
Category Insight – QMS&S



57% of snack meal shoppers are 16 - 44

Authentic pots sales have 
increased by £21m over 
the last 5 years.

Authentic cuisine is expected to grow +14% by 2029. 
65% of consumers area eating spicier food today VS YA.

Pot Snacks 
account for 66% 
of the QMS&S 

category

Symbols and Independents 
are seeing the most value 

growth in Pot Snacks at 

+5.8% YoY.

Quick meals, snacks & soups

Premier foods are #1 in quick meals soups and 
snacks

Circana – Value Sales 2024
Mintel world foods report
PF AAA Survey
Kantar WPO – Jan 2025

NISSIN IS 
#1 AUTHENT

IC QMS&S
Leaders in pack 

noodle, rice, pasta & 
dry soup

The Quick Meals and Snacks category is worth £127m in the convenience channel and is growing +27.5% YoY

52.9% of Pot 
snacks 

purchased are 
branded. 

Total Soup category is 

worth over £380M

Noodle blocks 
account for 28% of 

the QMS&S category

#1 Indian 
brand in 

independent 
retailers

#1 granola brand in 
the uk! High protein 

snack meals



22% of instant soup occasions are 
consumed for health

Authentic pots sales have increased 
by £21m over the last 5 years.

Pasta makes up over 2.2bn 
occasions each year, but 

consumers want more convenient 
choices

Nissin is the #1 brand 
in Japan 

Quick meals, snacks & soups

Circana – Value Sales 2024
Mintel world foods report
PF AAA Survey
Kantar WPO – Jan 2025

The Quick Meals and Snacks category is worth £127m in the convenience channel and is growing +27.5% YoY

Authenticity is the second most important 
factor to QMS Shoppers after price.

Hot lunch occasions are 
up +29% vs LY

AUTHENTIC NOODLE 
BAGS MARKET RSV 

£8m

Protein based snacks are on the rise but 
limited savory options.

Authentic is the 8th Biggest 
meal occasion in UK

23% of authentic 
pots are curry



Japan week…

PF AAA survey – CNY 2024
Circana Value Sales – 4wk Feb 2024 – S&I

With over 40% of shoppers 
seeking authenticity when 
exploring global cuisines

Sakura, or Cherry 
Blossom season is the 
biggest cultural event 

in the Japanese 
calendar and is 

recognised around the 
world

as Japan’s #1 noodle brand, Nissin is 
uniquely positioned to create an event 

CELEBRATING CHERRY BLOSSOM SEASON 
WITH JAPAN’S #1 NOODLE BRAND



A FAMILY OF NATION FAVOURITES, GENERATING  £155M RETAIL VALUE

SOUPS QUICK MEALS

43% PENETRATION
12 MILLION HOUSEHOLDS 

HAVE BROUGHT BATCHELORS IN THE LAST YEAR 

*Kantar WorldPanel - SEP 2024

>145 MILLION UNITS IN UK
SOLD EVERY YEAR 

ACROSS GROCERY MULTIPLES, HIGH STREET DISCOUNTER, 
WHOLESALERS & FOOD SERVICE

Biggest media spend
38% SHARE OF VOICE OF QUICK MEALS

M/F       16-44       B,C,D PRE-FAMILY &
   FAMILY W/ CHILDREN 

A BROAD-BASED AUDIENCE WITH A  SIGNIFICANT OVER-INDEX ON 
FAMILIES & YOUNGER CONSUMERS  



1.2BN EAST 
ASIAN MEALS 

EACH YEAR
+8% YOY

8th Biggest meal 
occasion in UK  

+14% Growth by 2029

Kantar Jul 24 Top 20 meal occasions UK & IRI 52we QMS&S 
market

QMS&S 
AUTHENTIC 

£79M 

+7% YOY    |    +77% L5Y

Authentic is 14% 
share of QMS&S

So Much Headroom

NISSIN IS THE FASTEST GROWING AUTHENTIC 
BRAND IN THE L5Y & BIGGEST NPD IN THE SECTOR

NISSIN IS 
#1 AUTHENTIC 

QMS&S
£52M RSV  |  +133% L3Y

Nissin is 64% 
share of Authentic

Driving Sector Growth

Presenter Notes
Presentation Notes
Huge demand of instant noodles in uk410m servings, +8% in L5YAsian cuisine remains highly relevant 73% have eaten in last 3 mths



So how can 
we support? • Strong portfolio of 

insights and data, 
including our own 
internal AAA surveys.

• Internal planogram 
support

• MCR & Core range 
leaflets and documents

Creating excitement around 
events such as Japan week
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