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Canned peas are in decline, but canned beans are not!

Trends in canned pulses consumption (g/p/d)

Source: DEFRA 2015 

Trends in frozen pulse consumption (g/p/d)



Storyinvertsin the frozencategory!
Trends in frozen pulse consumption (g/p/d)

Source: DEFRA 2015 



Market channels
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ÅPulse based products have 
increased sales in retail

ÅBut there is higher potential 
in food service 
ïExpenditure on food away 

from home is close to 50% in 
the UK

Sales of pulses by marketing channel 
(% of Total Volume)

Source: Euromonitor 2016



Figure 1: Trends in new Pulse based products launches 

Source: Mintel 2015 

Exponential growth of pulse based 
new products lines



SnacksandBakeryleadinginnovation!

Leading categories using pulses as ingredients

Source: Mintel, 2015



Pulsesin newproduct lines

Meat substitutes

Soups

Snacks

Bakery products



Potentialpulseconsumersegments

Mintel (2017) found that 86% of British consumerstried or
consideredadoptinga healthydiet!

Our researchand Mintel data suggeststhere are 3 consumer
segmentslooking for healthier, environmental friendly, ethical
products:

1. Consumerswith food relateddiseases

2. Flexitariansandethnicconsumers

3. Vegetarianandvegans



Perceived benefits & barriers

Perceived Benefits Perceived barriers

Healthiness Image and recognition

Nutritional quality Convenience of usage or 

preparation

Value (low cost) Availability (how easy is it to 

find in shops)

Weight control and satiety Anti-nutrients and 

flatulence

¢ƘŜ нлмс ¸ŜŀǊ ƻŦ ǘƘŜ ǇǳƭǎŜ ƘŜƭǇŜŘ ƛƳǇǊƻǾŜ ǘƘŜ ƛƳŀƎŜ  Χ 
but more is needed!



Health and nutrition Claims

¶Nutrition claims

¶Comparativeclaims

Potentiallyachievablebut expensive

¶Healthclaims



Claims already usable

low in fat

Low in Salt

A source of fibre

High fibre

Source of protein

High in protein

Nutrition claims which can already be used 
to advertise British pulse crops


