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TREND-MONITOR provides a flexible, cost-effective way to access the latest consumer insight, 

trend analysis and market data for kitchen, bathroom and surfaces brands.

Looking beyond the latest design and colour fads, Trend-Monitor assesses how factors such as 

shifts in social behaviour, demographic changes and technological developments will influence our 

home life in the future and ultimately the kind of products we will buy for our kitchens, bathrooms 

and surface areas.  This information takes the risk and guesswork out of new product development, 

range reviews and merchandising, and strengthens engagement with target markets.

www.trend-monitor.co.uk

The study format was been developed with the kitchen industry in mind; to enable 

kitchen product manufacturers and retailers gain a greater understanding, not only 

about how UK households are using their kitchens in terms of everyday behaviours, 

but also how they feel about the room that is rapidly becoming the centre of their 

homes.    Are these rooms comfortable, warm, practical spaces that are a pleasure to 

spend time in?  Or is the reality of our kitchens a different story?

Split across fifteen areas of investigation, the study tackles subjects such as daily 

appliance usage, cleaning, storage, heating, entertaining, household meals and 

cooking styles.

And, although our kitchen behaviours are generally centred around our household 

structure and  immediate environment, this study also investigates how wider global 

trends impact on the way we use our kitchens, in terms of food waste, recycling, 

water usage, technology and even pet ownership.  

By surveying a nationally representative sample of over 1000 UK households, the 

report draws on deeper insights within the data to highlight the demographic 

profiling behind a kitchen behaviour, track developing trends across timelines, and 

even cross-reference against kitchen purchasing habits from our other industry 

studies

FOREWORD

Welcome to the 2019 TREND-MONITOR consumer insight report 
into kitchen behaviours and product usage. 

Jane Blakeborough 
Research Director 
Trend-Monitor Ltd

http://www.trend-monitor.co.uk
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METHODOLOGY 
 
The data for this research was collected via an online survey which was live during January 2019. 

The survey was completed by a nationally representative sample of 1015 UK householders.  An 
infographic showing a full breakdown of the respondent sample can be found on Page 5 of this 
report.

The respondents were asked a total of 82 questions which investigated a wide range of kitchen 
activities and included both qualitative and quantitative formats.  

Respondents were also asked 8 questions about their personal and household circumstances for 
statistical purposes and also to enable demographic filtering for deeper insights via the  
Trend-Monitor interactive dashboards

Trend-Monitor partnered with Panelbase to gain access to a suitable online respondent panel.   
Panelbase supports and strictly adheres to the standards and guidelines set out by ESOMAR:  
www.esomar.org.  Panelbase are also MRS company partners www.mrs.org.uk.

NOTES 
 
A number of questions in the survey required the respondent to select more than one response and 
therefore the percentages with regards to this type of questions will dd up to more than 100%

The structure of the survey allowed respondents to skip questions which were not relevant to their 
circumstances, therefore some charts may have a base of less than the full survey sample.

Certain questions asked respondents to indicate a design style or product type and in these  
instances images were shown to the respondents.  The same images are used throughout the report 
within the relevant section.

DATA  FORMATS

As well as this pdf report, the data is available to interrogate within an online interactive dashboard 
format

Looking for deeper insights?

Access the online interactive dashboard for this research

Filter, sort, interrogate, analyse, question and drill down into the data behind this report to find  

the answers directly relevant to your brand and target market

https://trend-monitor.co.uk/introducing-trend-monitor-interactive/
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UK KITCHEN MARKET OVERVIEW*

Independent studios remain the dominant purchasing channel in value terms.  However,  over 

a quarter of market spend is through trade retailers and 2018 saw a stronger performance by 

consumer multiples driven by Wren

PURCHASING CHANNELS

The growth of multi-generation households, changing family structures, and the Internet of Things 

are all likely to inform product choice in the medium-to-longer term, while eco-purchasing and 

potential mainstreaming of WELL Building Standards may have a longer-term impact on kitchen 

design and product development.

LONG TERM  MARKET IMPACT

2018 saw a spend of approximately £4.35 billion on fitted kitchen products being purchased as 

part of a new kitchen.   The number of kitchen installations during 2018 rose by only 0.65% on 2017 

levels, keeping the market at just over 1.2 million kitchens sold over the year. 

