLUMP

CHILLED/
FROZEN
DESSERTS

Britain has seen a decline in the sales of yoghurts as people choose vegan
alternatives over dairy. Research by Kantar revealed that of the top 10 UK yoghurt
brands, only one of them saw growth in 2017.

REBRANDING FROZEN
Nimble start-ups are reimagining what frozen food means. Design-led,
Instagrammable packaged foods are disrupting the market, which as a result is set
to grow in value to £217.49 billion by 2021.

FRO-YO
The global frozen yoghurt market is set to grow in the coming years, as
health-conscious consumers take a shine to its less fatty and sugary content.

CHILLED DESSERTS SOAR
Today’s consumers may be more wary of what they’re eating, but they still crave a a
treat or two. As such, sales of chilled desserts have leapt to £736.9m, from £506.9m
a decade ago.

ICE-CREAM LOVE
2017 saw two key shifts in consumer behaviour around ice-cream. More people
turned to it for sharing occasions, such as dinner parties and nights in. And the market
saw an increase in premium product purchases.

PLANT PROTEIN POWER

VEGANISM

Watch out, Quorn. Brands like Beyond Meat are getting increasingly creative
with meat substitutes. Pea and bean-based proteins are especially hot at the
moment.

FAST (PLANT) FOOD
Fast food purveyors from McDonald’s to Dominos are rolling out vegan alternatives
to more and more of their stores. Expect to see vegan cheese pizzas in a Dominos
near you soon.

SUPER FRUITS
Baobab, dragon fruit and other nutrient-rich fruits are adding to the ever-growing
superfruit market. Brands like Biona Organic are even using them as meat
alternatives.

BLACK IS THE NEW BLACK
Activated charcoal is turning foods black across Instagram. Known for its benefits
of removing toxins from the body, the ingredient is being used alongside vegan
staples such as tofu and tempeh.

VEGAN SWEET VEGAN
Increasing demand for vegan chocolates and sweets without gelation means brands
are creating plant-based alternatives for those with a sweet tooth. Sainsbury’s
recently released their own line of dairy-free ice creams, and vegan marshmallows
are available in most confectionary aisles.

CATERING FOR NON-DAIRY
The dairy alternative market is set to reach $36bn by 2024. PG Tips have released
a line of teabags that work better with milk alternatives and other brands are also
taking note.

TEA
READY-TO-DRINK
Consumers want quick, single-serve options when they’re on-the-go, and readyto-drink tea is one option that’s growing in popularity.

MATCHA OF THE DAY
Matcha has well and truly hit its stride. Popular for its significant health benefits,
the bright green powder is taking over every corner of the tea world.

THE EDUCATED CONSUMER
Consumers are generally more aware of where their food and drink comes from
these days, and this is impacting how consumers select their preferred tea options.

NO PLASTIC PLEASE
The news that most regular tea bags contain non-biodegradable plastics hasn’t
gone down well with consumers. Many have been rallying to get brands to switch to
compostable options.

SUBSCRIBE AND RELAX
Coffee subscription services are booming, as coffee fans realise that their
benefits extend to not only convenience but also choice and awareness of new
variants and products.

COFFEE
ADDED BENEFITS
Adding a little extra to coffee is hotter than a fresh Americano right now.
Turmeric lattes swept the nation in 2017, and matcha and protein are following suit
this year.

FROM EARTH TO BEAN TO CUP
Today’s consumer wants to know where their coffee was grown and roasted.
Drinkers want farmers to get a fair deal, and to explore different beans and countries
of origin.

ON-THE-GO, OFF-THE-SHELF
The coffee-to-go has long been part of our culture, but popularity is growing for
ready-to-drink options in the supermarket fridge. They’re also often sweeter
which means they appeal to those who don’t like the classic bitterness.

NITRO COFFEE
Nitro coffee is infused with nitrogen gas and then forced through a draft system.
The end result is a smooth and velvety texture with a creamy top. It’s already proving
popular in a few coffee chains, but it’s expected to reach bottled coffees as more
consumers get on board.

ALL THE GOOD FATS

NUTRITIONAL
FOOD & DRINK

Fat is no longer public enemy number 1. Instead, people are starting to accept
the health benefits associated with certain ‘good’ fats such as omega 3 and 9.

HEALTHY FOOD, HEALTHY MIND
More consumers are opting for ingredients associated with better brain
functioning and long-term neurological health. Nutrient-rich ingredients such as
leafy greens, nuts and berries are all growing in popularity.

EXTRA COLLAGEN PLEASE
Usually associated with skincare, collagen is moving into food and drink. As the
most plentiful protein in our bodies, people are adding it to everything from coffee
to smoothies.

TIME TO KETOX?
Move over juice cleanse. The next big thing for slimming down and being healthy is
the high-fat, highprotein and low-carb keto diet. Brands getting in on the action
are producing products such as snacks to protein powders and bars.

THE MAGIC OF MUSHROOMS
Bloggers and wellness enthusiasts are taking advantage of the medicinal
advantages of mushrooms by adding them to coffee, smoothies, baking and various
other foods.

POLLUTION REVOLUTION
High levels of pollution can age and damage skin, so people are seeking products
that protects them from dangerous air. More and brands are taking note and
integrating anti-pollution products into their portfolio.

SKINCARE
BODY TALK
Skincare is moving from the face and taking over the whole body. Exfoliants and
moisturisers, oils and cleansers are appearing that advise use all over, not just in
facial areas.

HEMP HEAVEN
With the legalization of cannabis in various US states and elsewhere, people are now
exploring the benefits of hemp in skincare products. CBD, or cannabidiol, is an
effective treatment for acne and other skin issues, as well as soothing and nourishing
the skin.

PREBIOTICS
Gut health has been discussed for years now and people are well-versed in the
idea of good internal bacteria. Prebiotics nourish our skin’s good bacteria, so
brands are integrating them into masks and moisturisers.

HEALTHY HYBRIDS
Natural beauty is exploding in popularity, but not every fan craves all-natural products.
There is a growing focus on ‘healthy hybrids’ - brands that aren’t 100% natural, but
whose synthetic products are non-toxic and sustainably and ethically sourced.

BRIGHT AND BOLD
Nude has reigned supreme for a while, but bold colours are stepping back onto the
spring runways. Yellow and blue eye shadow is starting to creep into Instagram
feeds and people are buying up neon shades in their droves.

COSMETICS
STAY GLASSY
The Kim Kardashian contour has finally come to an end as dewy glass skin becomes
the next biggest trend. It originally started with Korean beauty and now the wet-look,
glossy skin is taking over everywhere.

ALL THAT GLITTERS
At first an over-the-top festival accessory, more people are opting for glitter as part of
their everyday and night looks. It’s even moved from face to hair and body products
as people begin to shine all over.

THEMED COSMETICS
This trend isn’t new, but Instagram-worthy themed sets are definitely gaining in
popularity. From Crayola’s new line with Asos to the classic books of Storybook
Cosmetics, brands are rolling out products made for a show-stopping Instagram post.

CRYSTAL CLEAR
Spiritual wellness is the slightly smaller subsection of the wellness movement, but it’s
gaining popularity, especially with the use of crystals. Mercury has left retrograde and
people are stocking up on gems in any way they can, especially if it can be worn.

