
Category Insight –
DESSERTS



Ambient Desserts are part of 1 Billion occasions every year 

WHO

Whilst Ambient Desserts still attract an 
older demographic, Children are the only 

group growing in occasions YoY

WHEN

Ambient Desserts are consistently 
consumed in the evening, however 

lunchtime occasions are growing

Source: Kantar Worldpanel Online, GB - Usage - Ambient Desserts, All Consumers | Total In Home / Carried Out | 09-Jul-23 | Servings (Mil) | Share | 52 w/e

WHY

The top 3 reasons for consumption are; 
1. Enjoy the taste 62% 2. Makes the meal 

complete 25% 3. Fancied something 
sweet/savoury 23%

young families make up 26% of total ambient 
desserts category spend



The category is worth over £342m
Split into 3 sub-categories, each with a diverse range of shoppers

Source: Kantar, Ambient Desserts, Total Small Stores, 52 w/e July 2024
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Desserts is a seasonal category 
with sales peaking at Christmas

Sponge puddings are out 
performing the total 
desserts category

81% of conv shoppers 

would find desserts in food 

to go appealing

30% of people are 
eating their small 
pies with custard

Shelf stable products 
which don’t require 
refrigeration and are 

fresher for longer, 
reducing energy and 

waste

AMBIENT DESSERTS

Premier foods are #1 in ambient desserts

Circana – Value Sales/share 2025
Mintel desserts & home baking report
Kantar WPO – Jan 2025

#1 whip
Leaders in ambient 

desserts.

The ambient desserts category Is worth over £46m In the convenience channel and is in growth

Treat 
mission 

has grown 
20% YoY

58% ​of dessert consumers in 

the UK say desserts are a low-
cost way to boost their mood

Treat mission has a 
12% share in 
convenience

#1 in custard 
to make.

#1 cake brand Huge household 
confec brand

84% of 
convenience 
shoppers buy 

ambient desserts 
throughout the 

year



Mr Kipling are #1 in 
Sponge Puddings

Desserts are forecast to reach 
£2.1bn by 2028

68% of consumers said a wider 
range of seasonal desserts would 

appeal to them

Ambient desserts

Circana – Value Sales 2024
Mintel desserts 2023
Kantar WPO – Jan 2025

Indulgency is the most important 
attribute for desserts

Consumers want desserts in 

individual servings. Individual 
Custard is the best selling 

individual pudding

Desserts occasions are 
evolving later in the 

evening

DIY dessert kits appeal to 

43% of dessert buyers and 

consumers

58% of consumers in the 
UK say that desserts are a 
low cost way to boost their 
mood

18% of adults in the UK say that when they are 

purchasing a treat they look for one with added 

nutritional benefits

Premier Foods have 70% 
contribution to the growth 
of the desserts category

The ambient desserts category Is worth over £46m In the convenience channel and is in growth



Christmas & seasonal 

Kantar & Circana Christmas review 2024
IGD Christmas 2024

Circana Value sales – Xmas  2024
Circana value sales – Easter 2024

Kantar WPO – Easter 2024

Consumers trade up to more 
premium options for special 
occasions like Christmas & 

Easter,
Shoppers want more 
indulgent treats at 

Christmas. Indulgent treats 
were the #1 item in baskets 

for Christmas 2024
42% of shoppers 

complete smaller shops 
in the convenience 

channel at Christmas.

We know that desserts is a seasonal category, with 
dessert sales soaring over Christmas & easter.

Custard saw good growth in the 
convenience channel in Christmas 

2024 vs 2023 at +2.2%

Ambient grocery sales at 
easter topped £8bn

Sharing dessert 
occasions gain +217k 
shoppers at Easter

Custard leads category 
growth during both Easter 

and Christmas periods

Individual sponge puddings see 
uplift at Easter

Ambrosia custard 
+3.0% over christmas



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

Core range advice 
from leaders in the 

category

Planogram support

Category analysis & 
Seasonal analysis
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