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Figure 30: Usage of pour-over sauces, by gender, age and socio-economic group, 2004
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Working status: a key variable

Cooking sauces by type of dish
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The Consumer: Attitudes and Typologies
Figure 46: Attitudes towards cooking sauces, August-September 2004
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Figure 47: Attitudes towards cooking, August-September 2004
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Consumer typologies

Figure 48: Consumer typology groups for attitudes towards cooking sauces, August-September 2004
Quick Cooks (15% of respondents)
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Figure 52: Correlation analysis of purchasing of cooking sauce types, August-September 2004
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Figure 70: Further attitudes towards cooking, by region and ACORN categories, August-September 2004
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Consumer typologies: Demographic Breakdown
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Figure 76: Forecast of the UK market for cooking sauces, 2004-09
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Figure 77: Forecast indexed growth of cooking sauces, at current prices, 2004-09
Factors incorporated in the forecast
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