TOTAL MARKET SIZE

Integrated MDAs have seen the lowest level of value growth as pricing has become more competitive 

with premium products becoming more mainstream. Worktops have seen the greatest level of 

value growth, reflecting the popularity of higher priced materials, whilst sinks and taps have 

benefited from the launch of higher priced specialised taps

SECTOR GROWTH

The next 12 months are likely to continue to be marked by political dispute and uncertainty, leaving 

consumers more cautious towards major purchases. At present it is expected that 2019 will see a 

dip in installation numbers, putting them back to around the 1.2 million mark

CONSUMER CAUTION

Online buying is still a relatively small part of the kitchen market and unless a major e-tailer such as 

Amazon finds a means to tie on-line measure/design mechanisms into ‘virtual reality’ projections, 

enabling clients to truly ‘experience’ their buying choices in every way, the market will rely on 

physical retailers for the foreseeable future.

ONLINE KITCHEN SALES

*Source: JKMR UK Fitted Kitchen Market Overview Report 2019.   
Available to purchase separately via Trend-Monitor.
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Chart One: Kitchen Layouts

SECTION ONE: OUR KITCHENS

U-Shaped L-Shaped

Galley G-Shaped

U-Shaped with Island L-Shaped with Island

Single Wall

22%

14% 13%

8% 7%

4%

Overall U-shaped and L-shaped kitchens are the most common kitchen layout.  However  

filtering the data by kitchens installed within the past 2 years highlights the growth in the 

number of kitchen islands being installed, mainly at the expense of U-shaped kitchen*
Source: Trend-Monitor Interactive Dashboards for additional insights within the research data 

 

29%

BASE: 1015

Single Wall with Island
3%

35% of households have a separate utility room
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Chart Two: Kitchen Styles

SECTION ONE: OUR KITCHENS

Contemporary

48%

Minimal

16%
Craftsman

13%

Traditional

10%
Farmhouse

8%

Shaker

4%
Industrial

1%

Contemporary kitchens continue to 

be the most common kitchen style 

accounting for almost half of all kitchens.

 There is, however, evidence that this 

style is declining in popularity in favour 

of the Minimal style in particular
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SECTION ONE: OUR KITCHENS

When asked to say in their own words what householders liked best about their kitchens, 
their responses covered 24 different kitchen aspects, from the space available to the quality 
of the units.

Chart Two: Top 15 Kitchen Likes

19%
like the large size of their 

kitchen and the space 
available

“I like the amount of space, we 
can all eat at the table  

in here”

10%
like the functionality  

of their kitchen and felt  
that it worked well for them

“It’s a practical place to  
cook, with everything all to  

hand”

9%
like their appliances, whether 

this was an individual 
appliance or all appliances

“The appliances we have  
are good quality”

6%
like the amount of storage 
they have in their kitchens

“Plenty of storage  
cupboards and no wasted  

space”

5%
like the layout of their 

kitchen and thought that it 
had been planned well

“My kitchen has a good  
flow, everything is where it  

should be”

4.9%

3.3%

3.4%

4.7%

2.8%

2.6%

2.5%

2.5%

2.5%

9.5%

3.3%

9% of householders don’t like 
anything about their kitchen
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6%
don’t have enough storage in 

their kitchen

“Not enough storage space for 
kitchen equipment”

6%
are not happy with their 

kitchen appliances

“I would like to update the 
appliances”

SECTION ONE: OUR KITCHENS
When asked to say in their own words what they disliked the most about their kitchen, our 
householders’ responses covered 29 different kitchen aspects.

Chart Three: Top 15 Kitchen Dislikes

21%
think their kitchen is too 

small or there isn’t  
enough space 

“It’s overcrowded with two  
people in it”

16%
dislike their kitchen  

because it is dated, tired  
or just old

 
“It’s quite old now and  

could do with an update”

9%
don’t like the type of  

flooring they have in their 
kitchen

“The floor needs changing, I don’t 
like the tiles anymore”

5.8%

4.9%

4.3%

4%

3.6%

3.5%

3.2%

2.7%

2.7%

2.1%

5.2%
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Chart Five: Kitchen ‘Happiness’ Scale

Almost 60% of households are either ‘happy’ or ‘very happy’ with their kitchens

Householders are happiest 
with their kitchen when 

they have planned it 
themselves

BASE:1015 

SECTION ONE: OUR KITCHENS

Householders start to 
become ambivilent to their 

kitchen when it’s been 
installed for 5 years

Householders are least 
happy with their kitchen 
when it was already in a 

house when they moved in

1 - Very Unhappy

5 - Very happy

4 - Happy

3 - Neither happy  
or unhappy

2 - Unhappy
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Chart Six: Cooking Styles

