
 

Cooking Ingredients and Meals in 
Mexico 

Euromonitor International 

December 2021 
 

 
This sample report is for illustration 

purposes only. 
Some content and data have been 

changed. 
 

To purchase a full version, please visit 
www.euromonitor.com 



C O O K I N G  I N G R E D I E N T S  A N D  M E A L S  I N  M E X I C O  P a s s p o r t  i  
 SAMPLE REPORT FOR ILLUSTRATION ONLY 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

LIST OF CONTENTS AND TABLES 
 

Cooking Ingredients and Meals in Mexico - Industry Overview ................................................... 1 

EXECUTIVE SUMMARY ........................................................................................................... 1 

Cooking ingredients and meals in 2021: The big picture ......................................................... 1 
Key trends in 2021 ................................................................................................................. 1 
Competitive landscape .......................................................................................................... 1 
Channel developments .......................................................................................................... 2 
What next for cooking ingredients and meals? ....................................................................... 2 

MARKET DATA ........................................................................................................................ 3 

Table 1 Sales of Cooking Ingredients and Meals by Category: Volume 2016-

2021 .......................................................................................................... 3 
Table 2 Sales of Cooking Ingredients and Meals by Category: Value 2016-

2021 .......................................................................................................... 3 
Table 3 Sales of Cooking Ingredients and Meals by Category: % Volume 

Growth 2016-2021 ..................................................................................... 3 
Table 4 Sales of Cooking Ingredients and Meals by Category: % Value 

Growth 2016-2021 ..................................................................................... 4 
Table 5 NBO Company Shares of Cooking Ingredients and Meals: % Value 

2017-2021 ................................................................................................. 4 
Table 6 LBN Brand Shares of Cooking Ingredients and Meals: % Value 2018-

2021 .......................................................................................................... 5 
Table 7 Penetration of Private Label by Category: % Value 2016-2021 ................... 5 
Table 8 Distribution of Cooking Ingredients and Meals by Format: % Value 

2016-2021 ................................................................................................. 6 
Table 9 Forecast Sales of Cooking Ingredients and Meals by Category: 

Volume 2021-2026..................................................................................... 6 
Table 10 Forecast Sales of Cooking Ingredients and Meals by Category: Value 

2021-2026 ................................................................................................. 7 
Table 11 Forecast Sales of Cooking Ingredients and Meals by Category: % 

Volume Growth 2021-2026 ........................................................................ 7 
Table 12 Forecast Sales of Cooking Ingredients and Meals by Category: % 

Value Growth 2021-2026 ........................................................................... 7 
Chart 1 Cooking Ingredients and Meals Value Sales Growth Scenarios: 2019-

2026 .......................................................................................................... 8 
Chart 2 Cooking Ingredients and Meals Impact of Drivers on Value Sales: 

2018-2026 ................................................................................................. 9 

DISCLAIMER ............................................................................................................................ 9 
SOURCES ................................................................................................................................ 9 

Summary 1 Research Sources ..................................................................................... 9 

Edible Oils in Mexico - Category Analysis ................................................................................ 13 

KEY DATA FINDINGS ............................................................................................................ 13 
2021 DEVELOPMENTS .......................................................................................................... 13 

The extended pandemic favours cooking at home ................................................................ 13 
Recovery of foodservice slows down retail sales .................................................................. 13 
New product developments focus on specific ingredients ..................................................... 13 

PROSPECTS AND OPPORTUNITIES .................................................................................... 14 

Affordability to become A major driver of sales ..................................................................... 14 



C O O K I N G  I N G R E D I E N T S  A N D  M E A L S  I N  M E X I C O  P a s s p o r t  i i  
 SAMPLE REPORT FOR ILLUSTRATION ONLY 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

New players are expected to enter the fray .......................................................................... 14 
Resumption of pre-pandemic lifestyles expected to hinder retail sales .................................. 14 

CATEGORY DATA ................................................................................................................. 15 

Table 13 Sales of Edible Oils by Category: Volume 2016-2021 ............................... 15 
Table 14 Sales of Edible Oils by Category: Value 2016-2021 .................................. 15 
Table 15 Sales of Edible Oils by Category: % Volume Growth 2016-2021 ............... 15 
Table 16 Sales of Edible Oils by Category: % Value Growth 2016-2021 .................. 16 
Table 17 NBO Company Shares of Edible Oils: % Value 2017-2021 ....................... 16 
Table 18 LBN Brand Shares of Edible Oils: % Value 2018-2021 ............................. 16 
Table 19 Distribution of Edible Oils by Format: % Value 2016-2021 ........................ 17 
Table 20 Forecast Sales of Edible Oils by Category: Volume 2021-2026 ................. 18 
Table 21 Forecast Sales of Edible Oils by Category: Value 2021-2026.................... 18 
Table 22 Forecast Sales of Edible Oils by Category: % Volume Growth 2021-

