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CONVENIENTLY CONVENIENT

“Time is an invaluable asset, so we carefully prioritise and optimise how we spend it. We
search for and embrace solutions that deliver time savings in all aspects of our lives.
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me to cook a weekday
We spend on average 32 minutes
main
meal
cooking a main meal during the work

Therefore, it is no surprise we
eekdayweek.
are always on the lookout for shortcuts
when it comes to purchasing,
preparing, cooking and cleaning-up
after our meals. In fact, 42 percent of
18 to 44 year olds rely on convenience
products to make cooking simple and
quick [1].

Mouth-watering
Foodservice
Competition for share of mouth
continues to evolve and intensify for
supermarkets and pre-packaged food
manufacturers. Foodservice continues
to develop and accelerate at a faster rate
than pre-packaged grocery [2], as it
offers variety, experimentation, speed,
ease and flexibility. When we asked

New Zealanders what they did in the
in the past week, four-in-ten of us have
eaten out in a restaurant or café making
this a popular past time [1].
A large proportion of New
Zealanders indicated that they
purchased take-out or ordered home
delivery in the past week. These
patterns are more pronounced amongst
18 to 44 year olds (73 percent and 17
percent respectively) [1].
Furthermore, the rise of digital
means we have even higher
expectations when it comes to
convenience. For example, amongst
18 to 44 year olds who claim to have
Uber Eats in their area, 39 percent
have used this service [1]. Building
on this, in January this year, Coles
and Uber announced a partnership to
deliver hot food direct to Australian
households.
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Friction-Free Food
Demand for convenience style mealoptions delivered +6.5 percent value
growth over the past year, which was
on top of +7.8 percent the year before
[3]. Three-in-five 18 to 44 year old
New Zealanders have cooked a readymeal in the past week, the epitome
of efficiency-oriented meal solutions,
delivering friction-free in-home
cooking experiences [1].
All-in-one chilled meals contributed
$5.3 million growth (+37.6 percent),
driven by ethnic inspired dishes from
brands such as Seasoned Foods, Tulsi,
Simply Dinner and Just Cook it for
Less.
Frozen meals delivered $1.9 million
growth (+5.5 percent), with diverse
offerings such as Watties Snack Meals
(single serve), McCain Slow Cooked

(premium restaurant style) and
Tomorrow’s Meals (quality meals for
the family).
A sizable slice of growth came
from pizza, delivering $3.6 million
(+9.6 percent chilled or frozen), as
we bring the out of home experience,
home. Brands driving growth include
Ristorante, Romanos and Chicago
which offer authentic restaurant
quality, delicious and unique flavours.
Premium Frozen Pizza delivered 78
percent share of total frozen pizza
growth. Vegetarian and small format
sizes also grew in popularity [3].
Other pockets of convenience
food growth are frozen and chilled
vegetarian meals, snacks and
accompaniments (+25.0 percent and
+20.5 percent respectively), with
Bean Supreme and Leader the most
significant contributors. Fresh pasta

and sauce (+5.4 percent), chilled soups
(+4.4 percent) and sandwiches (+23.1
percent) also grew strongly [3].

New Generation
Gastronomy
Meal kit subscription services have a
growing presence in New Zealand,
with 7 percent of Kiwis having ever
tried them and 3 percent regularly
using them. In the past week, onein-ten 18 to 44 year olds have used
any form of meal kit, either from a
subscription service or supermarket
[1]. These designed, pre-proportioned
kits satisfy the desire to cook balanced,
healthy and delicious meals almost
from scratch.
They eliminate the guesswork,
encourage experimentation and
customisation in a sustainable,
affordable and convenient way.
International meal kits within the
supermarket delivered +$1.9 million
(+18.4 percent) value growth in the
last year, driven by brands such as
One Night In Mexico, Farrah’s and
Marion’s Kitchen [3].
More than 70 percent of New
Zealander’s agree that they cook
from scratch most of the time [1].
While there is a desire for speed,
this is balanced against a deficiency
of cooking skills, a desire to do-it-

ourselves all blended with an interest
in flavour experimentation and the
allure of ethnic and specialty cuisines.
Step reduction provides innumerable
opportunities to add value and elevate
cooking from ‘scratch’ while also
delivering the potential for growth
across the supermarket landscape.

Convenience
and Foodservice
Convergence

New Zealanders are extending their
search across channels for convenient
meal solutions that suit all occasions.
It is only logical therefore, that

channel blurring between foodservice
and convenience continues, especially
since on-the-go food growth was
highly resilient during 2018 petrol
price hikes.
Offering more meal solutions
strengthens the petrol and convenience
channels proposition as a destination,
with on-the-go value providing growth
of +6.3 percent (compared with +2.1
percent total). Hearty hot foods:
hot dogs, bites, Cordon Bleu and
toasties as well as healthier cold foods:
sandwiches, wraps and salads are all
delivering [4].
In New Zealand, a partnership
emerged six months ago between BP

and Wishbone, with BP stocking
Wishbone ready-meal solutions
further highlighting progress in this
space.” n
[1] IRI 2018 State of the Industry Report - Grocery
[2] NZ Stats Retail Trade Survey Dec 2018
[3] IRI MarketEdge (Grocery) New Zealand MAT
Value 03/03/19
[4] IRI MarketEdge (Petrol & Convenience) New
Zealand MAT Value 17/02/19 [2 year trading]

SAMANTHA FIRSOW
Market Insights Consultant Solutions
& Innovation at IRI

Therefore, are you thinking about?

SPEED

offering solutions that shave off
time, make life easier or offer
flexibility?

AFFORDABILITY

considering customer trade-offs
and limiting “convenience tax”.

WELLNESS

supporting healthy living or are
your products inherently healthy?

EXCELLENCE

delivering restaurant quality,
premium, flavoursome options?

INSPIRATION

monitoring the desire for
experiences, experimentation &
ethnic foods?

IRI is a leading provider of big data, predictive analytics and forward-looking insights that help
CPG companies, OTC health care organisations, retailers, financial services and media companies
grow their businesses. With the largest repository of purchase, media, social, casual, and loyalty
data, all integrated on an on-demand, cloud-based technology platform, IRI helps to guide its more
than 5,000 clients around the world in their efforts to remain relentlessly relevant, capture market
share, connect with consumers and deliver market-leading growth. Move your business forward
IRIworldwide.com

STEP REDUCTION
Value added [VA] time savers

COMPONENT PARTS

TASTE ELEVATORS

MEAL MAKERS

•

Frozen Dumplings & Bao Buns +41.0%

•

Asian Meal Sauces +37.1%

•

Frozen Chili, Okra and Karela +221.7%

•

VA Frozen Steam Vegetables +24.3%

•

Garlic Pastes +19.1%

•

Ghee (International Department) +26.0%

•

Total Naan +22.9%

•

Mexican Ingredients +11.7%

•

Packaged Salad +16.2%

•

Frozen Burger +15.4%

•

Indian Pastes +10.4%

•

VA Cheese (Sliced, Pizza, Grated) +6.7%

•

Poppadoms +11.2%

•

Total Asian Bottled Sauces +9.7%

•

Continental Meat +9.4%

•

Express Rice +6.7%

•

Asian Pastes +8.1%

•

Wraps +6.2%

•

Pre-packaged Sausages +6.1%

•

Bottled Sauce Marinades +3.8%

•

Canned Tuna +6.2%

•

VA Frozen Chicken +5.2%

•

Lemon & Lime Cooking Juice +3.8%

•

Crumb Coating +5.0%

•

VA Frozen Potatoes +4.7%
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VA = value added
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