SECTION TWO:  COOKING IN KITCHENS

BASE: 1015

45%

14%

13%

11%

8%

4%

2%

2%

SOCIAL 
‘I mainly eat out at restaurants or at 

friends’ houses’

REHEATER 
‘I keep stocked up with ready meals 

and reheat these’

PARENT 
‘Ihave young children, so my meals 

are mainly child-orientated’

FAMILY 
‘I have to cook for a large family/

household and make easy one-pot meals’

HEALTHY 
‘I cook healthily with organic 
ingredients where possible’

TRADITIONAL 
‘I keep to a small range of recipes 

that I know I can cook well’

1%

QUICK AND EASY 
‘I have limited time to cook so eat 
whatever  I can made the fastest’

EXPERIMENTAL 
I like to try different cooking methods 

and buy the latest kitchen gadgets’

INTERNATIONAL GOURMET 
‘I like to try different foods and 

ingredients from around the world’

No. of 

cookery 

books 

owned

22% 
Less than 3

22% 
Between 3 

& 520% 
Between 10- 20

5% 
More than 30

6% 
Between 20 & 

30

12% 
Between 10 & 

20

13% 
None at all

33%  
Read recipes from a tablet, 

phone or laptop

15%  

Make it up as they go along

39%  
Read recipes from a recipe 

book or magazine

13%  
Watch a video of someone 

cooking the recipe

FOLLOWING A RECIPE

 

Chart Seven: Cookery Books

The ‘Traditional’ cooking style is more 
popular with the older generations*

Reheating ready meals tends to be a 
male trait.*

The ‘Family’ and ‘Parent’ cooking styles 
start to tail off as householders get over 

40*

The ‘International Gourmet’ cook is most 
likely to be aged between 41-50*

*Source: Trend-Monitor Interactive Dashboards 
for additional insights within the research data
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Chart Eight: Finding New Recipes

SECTION TWO: COOKING IN KITCHENS

Top 5  
TV Cookery Programmes*

No.1  
Masterchef

No.2  
Great British Bake-Off

No.3 
Saturday Kitchen

No.4  
Jamie Oliver 

No.5  
Hairy Bikers

Note: Only 27% of respondents indicated that they 
had a favourite TV programme

Use Google (or 
similar) search 

engine

Prefer to keep to 
familiar  
recipes

Watch TV  
cookery  

programmes

Buy cookery  
magazines

Buy the latest  
celebrity  

cookbook

A combination of 
the above

40%

28%

3%

10%

17%

2%

Cooking Favourites

A roast dinner is the nation’s favourite meal to cook 

with 19% of our householder putting this meal at the 

top of their list of cooking favourites

10% of householders enjoy baking more than any other 

type of cooking.  This includes cakes, biscuits,  

cupcakes, muffins and cookies

Cooking a curry is popular with 10% of households.  

And 5% like to cook a casserole or stew, especially 

using a slowcooker

Italian meals also feature in the top ten cooking 

favourites, with 5% listing Spaghetti Bolognaise and 3% 

listing Lasagne as their preferred meal to cook. 

Stir-frying is popular with 3% of housholds, as is 

cooking Chilli Con Carne.  2% of households like to 

make soup and 1% list steak as their cooking favourite.

BASE: 1015

BASE: 890

Confident Cooks

8% feel confident  
cooking for themselves only

15% feel confident  
cooking for up to 2 people

40% feel confident  
cooking for up to 4 people

24% feel confident  
cooking for up to 8 people

13% feel confident  
cooking for 10+ people
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Chart Nine: Number of Units by Type included in Kitchens

SECTION THREE: KITCHEN STORAGE

Base 1015

Number of Corner Wall Units per Kitchen

Number of Corner Base Units per Kitchen

Number of Double Base Units (with or without drawers) per Kitchen

Number of Double Wall Units per Kitchen

Number of Horizontal Wall Units per Kitchen
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SECTION THREE: KITCHEN STORAGE

Base 1015

Number of Wide Drawer Units per Kitchen

Number of Single Base Units (with or without drawer) per Kitchen

Number of Tall Larder Units per Kitchen

Number of Narrow Drawer Units per Kitchen

2%

2%

Chart Nine: Number of Units by Type included in Kitchens (cont’d)

Looking for deeper insights?

