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Taste of the World 
Vibrant ingredients that 
serve up flavours, aromas 
and textures from around
the world.

Classics with a Twist
Products that explore 
nostalgic, classical flavours 
with contemporary twists. 

Health
Ingredients that offer 
health promoting 
properties such as gut, 
bone and mental health. 

BOLD Flavours
Flavours and their 
combinations that will make 
consumers' experiences 
more elaborate.



Health

41% 
of UK consumers are 
interested in trying 
food and drink that 
supports joints health 

37% 
of UK consumers are 
interested in trying 
food and drink that 
supports skin health 

28% 
of UK consumers are 
interested in trying 
food and drink that 
supports eye health 

30%
are looking for food 
that will support 
their gut health and 
digestion



Health
Health is becoming increasingly important to consumers with gut 
health, bone health and blood sugar proving popular. To address 
these concerns, many consumers are turning to food as an 
essential part of their solution. According to Innova, 83% of global 
consumers see healthy food choices as important to maintaining 
their health. 

Waitrose have added that 26% of people are most likely to eat 
healthily on a Monday, sales of pressed juices are up 70% and 
sales of kefir have risen 19%. Where Marks and Spencer are aiming 
for 70% of total food sales to come from healthier foods by 2025. 



Taste of the World

92%
of UK consumers have 
eaten world cuisines in 
the last three months

56%
of consumers agree that 
they’d be willing to pay 
more for a dish they 
perceive as authentic

Nearly 4 in 10 
UK, Irish, Polish and Italian 
consumers are looking for 
new foods/flavours to try all 
or most of the time



Taste of the World
Authenticity is the most appealing factor in world cuisines for UK 
consumers, closely followed by adaptability. These priorities 
suggest that the taste and convenience of world cuisine retail 
products can generate interest in less-explored varieties. (Mintel)

Some of the cuisines we saw emerge last year are still gaining 
traction including Cuban, Sri Lankan and Pan-African dishes.  This 
year we are seeing some other cuisines gain momentum, including 
Caribbean, Mexican and Eastern European. Although people may 
be familiar with some of these trends, they are increasingly 
interested exploring further authentic dishes that they can offer. 
(Bidfood)



Classics with a Twist

65%
of UK consumers* enjoy 
products that remind 
them of their past

32%
of consumers mentioned 
they’re regularly eating 
classics such as shepherds 
pie and macaroni cheese

35% 
of respondents state that 
they find British Fusion 
appealing because it’s a 
way to try new flavours in a 
format they are familiar 
with



Classics with a Twist
In 2023, more people were going back to basics and sticking to what 
they’re familiar with. Nostalgia is a powerful attribute in food and 
drink, engaging consumers on an emotional level and providing them 
with a feeling of certainty and comfort.

Waitrose added, we’re seeing that customers are turning to our 
traditional cuisines more and sticking to firm favourites, being a little 
less adventurous and wanting to ensure their money is well spent. 

As Mintel's Throwback Trend discusses, consumers look to the past 
to bring comfort to their lives which is extremely relevant during 
increasingly uncertain times.

Different from nostalgia, due to the added twist, we expect to see 
‘newstalgia’ a concept that pays homage to the past by creating 
something new with something borrowed come into play during 2024. 



55%
Brit’s love for hot sauce 
led to sales rising by 
55% 

BOLD Flavours

29%
of UK sweets eaters 
would be encouraged to 
try sour flavours in a 
new sweets product

17% 
of consumers would be 
willing to try Chorizo Ice 
Cream, a novel example of 
a sweet and salty dessert!



BOLD Flavours
As Mintel's Sense of the Intense Trend points out, increasingly 
adventurous consumers are often looking to share their 
experiences on social media, and this is driving an interest in 
unconventional products. 

2023 was the year of new flavour profiles including ‘swicy’ and 
‘swalty’ but why have 2 dimensional flavours when you can have 
3! Retailer, Waitrose states that it’s now all about ‘swalcy’ 
(sweet, salty and spicy). 

Gousto highlights a 2024 must try flavour as Sweet & salty miso. 
Step aside salted caramel. This sweet and savoury combo 
comes with the complexity, umami profile and added funk of 
Japan’s beloved fermented bean paste.



Flavours to try in 2024

Taste of the 
World 

Classics with a Twist 

Health 

BOLD Flavours

Calabrian Chilli Pepper & 
Fennel

Mediterranean Padron Pepper 
& Lemon 

Inspired By Pan African Chale 
& Preserved Lemon

Middle Eastern Fragrant 
Dukkah Sprinkle 

French Coq Au Vin

Middle Eastern Barberry, 
Sumac & Molasses 

Inspired By West African Suya 
Yaji Spice

North Indian Bihari Seasoning

Apple Crumble Buffalo Style
 

Pickled Mango Hot Sauce 

Mustard Carolina BBQ 

Dill Pickle Ketchup 

Deep South Cajun 

Truffalo 

Gunpowder Masala 

Turmeric & Ginger 

Spinach & Lemon Zest

Superfood Seed Sprinkle – Chia, 
Pumpkin & Linseed

Matcha Citrus 

Umami Mushroom 

Lemon Ginger Kombucha Style 

Ponzu Yuzu 

XO Hot Chilli Sauce 

Sicilian Orange 

Banana Ketchup 

Harissa Hot Honey 
 
Miso Caramel  
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