2026 ........................................................................................................ 18 
Table 23 Forecast Sales of Edible Oils by Category: % Value Growth 2021-

2026 ........................................................................................................ 19 

Ready Meals in Mexico - Category Analysis ............................................................................ 20 

KEY DATA FINDINGS ............................................................................................................ 20 
2021 DEVELOPMENTS .......................................................................................................... 20 

Prolonged pandemic continues to stimulate interest in ready meals ..................................... 20 
Companies launch A wider variety of ready meals to cater to stay-at-home consumers ........ 20 
Convenience formats start to rebound in 2021 as consumers resume travel by foot and car . 21 

PROSPECTS AND OPPORTUNITIES .................................................................................... 21 

Ready meals is expected to ride the convenience wave to further sales growth .................... 21 
The expansion of retailers to widen the availability and assortments of ready meals ............. 21 
Meat-free alternatives and quick and easy salads to tap into healthier eating trend ............... 22 

CATEGORY DATA ................................................................................................................. 22 

Table 24 Sales of Ready Meals by Category: Volume 2016-2021 ........................... 22 
Table 25 Sales of Ready Meals by Category: Value 2016-2021 .............................. 22 
Table 26 Sales of Ready Meals by Category: % Volume Growth 2016-2021 ........... 23 
Table 27 Sales of Ready Meals by Category: % Value Growth 2016-2021 .............. 23 
Table 28 Sales of Chilled Ready Meals by Ethnicity: % Value 2016-2021 ................ 23 
Table 29 Sales of Frozen Ready Meals by Ethnicity: % Value 2016-2021................ 24 
Table 30 NBO Company Shares of Ready Meals: % Value 2017-2021 ................... 24 
Table 31 LBN Brand Shares of Ready Meals: % Value 2018-2021 .......................... 25 
Table 32 Distribution of Ready Meals by Format: % Value 2016-2021 ..................... 26 
Table 33 Forecast Sales of Ready Meals by Category: Volume 2021-2026 ............. 26 
Table 34 Forecast Sales of Ready Meals by Category: Value 2021-2026 ................ 27 
Table 35 Forecast Sales of Ready Meals by Category: % Volume Growth 

2021-2026 ............................................................................................... 27 
Table 36 Forecast Sales of Ready Meals by Category: % Value Growth 2021-

2026 ........................................................................................................ 27 

Sauces, Dressings and Condiments in Mexico - Category Analysis.......................................... 28 

KEY DATA FINDINGS ............................................................................................................ 28 
2021 DEVELOPMENTS .......................................................................................................... 28 

Prolonged pandemic sustains at-home use of sauces, dressings, and condiments ............... 28 
The new labelling regulation sees reformulations to offer healthier options to consumers ..... 28 
New product launches tap into the home-cooking trend........................................................ 29 

PROSPECTS AND OPPORTUNITIES .................................................................................... 29 



C O O K I N G  I N G R E D I E N T S  A N D  M E A L S  I N  M E X I C O  P a s s p o r t  i i i  
 SAMPLE REPORT FOR ILLUSTRATION ONLY 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Rebound in foodservice set to slow retail development in the forecast period ....................... 29 
Specialist and convenience retailers expected to recover over the forecast period................ 29 
Chili sauces for snacking to recover as gatherings increase ................................................. 30 

CATEGORY DATA ................................................................................................................. 30 

Table 37 Sales of Sauces, Dressings and Condiments by Category: Volume 

2016-2021 ............................................................................................... 30 
Table 38 Sales of Sauces, Dressings and Condiments by Category: Value 

2016-2021 ............................................................................................... 31 
Table 39 Sales of Sauces, Dressings and Condiments by Category: % Volume 

Growth 2016-2021 ................................................................................... 31 
Table 40 Sales of Sauces, Dressings and Condiments by Category: % Value 

Growth 2016-2021 ................................................................................... 32 
Table 41 Sales of Cooking Sauces by Type: % Value 2016-2021 ............................ 33 
Table 42 NBO Company Shares of Sauces, Dressings and Condiments: % 

Value 2017-2021 ..................................................................................... 33 
Table 43 LBN Brand Shares of Sauces, Dressings and Condiments: % Value 