Access the online interactive dashboard for this research

Filter, sort, interrogate, analyse, question and drill down into the data behind this report to find  

the answers directly relevant to your brand and target market

https://trend-monitor.co.uk/introducing-trend-monitor-interactive/
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Chart Ten: Storage Requirements
BASE:1015 

SECTION THREE: KITCHEN STORAGE

Adequate storage 
space

Plenty of storage 
space

Usually enough  
storage space,  

except for occasions 
like Xmas

Not enough 
storage space for 

requirements

Chart Eleven: Difficult Items to Store BASE:1015 

Note:  Respondents were asked for their 
top 3 most difficult items to store,  
therefore the figures add up to 300%

Only 15% of households don’t have enough storage space in their kitchens, whereas 67% 

have adequate or plenty of storage, with the remaining 17% only struggling with their 

storage space at certain times when additional storage may be required, such as Christmas.

Countertop appliances such as food processors, toasters or coffee machines are the most 

difficult items to store with 63% of households listing these items in their top three.   

Cleaning items also feature high up in the list with 45% of households struggling to store 

their ironing board, and 43% having problems with brooms, dustpans and vacuums 
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Chart Twelve: Fridges By Type

SECTION FOUR: FRIDGES

Base 1015

Number of Larder Fridges per Household

Number of Fridge-Freezers per Household

Number of Separate Freezers per Household

Number of Wine Coolers per Household

21% of households keep a fridge or freezer in their garage  

(or other outbuilding).   

The utility room is another popular location with 19% of 

householders keeping a fridge or freezer here. 

Other locations include in a shed (5%), in the cellar (4%) or 

in the conservatory (4%)

Almost

70%
of households keep 

at least one fridge or 
freezer in a location 

other than the kitchen
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Along with food products that need refridgeration, householders are also keeping a 

range of items in their fridges that don’t necessarily need to be there

BASE: 1015

Chart Thirteen: Items kept in the Fridge

SECTION FOUR: FRIDGES

Looking for deeper insights?

Access the online interactive dashboard for this research

Filter, sort, interrogate, analyse, question and drill down into the data behind this report to find  

the answers directly relevant to your brand and target market

https://trend-monitor.co.uk/introducing-trend-monitor-interactive/
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Chart Fourteen: Oven by Type

BASE: 1015

SECTION FIVE: OVENS

65% 9%

68% 26%

10% 90%

93% 7%

26%

Chart Fifteen: Oven Cleaning Frequency

64%

14%

7%

6%

5%

14%  
Use a non-caustic ‘natural’ oven cleaner eg 

bicarbonate of soda and vinegar

7%  
Use a specialist oven cleaning company

64%  
Use a proprietary oven cleaner eg Mr Muscle

6%  
Use the oven’s pyrolytic cleaning cycle

Oven Cleaning Methods

0 per household 1 per household 2 per household

Electric

Gas

Microwave

Steam

Oven Facts

1 in 4 ovens in UK households 
are electric

10% of households with two 
ovens in their kitchen.  This 

increases to 14% where 
households have an income of 

over £100k*

Overall only 7% of UK 
households have a steam oven, 
however this increases to 24% 

of kitchens fitted within the 
past year*

Steam ovens are also twice 
as popular with householders 
who describe themselves as 

‘experimental’ cooks*

* Source: Trend-Monitor Interactive 

Dashboards for additional insights 

within the research data
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Householders are more likely to use their ovens on a weekly basis rather than a daily 

basis, although 7% of householders will heat up a ready meal on a daily basis.

Roasting vegetables and joints of meat or chicken are the most popular weekly use of 

the oven, which ties in with the roast dinner being the nation’s favourite meal to cook  

(see Cooking Favourites section on P13)

Chart 16: Using the Oven

SECTION FIVE: OVENS

BASE: 1015

Cook a pudding/dessert

Reheat left-overs

Cook a pasta bake

Roast vegetables

Heat up a ready meal

Cook meringue

Cook a pizza

Slow cook casserole /stew

Roast joint of meat/chicken

Bake bread

Bake cake/muffins/biscuits

Freestanding  
basic  

microwave  

Built-in 
basic microwave 

Freestanding  
combination  
microwave  

Built-in 
combination
microwave 

59%22%

10%

9%

Chart 17: Microwaves by Type

 

90% of UK households own a 

microwave. 

