


Introduction.

are making lasting changes
to their lifestyle and this is impacting their
food choices. Tetra Pak’'s consumer research
identifies these shifts in behaviour and
product preferences and this report looks
at what this means for food manufacturers.

30% of consumers say they are
using more ready-made products
to make their cooking easier

Develop packaged vegetable products
that appeal to today’s consumers by
simplifying home-cooking, while also

Sl saving them time and money. Read
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as home-cooking helpers.
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Home-cooking helpers:
the future of home-cooking

Tetra Pak surveyed 7000 consumers in
seven countries in June 2021 to
understand how attitudes towards
packaged products and home-cooking
have evolved. Category-specific reports
are available for packaged tomatoes,
dressings and condiments, packaged
vegetables, ready meals, ready sauces
and ready soups applications.
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Home-cooking is here to stay.

Consumers are choosing to continue

to cook at home. They see cooking from
scratch as healthier and more nutritious,
and it gives them greater control over their
diet. They are using packaged products
and ingredients to help them in their
home-cooking and meal preparation,

and are doing so on a regular basis.

Monthly product usage per country:

Non-users
Light-users

Heavy-users
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1in 5 consumers surveyed
are continuing to cook
more at home

With 67% of consumers saying home-cooking
is healthier and 87% cooking with three or
more packaged products every month,
demand is strong. By positioning these
products and ingredients as complementary
to home-cooking and supporting healthy,
kitchen-created meals food manufacturers
could further increase their appeal.

Packaged vegetables consumed
monthly, or more:
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Provide a helping hand.

Today’'s consumers want help with their

home-cooking and are turning to packaged
products and ingredients to find it. Short on
time, they are looking for products that both
inspire them and simplify meal preparation.

1in 4 consumers say
ease of preparing
meals is important
in home-cooking
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Why do consumers
use packaged products?

L > &
It saves time @

It tastes good @
It simplifies my life l‘

Products such as packaged vegetables are
seen as home-cooking helpers that save
time and make cooking from scratch easier.
By emphasizing how their products add
value to mealtimes while also minimizing
preparation and effort, food manufacturers
will reflect consumer drivers and enhance
their shelf-appeal.



Natural, healthy and hygienic

There is now greater awareness of the relationship
between health, diet and food safety. From ingredient
sourcing and removal of preservatives, through to
processing methods and packaging choice,
consumers are paying attention. Food manufacturers
that take a holistic approach could boost the appeal
of their packaged products and ingredients.

Not natural is the biggest barrier to buying
culinary products:
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Not natural (additives, preservatives)
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Top 3 consumers drivers for home-cooking:
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Healthy Safety Affordable
food of food ingredients

Natural products that are free from additives

and preservatives will appeal to today’'s shoppers

- ‘not natural’ emerged as the top reason for
consumers choosing not to buy a product. Similarly,
food safety was the number two consumer driver
for home-cooking, ahead of affordability. While

in terms of packaging choice, hygiene was third
ranked behind easy to store and easy to open.







Packaging preferences.

Environmentally-sound packaging emerged as a
factor impacting purchasing decisions. Alongside
increased awareness of sustainability, functionality
of packaging remains key for consumers with ease
of storage and product protection important.

Consumer packaging drivers:

Indexed / %

| can see the product
It protects the product well
It is easy to store

It is environmentally friendly

Universally popular.

Dressings and condiments are equally popular
with male and female genders, and across the
age ranges. Developing products with flavours
that resonate with all demographics and printable
packaging that has universal relevance

will optimise shelf-appeal.

The highest users of
packaged vegetables are:

80% Gen Z’ers

Millennials
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https://www.tetrapak.com/solutions/packaging/packages/tetra-recart/general-trend-report
https://www.tetrapak.com/solutions/packaging/packages/tetra-recart#contact-us

Tetra Pak is a registered trademark belonging to the Tetra Pak Group.
www.tetrapak.com
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