2018-2021 ............................................................................................... 34 
Table 44 Distribution of Sauces, Dressings and Condiments by Format: % 

Value 2016-2021 ..................................................................................... 34 
Table 45 Forecast Sales of Sauces, Dressings and Condiments by Category: 

Volume 2021-2026................................................................................... 35 
Table 46 Forecast Sales of Sauces, Dressings and Condiments by Category: 

Value 2021-2026 ..................................................................................... 36 
Table 47 Forecast Sales of Sauces, Dressings and Condiments by Category: 

% Volume Growth 2021-2026 .................................................................. 36 
Table 48 Forecast Sales of Sauces, Dressings and Condiments by Category: 

% Value Growth 2021-2026 ..................................................................... 37 

Soup in Mexico - Category Analysis ........................................................................................ 38 
KEY DATA FINDINGS ............................................................................................................ 38 
2021 DEVELOPMENTS .......................................................................................................... 38 

Home-centred lifestyle remains the main driver of soup sales............................................... 38 
New labelling regulation encourages reformulations of soups ............................................... 38 
“Others” benefits from search for lower-priced options to see the fastest retail value share 

growth in 2021 ..................................................................................................................... 39 

PROSPECTS AND OPPORTUNITIES .................................................................................... 39 

Convenience remains A key sales driver, but return to foodservice set to limit retail growth 

potential............................................................................................................................... 39 
Uncertain economic climate offers growth opportunities for private label and small lower-

priced brands ....................................................................................................................... 39 
Major new entrants may increase the competition to the leading players .............................. 40 

CATEGORY DATA ................................................................................................................. 40 

Table 49 Sales of Soup by Category: Volume 2016-2021........................................ 40 
Table 50 Sales of Soup by Category: Value 2016-2021 .......................................... 40 
Table 51 Sales of Soup by Category: % Volume Growth 2016-2021 ....................... 40 
Table 52 Sales of Soup by Category: % Value Growth 2016-2021 .......................... 41 
Table 53 Sales of Soup by Leading Flavours: Rankings 2016-2021 ........................ 41 
Table 54 NBO Company Shares of Soup: % Value 2017-2021 ............................... 41 
Table 55 LBN Brand Shares of Soup: % Value 2018-2021 ...................................... 42 
Table 56 Distribution of Soup by Format: % Value 2016-2021 ................................. 42 



C O O K I N G  I N G R E D I E N T S  A N D  M E A L S  I N  M E X I C O  P a s s p o r t  iv 
 SAMPLE REPORT FOR ILLUSTRATION ONLY 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Table 57 Forecast Sales of Soup by Category: Volume 2021-2026 ......................... 43 
Table 58 Forecast Sales of Soup by Category: Value 2021-2026 ............................ 43 
Table 59 Forecast Sales of Soup by Category: % Volume Growth 2021-2026 ......... 43 
Table 60 Forecast Sales of Soup by Category: % Value Growth 2021-2026 ............ 44 

Sweet Spreads in Mexico - Category Analysis ......................................................................... 45 

KEY DATA FINDINGS ............................................................................................................ 45 
2021 DEVELOPMENTS .......................................................................................................... 45 

Spending more time at home remains the main driver of sales ............................................. 45 
Foodservice recovers slowly as restrictions remain in place ................................................. 45 
The new labelling regulation stimulates reformulations to offer reduced sugar options .......... 46 

PROSPECTS AND OPPORTUNITIES .................................................................................... 46 

A slowdown in retail sales development is expected as consumers spend less time in the 

home ................................................................................................................................... 46 
Healthier eating trend set to boost honey and nut and seed based spreads .......................... 46 
Innovation and new launches to focus on healthier versions ................................................. 47 

CATEGORY DATA ................................................................................................................. 47 

Table 61 Sales of Sweet Spreads by Category: Volume 2016-2021 ........................ 47 
Table 62 Sales of Sweet Spreads by Category: Value 2016-2021 ........................... 47 
Table 63 Sales of Sweet Spreads by Category: % Volume Growth 2016-2021 ........ 48 
Table 64 Sales of Sweet Spreads by Category: % Value Growth 2016-2021 ........... 48 
Table 65 Sales of Jams and Preserves by Leading Flavours: Rankings 2016-