58% of those households that 

don’t have a microwave say 

they wouldn’t use one, where 

as 38% say they don’t have 

the space for a microwave

Microwaves are mainly used 

for reheating food, 35% 

mainly reheat ready meals 

and 29% are mainly reheat 

leftovers.  

11% mainly use their 

microwave for defosting and 

a further 11% use it to cook 

vegetables

Microwave Facts
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Overall only 9% of kitchens have a warming drawer.  However, 1 in 4 kitchens 

installed within the past year have a warming drawer, compared to only 1 in 20 

kitchens which are 10 years and older*
 

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data

BASE: 1015

Chart 18: Kitchens with Warming Drawers

SECTION SIX: WARMING DRAWERS

Kitchens without 
Warming Drawers

Kitchens with 
Warming Drawers

9%

91%

Chart 19: Reasons For Not Having a Warming Drawer

BASE: 924

Warming Drawer Facts

31% of warming drawers are 
used daily, compared to 14% 

that are never used.

65% of warming drawers are 
used for kitchen activities 

other than warming plates.  

The most popular alternative 
activity is warming breadrolls 

(42%)

Other warming drawer uses 
are defrosting (35%), melting 

butter or chocolate (31%), 
proving dough (30%), and 
slow cooking casseroles 

(29%)
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Chart 20: Hobs by Type

SECTION SEVEN: HOBS

Base 1015

Overall gas is the most popular choice for kitchen hobs, especially in the older kitchens.  

However the rising popularity of induction hobs is shown with  

over 1 in 5 kitchens fitted within the past 6 months having an induction hob*.

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data 

Chart 21: Cleaning the Hob

39%

25%

24%

5%
5%

After each use

Weekly

Daily

Fortnightly

Monthly

Less than 
monthly

47% used a general kitchen cleaning spray such as 

Cif to clean their hob.

25% used a damp cloth, followed by 18% who used 

a proprietary hob cleaner such as Hob Brite.

When using boiling 
water in a pan on the 

hob for pasta or  
vegetables ... 

46%
Fill the pan with cold water and 
heat up from cold on the hob

45%
Boil the water in a kettle before 

putting into the pan

8%
Use hot water from a standard 

tap

1%
Use boiling water from a  

boiling water tap
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Overall almost half of all households have a dishwasher,  however over 70% of single 

person households do not have a dishwasher*
 

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data

BASE: 1015

Chart 22: Kitchens with Dishwashers

SECTION EIGHT: DISHWASHERS

91%

Chart 23: Reasons For Not Having a Dishwasher

BASE: 519

Kitchens with 
Dishwashers

Kitchens without 
Dishwashers

49%

51%

20-30 year olds tend not to have a dishwasher because they don’t have the space, 

whereas the over 60’s tend not to have a dishwasher because they wouldn’t use one.
 

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data
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Chart 24:  Frequency of Use

Our dishwashers are working hard and almost half are used on a daily basis.   

Only 6% of households ‘rarely’ or ‘never’ use their dishwasher

64% of households ‘rarely’ or ‘never’ run their dishwasher unless it is completely full.   

However 20% will run their dishwasher on a weekly basis when it’s not completely full

BASE: 496

SECTION EIGHT: DISHWASHERS

45%

30%

16%

3%
5%

Daily

Every other day

2Weeklyk-

Chart 25: Items Not Put Into The Dishwasher

2Fortnightly

Rarely
Never

BASE: 496

Nearly half (49%) of households always rinse items before putting into the 

dishwasher, and 34% rinse certain items.  Only 18% of households put all items 

straight into the dishwasher without rinsing
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Chart 26: Washing Up in the Sink

SECTION NINE: Kitchen Sink

Base 496

When washing up in the sink, leaving items to drain and putting away later is the 
preferred option for over half of households. 

