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As the Queend€™s Diamond Jubilee approaches and the nation gears up to enjoy the best of British - Mintel celebrates its
40th anniversary.

Indeed, Mintel has only ever known the UK consumer as governed by HRH Elizabeth Il and, although our Queen has
remained the same, Mintela€™s consumer research shows that us Brits have changed considerably since Mintel was
founded in 1972.

Celebrating providing in-depth consumer research for 40 years, Mintel has re-run its first ever consumer market research
report to reveal the shift in consumer attitudes between 1972 and 2012. Mintel reveals the changing face of Britain's
breakfast habits, together with how the great British takeaway has changed shape since the seventies. It also reveals
just how diets have shifted since the 70s and looks at the demise of some of Britaina€™s best-loved past times.

Alexandra Richmond, Senior Consumer and Lifestyles Analyst at Mintel, said:

a€ceFor 40 years, Mintel has been providing best in class market research and analysis. Just as the Queen is celebrating 60
years reigning over the nation, Mintel is celebrating 40 strong years in the research industry. Health, convenience and

travel have all had a major impact on consumer habits over the past 40 years. While many of our habits have changed,

such as letter writing and sending postcards, some elements of British behaviour are ingrained in the nationa€™s psyche
such as our love of fish and chips and DIY.&€.

Starting with breakfast, today it seems less of a meal fit for a queen.

It&€™s down the pan for the great British fry up as bacon and egg fall out of favour for Brits at breakfast time. While eggs
were a firm favourite with the nation back in 1972, as many as three in ten (29%) enjoying a cracking good start to the
day, forty years on, just one in ten (12%) Brits start the day on an egg.

Meanwhile, bacon has also suffered as a breakfast option. While back in 1972 as many as one in five (20%) enjoyed a

rasher or two - this British favourite has had the chop. Indeed, in 2012, less than one in ten (7%) wake up to the smell of

bacon. And ita€™s been a short sharp shock for Paddington Beara€™s favourite, marmalade. In 1972 more than a third (36%) c
Brits enjoyed a dollop of the orange stuff, today, just 7% of Brits spread it on their toast. In this, the year of the Diamond

Jubilee, as many as a fifth of Brits get fruity at breakfast with almost one in five (19%) drinking fruit juice, compared to

just 11% in 1972. Encouragingly, just 6% of Brits only drink it at breakfast time, while back in the seventies twice as many

(14%) admitted to starting the day with juice.

a€ceWhile British breakfast favourites still exist, we are more knowledgeable than ever about a healthy diet. Healthy choices
now guide our dietary habits and over the last 40 years, Brits have recognised the importance of breakfast. A shortage of
time, and the increased availability of healthier breakfast options explain the decline in popularity of the great british fry-

up, which has not changed much over the past 40 years - but could potentially make a come-back if we can find ways to
make it healthier.&€+ Alexandra continues.

Now to something just as British as the queen - and it seems the chips are down for the nationd€™s favourite; fish and chips.
Top 3 takeaways:

1972=1. Fish and Chips (64%), 2. Chinese (17%), 3. Chicken (11%)

2012=1. Fish and Chips (39%), 2. Chinese (33%) 3. Indian (26%)

While fish and chips remain the nationa€™s favourite takeaway - almost four in ten (39%) Brits enjoyed a portion in the last
month - back in 1972 almost two thirds of the nation (64%) opted for this classic British takeaway. Chinese continues to

go from strength to strength, while less than a fifth (17%) of consumers enjoyed a Chinese takeaway back in the early
seventies, forty years on, a third (33%) of Brits choose a Chinese. Meanwhile, as Mintel celebrates its ruby anniversary,

the ruby murray (curry) takes on the third spot as the nationa€™s favourite takeaway. Indeed, the Indian takeaway was
almost unheard of in 1972, just 4% having tried one in the month before they completed Mintela€™s 1972 survey. Today, it is
a firm British favourite among 26% of Brits.

a€ceAs the nationd€™s favourite, it&€™s not quite the end of the line for the fish and chip supper, but a greater variety of takeav
options has seen ethnic choices such as the Indian and Chinese takeaway grow in popularity in the last 40 years. Since

1972 consumers have been travelling the world more than ever before and enjoying the foods they ate on holiday back

here in Britain. As well as growing in confidence to try them, this also reflects the wider range of takeaways cited in the
research.&€.
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Mintela€™s 1972 research also reveals how many of todaya€™s store cupboard favourites were considered &€ceexotica€e just -
ago.