2021 ........................................................................................................ 48 
Table 66 NBO Company Shares of Sweet Spreads: % Value 2017-2021 ................ 48 
Table 67 LBN Brand Shares of Sweet Spreads: % Value 2018-2021 ...................... 49 
Table 68 Distribution of Sweet Spreads by Format: % Value 2016-2021 ................. 50 
Table 69 Forecast Sales of Sweet Spreads by Category: Volume 2021-2026 .......... 50 
Table 70 Forecast Sales of Sweet Spreads by Category: Value 2021-2026 ............. 51 
Table 71 Forecast Sales of Sweet Spreads by Category: % Volume Growth 

2021-2026 ............................................................................................... 51 
Table 72 Forecast Sales of Sweet Spreads by Category: % Value Growth 

2021-2026 ............................................................................................... 51 

 



C O O K I N G  I N G R E D I E N T S  A N D  M E A L S  I N  M E X I C O  P a s s p o r t  1 
 SAMPLE REPORT FOR ILLUSTRATION ONLY 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

COOKING INGREDIENTS AND MEALS 
IN MEXICO - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Cooking ingredients and meals in 2021: The big picture 

The ongoing Coronavirus (COVID-19) pandemic, including a third wave of the virus, in 2021, 

restrained the recovery of normal work, educational and social and leisure activities in 2021... 

Schools and universities remained closed for most of the year, and many consumers continued 

to work at home. Hybrid schedules have been implemented by many companies and 

educational institutions. Prolonged pandemic measures sustained retail volume and value sales 

of cooking ingredients and meals, although slowdowns or declines in growth, following spikes in 

2020, have been observed. Despite the lingering pandemic and related restrictions, the start of 

the recovery of the foodservice channel and increase in out-of-home activities, compared with 

2020, restrained retail sales development in 2021. 

Nonetheless, with consumers remaining more home-centred than in the pre-pandemic period, 

robust home cooking/baking and dining trends supported retail sales of cooking ingredients and 

meals. Thus, edible oils and sauces, dressings and condiments continued to be used widely and 

frequently. COVID-19 provoked push-pull factors in ready meals and soup. While consumers 

had more time to prepare full meals from scratch, the prolonged pandemic meant that many 

consumers tired of daily cooking and looked for quick and convenient or, in the case of ready 

meals, more indulgent options to cope with the stress and anxiety of the public health crisis and 

confinement. As consumers resumed pre-COVID-19 lifestyles, ready meals, and to a lesser 

extent, soup offered convenient meal solutions for more time-pressed consumers. Finally, sweet 

spreads continued to benefit from home seclusion measures, especially in terms of breakfast 

and snack options for adults and children.  

 

Key trends in 2021 

In October 2020, a new labelling regulation came into force requiring food and beverage 

companies to place black seals on products with an excess content of sugar, calories, fat, or… 

 sodium, among other potentially harmful to human health ingredients. Most types of 

packaged food, including cooking ingredients and meals, were impacted, and the image of 

some categories that were previously perceived as healthy was adversely affected due to the 

presence of the black seal on packaging. In response, many companies have started to 

reformulate their products or launch alternatives offering lower contents of the highlighted 

ingredients.  

This regulation is in line with growing government concern over the high incidence of obesity 

and diabetes in the country. In this vein, there is a general healthy eating trend, accelerated by 

growing awareness of the importance of health due to the COVID-19 pandemic. Thus, edible 

oils is seeing a shift towards perceived healthier options like olive oil, rapeseed oil and “other” 

edible oil. There is also a move towards using healthier ingredients in ready meals and healthier 

versions of sauces, dressing and condiments and sweet spreads, in particular.  

 

Competitive landscape 

New product development was visible in 2021, as companies tried to tap into the residual 

home-cooking trend in light of the prolonged pandemic in Mexico. In 2021, one of the most… 
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dynamic developments saw players launch new products to compete in new categories with 

already positioned brands. This allowed them to leverage brand recognition and positioning and 

extend their reach in the market. For example, Nestlé launched Maggi, which is present in 

bouillon and table sauces in sauces, dressings and condiments, in soup. Similarly, Verde Valle, 

which is present in herbs and spices, has been extended with the launch of soups. Meanwhile, 

the portfolio of Philadelphia (cream cheese) in Mexico has been extended by the release of 

dips. Furthermore, the chili sauce brand Tabasco has entered edible oils with a virgin olive oil.  