Chart 27: Blocking the Kitchen Sink

34% 68%
Have used a proprietary sink 

unblocking product to unblock 
their sink

45%
Have had to removed the 

u-bend to unblock their sink
 

8%
Have had to call a plumber to 

unblock their sink

Has blocked the sink

66%

Never blocked the sink
Base 352

 
1 in 4 households dry items straight away, with male householders over  

5 percentage points more likely to dry straight away than female householders*

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data 
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Chart 28: Washing Machines by Type

SECTION TEN: WASHING MACHINES

Base 1015

Chart 29: Location of Washer/Washer-Dryer

70%

27%

2%

Kitchen

Cellar

Utility Room

Garage

70% of washers/washer-dryers are located in the 

kitchen, with a further 27% located in the utility 

room

Washing Machine Facts 

Almost a quarter of washing machines 
are used on a daily basis, whereas 40% 
are used every other day and 35% are 

used weekly. 

Washing liquid is the most popular type 
of detergent and used in over half of 

washing machines.  Washing powder is 
used in 36% and tablets in 32%

Washing conditioner is used with every 
wash in 49% of households.  31% will use 
conditioner in some washes.  19% never 

use a washing conditioner

Handwashing items of clothing is 
something that is only carried out on 
a regular basis by 20% of households, 
with 79% ‘rarely’ or ‘never’ doing any 

handwashing 

13% put all their washing in one wash 
regardless of colour or fabric.  However 
63% always sort their washing into light 
colours, dark colours or delicates etc. 

Washing at 40°C is the highest 
temperature used by 40% of households.  
33% will go up to 60°C, but only 9% will 
go up to 90°C.   10% won’t go any higher 

than 30°C.

One in two households will use the small 
load option on their washing machine if 
required.  32% always use the full load 

option.  19% don’t have a small load 
option on their washing machine

35% of households mainly use an outside 
washing line to dry their washing.  29% 

mainly use an indoor airer or clothes 
horse, 27% use a tumble-dryer, with 9% 

mainly drying their washing on a radiator

Base 1015



 26 |              KITCHEN BEHAVIOURS AND PRODUCT USAGE, CONSUMER INSIGHT 2019          www.trend-monitor.co.uk

Chart 30:  Main Source of Heating in Kitchens

SECTION ELEVEN: KITCHEN HEATING

As expected, central heating radiators are the main source of heating in most  

kitchens (73%).  However 19% of kitchens don’t have any heating source. 

Chart 31: Adequate Heating?

37%

48%

16%

Kitchen has  
adequate 

heating all year 
round

Kitchen feels 
cold, especially in 

winter

8% of kitchens have a secondary source of heating 

of which plinth heaters is the most popular option 

(28%), followed by log burners/multifuel stoves 

(24%)

Base 1015

73%

3%

1%

2%

2%

19%

Kitchen is well 
heated

16%
of kitchens don’t have 

adequate heating
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Kitchen Seating

SECTION TWELVE: KITCHENS AS SOCIAL AREAS
BASE: 1015

of kitchens have a  
separate dining table 

and chairs. 
This increases to 51% for  

kitchens installed within the 
past year*

42%
of kitchens have a   
breakfast bar with  

seating.   
This increases to 33% for 

kitchens installed within the 
past year*

16%
of kitchens have an  

island with  
seating.   

This increases to 26% for 
kitchens installed within the 

past year*

7%

of kitchens are used for 
homework or  
college work 

This increases to 19% for 
households with dependent 

children*

8%
of kitchens are used 
as an business office 

space 
This increases to 14% for 

kitchens installed within the 
past 2 years*

4%

of households use a 
voice-activated virtual 
assistant device such  

as Alexa 
This increases to 32% for  

households with an income 
bracket of over £50K*

19%
of households with a 

voice-activated virtual 
assistant use it to control 

kitchen appliances 
This increases to 41% for  

kitchens installed within the 
past year* (base 197)

13%
of households use a  

tablet or mobile phone to 
control kitchen  

appliances 
This increases to 17% for  

kitchens installed within the 
past year*

4%

The Kitchen as an Office

Smart Kitchens

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data
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SECTION TWELVE: KITCHENS AS SOCIAL AREAS 
Chart 32:  Cooking for Family and Friends

How often do you ...?

 
Cook a meal for members of your current 

household?

 
Cook a meal for the purposes of entertaining 

family or friends? 