While olive oil was considered an &€aeexotic fooda€e back in 1972, just 16% of Brits having bought some in the past 3 months,
today, over half (53%) of Brits are regular purchasers. Similarly, garlic (11%) and tomato puree (20%) were rarely seen in

the British shopping basket, but now they are used by as many as 48% and 42% of households respectively. And while

the nation may be in the throes of celebrating the Jubilee, it could be bad news for the the great British classic

Coronation Chicken, as one ingredient to have declined in popularity is curry powder. Once a must for British picnic and

street party fare, curry powder was an essential ingredient in old favourite dishes such as Coronation Chicken, and was

used by almost a quarter (24%) of the nation in 1972. Today however, fewer than one in five (19%) households use curry
powder.

a€ceNowadays, curry means more to us Brits than just a spoonful of curry powder. Instead we can buy far more sophisticated
and authentic herbs and spices and this is a key reason why curry powder is falling out of favour. What is classed as

exotic has changed vastly over the past 40 years and there is now global influence on the store cupboard staples of

British households.&€+ Alexandra continues.

Next onto the great British obsession of DIY. Just like the Queen, the home is our castle and as the Jubilee weekend
commences, many Brits will be keen to do a spot of DIY.

It was one of the nationa€™s favourite past times back in &€772 with as many as three quarters (74%) of all Brits turning their
hand to some kind of job around the home. However, 40 years on, the nation is a little less keen to take on an odd job.
Indeed, in 2012 as few as 37% of Brits have carried out some kind of DIY task in the past 12 months.

The nationd€™s willingness to wallpaper has dramatically declined and back in &€772 Brits were almost twice as likely to set up
the pasting table (44%) than they are today (23%). Painting, on the other hand, has become a more palatable task.

Today, some 76% of Brits have painted the inside of their home in the past 12 months, compared to 61% 40 years ago.
Meanwhile, painting external walls has become slightly less popular - just 15% of Brits attempted this task in the past 12
months compared to 22% 40 years ago. One task which has grown in popularity is putting up shelves. In fact today, Brits

are almost twice as likely (30%) to try their hand at this task then they were back in 4€772 (16%).

a€ceThe trend away from the nation&d€™s willingness to take up DIY highlights a generation less able to take on jobs around the
home, with more dual-working households and a greater availability of tradesmen and a general demand for higher

standards of workmanship. Changing tastes in decor will be partially responsible for wallpaper falling out of fashion, but it

is likely that people paint rather than paper because it is easier. There has been a real decline in practical skills in the last

40 years with home-owners of 2012 paying someone else to do the jobs that they don&€™t have the confidence to do, such

as painting the outside of the house.a€+ Alexandra continues.

Now the humble postcard, has it lost its stamp of approval with British consumers.

With major events such as the Jubilee and Olympics, there is the potential for a lot of holidaying at home this summer,
but it seems postcard sending has dropped way down the consumer agenda. Indeed, 40 years ago, they were a must for
almost 3 in 10 (27%) of British holidaymakers but, they have become a major casualty of social media; in 2012, just 3%
of the population took the time to put pen to paper and send a postcard. There has also been a huge decline in those
buying writing sets, declining from almost one in five (18%) to just 5% of all Brits.

a€ceYounger Britons may never have experienced the joy of receiving a postcard in the age of social media and many others
may have forgotten the sensory experience a writing set gives the sender. We're travelling more and wead€™re also more
connected than ever before. It&€™s easier to tweet a picture, update our facebook status or send a text to make people back
in blighty envious, enabling real-time holiday updates rather than waiting a few weeks for a ‘wish you were here'

postcard.&€+ Alexandra concludes.

Finally, ending with a tonic for good measure.

There has been a dramatic decline in the number of Brits who believe it is a good idea to take an a€ceold fashioned tonica€.
when recovering from flu. Just a quarter of Brits (24%) believe this is the case compared to 68% back in 2012. What is
more, the nation was twice as likely to believe vitamins help prevent colds (44%) in 1972 as they are in 2012 (23%).

Furthermore, the number of Brits who believe there is no need to take vitamins has dramatically declined from 58% in
1972 to 32% in 2012. Similarly, there has been a rise in the number of Brits who believe it is good to take vitamins
regularly - up from one in three (29%) in 1972 to almost a third (32%) in 2012. Today, just 10% of Brits believe that &€ceold
fashioned tonicsé€e are better than modern vitamins, falling from 32% in &4€772.

About Mintel
Please visit http://www.mintel.com/ for more information

UK - May 2012

https://marketresearchworld.net Powered by Joomla! Generated: 27 September, 2026, 03:23