Base 1015

72%

16%

5%

1%

1%

2%

3%

5%

8%

11%

26%

23%

8%

18%

Chart 33: Household Meals

Base 1015

Eat your evening meal (dinner) together at a table Eat your evening meal (dinner) in the lounge watching TV

Eat your evening meal (dinner) at separate times Eat different evening meals (dinner) depending on dietary requirements 

WeeklyDaily Monthly Yearly Never

WeeklyDaily Monthly Yearly Never

WeeklyDaily Monthly Yearly Never

WeeklyDaily Monthly Yearly Never

48%

19%

7% 6%

19%

41%

22%

8%

25%

15%

23%

12%

5%

46%

18%
22%

9%

49%

As a household, how often do you ...?
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SECTION TWELVE: KITCHENS AS SOCIAL AREAS

Base 1015Chart 34: Entertaining Space in Kitchens

22% of kitchens can comfortably 
seat up to 2 people for a meal 

39% of kitchens can comfortably 
seat up to 4 people for a meal

27% of kitchens can comfortably 
seat up to 6 people for a meal

1% of kitchens can comfortably seat  
more than 10 people for a meal

8% of kitchens can comfortably 
seat up to 8 people for a meal

2% of kitchens can comfortably 
seat up to 10 people for a meal

Chart 35: Radio, Music and TV in Kitchens

39% 35% 76%

15% 20%

34% 32% 14%

5%

1%

1%

5%

2%

1%

5%

6%

1%

1%

2%

5%

2%

The 21-30 age group listens to music in the kitchen in preference to the radio, 

although this is on a weekly basis rather than a daily basis.  The over-60s prefer 

listening to the radio in the kitchen, with over 40% tuning in on a daily basis*

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data

Listen to the radio in the kitchen Listen to music in the kitchen Watching the TV in the kitchen
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Chart 36:  Foods Types Being Thrown Out

When asked for the three types of food most likely to be thrown as 
they had gone off before they could be eaten; salad leaves, bread and 

vegetables came top of the list for UK households

SECTION THIRTEEN: FOOD WASTE

Chart 37: Composting Food Waste

BASE: 1015

Salad 
Leaves

Bread Vegetables Milk Bananas Potatoes Eggs Chicken Cheese Bacon Apples

59%

41%

Households that 
compost food 

waste

Households that 
don’t compost 

food waste

BASE: 1015

BASE: 1015

Chart 38: Kitchen Recycling Bins
BASE: 1015

Households 
without kitchen 
recycling bins

Households with 
kitchen recycling 

bins

60%

40%

Recycling and composting go 

hand in hand, with households that 

compost food waste being far more 

likely to use a kitchen recycling bin*

* Source: Trend-Monitor Interactive Dashboards 
for additional insights within the research data

Households in London, the south-west 

and south-east are most likely to use 

kitchen recycling bins.   

Recycling is least popular in the 

Midlands*

* Source: Trend-Monitor Interactive Dashboards 
for additional insights within the research data
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Chart 39:  Herbs and salads grown in kitchens

SECTION FOURTEEN: GROW YOUR OWN IN THE KITCHEN

BASE: 221

‘Grow Your Own’ Facts

Almost  

1 in 5
households grow herbs or salads in 

their kitchen

Basil 
is the most popular herb grown in  

UK kitchens
 

Also grown are chillies, salad leaves, 
oregano, peppers and spring onions

49%

12%

24%

36%

19%

11%

9%

5%

3%

3%

Looking for deeper insights?

Access the online interactive dashboard for this research

Filter, sort, interrogate, analyse, question and drill down into the data behind this report to find  

the answers directly relevant to your brand and target market

https://trend-monitor.co.uk/introducing-trend-monitor-interactive/
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SECTION FIFTEEN: PETS IN THE KITCHEN BASE: 1015

of our survey  
respondents have  

a dog 
 

Note: Independent research by 
PFMA estimates that 25% of 

households in the UK have a dog

22%
of our survey  

respondents have  
a cat

 
Note: independent research 

by PFMA estimates that 17% of 
households in the UK have a cat

18%
of our survey  

respondents have  
both a dog and  

a cat  

7%

53% of households don’t have either a cat or a dog

Pets in Kitchens Facts 

91%  
of those households with dogs and/or 
cats have a water bowl in the kitchen 

for their pet.   

 73%  
have a pet feed bowl in their kitchen  

 7% 
have a bed in their kitchen for their 

dog and/or cat.
  
 3% 

of dog owners will wash their dog in 
the kitchen sink

Over 40% of dog-owning households are couples without dependent children*
 

* Source: Trend-Monitor Interactive Dashboards for additional insights within the research data

https://www.pfma.org.uk/pet-population-2019
https://www.pfma.org.uk/pet-population-2019
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