 

Channel developments 

Foodservice started to recover from the slump in sales in 2020, due to the closure of 

establishments in line with lockdown and home seclusion measures to help stem the tide of the 

virus… 

ocations. However, there were still restrictions on capacities and operating schedules, which 

varied from region to region and fluctuations in the development of the COVID-19 virus. For 

example, a third wave of the virus led to renewed closures of foodservice establishments and 

home seclusion in 2021. Moreover, many consumers remained cautious about eating out due to 

heightened economic pressures on household budgets in the wake of COVID-19. These factors 

restrained the recovery of foodservice, which is not forecast to return to pre-pandemic volume 

sales levels in the short term.  

Convenience stores and food specialists also observed a slight recovery in 2021, after 

suffering from limited footfall due to the pandemic and related restrictions on consumer mobility 

in 2020. These channels were affected by the COVID-19 pandemic as consumers tried to 

concentrate purchases in as few outlets as possible. This favoured large modern grocery 

retailers like hypermarkets and supermarkets, while also producing a spike in e-commerce 

sales. This trend is reversing slowly, and convenience stores and specialist retailers are likely to 

continue to recover in the short term. Similarly, forecourt retailers rebounded from a dip in retail 

value share in cooking ingredients and meals overall in 2020, as consumers started to travel on 

foot and by car as the pandemic eased during 2021. However, convenience formats continued 

to be affected according to the fluctuation of the virus situation and renewed restrictions. 

Independent small grocers was another channel to suffer a dip in retail value share in 2020 

due to the pandemic, as consumers favoured concentrated or one-stop shopping in larger 

channels. Nonetheless, independent small grocers remained the leading format in 2020 and 

2021, as many consumers preferred to shop in small local stores as and when required rather 

than travel to and shop in larger outlets. These traditional grocery retailers also served as 

“emergency” stops when consumers had run out of olive oil or mayonnaise or pickled products 

or jam or fancied a soup or ready meal for lunch of dinner. 

 

What next for cooking ingredients and meals? 

In 2022 and 2023, most categories are expected to see decreases in retail volume sales… 

before rebounding to register positive, if slow-to-moderate growth. The exception is ready 

meals, which is set to see constant and increasingly significant retail volume growth throughout 

as convenience gains importance for busy consumers. While the return to pre-pandemic 

lifestyles, including foodservice, will play a role, these forecasts owe much to the spikes in sales 

recorded during the pandemic in 2020. Thus, retail volume sales in 2023 are projected to be 

higher than in 2019 in all categories of cooking ingredients and meals. The economic 

uncertainty caused by the pandemic is likely to restrain faster growth in the short term.  

Meanwhile, new product development in line with health and wellness and premiumisation 

and inflationary pressure are set to exert upward movements in average retail unit prices, 

leading to higher retail value than volume CAGRs over the forecast period. In conjunction with 
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retailing developments in the country, this is likely to stimulate a higher focus on private label 

and encourage branded companies to update their market strategies and portfolios to meet the 

changing needs and preferences of an increasingly sophisticated consumer base. Such 

strategies are particularly important in light of the new labelling regulations.  

 

 

MARKET DATA 
 

Table 1 Sales of Cooking Ingredients and Meals by Category: Volume 2016-2021 

 

 2016 2017 2018 2019 2020 2021 
 
Ready Meals ('000 tonnes) 65.2 66.9 68.6 70.8 77.4 78.4 
Soup ('000 tonnes) 28.2 28.2 28.1 28.3 30.7 29.4 
Sauces, Dressings and 894.3 921.8 945.9 968.4 1,059.4 1,043.3 
    Condiments ('000 tonnes)       
Sweet Spreads ('000 83.8 87.2 88.6 91.4 97.9 95.4 
    tonnes)       
Edible Oils (million 876.3 897.2 915.6 929.3 1,003.1 963.1 
    litres)       
Cooking Ingredients and - - - - - - 
    Meals (Not calculable)       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Cooking Ingredients and Meals by Category: Value 2016-2021 

 

MXN million 
 2016 2017 2018 2019 2020 2021 
 
Ready Meals 7,478.3 8,244.1 8,919.1 9,528.3 10,848.1 11,653.5 
Soup 2,494.4 2,667.5 2,814.2 2,948.4 3,325.1 3,367.6 
Sauces, Dressings and 48,918.7 53,811.2 58,168.9 61,884.1 70,105.4 73,103.9 
    Condiments       
Sweet Spreads 7,890.7 8,764.2 9,477.6 10,132.5 11,307.9 11,670.9 
Cooking Ingredients and 91,431.1 100,312.3 108,241.8 114,865.2 129,574.4 134,549.6 
    Meals       
Edible Oils 24,649.0 26,825.4 28,862.0 30,371.9 33,987.9 34,753.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Cooking Ingredients and Meals by Category: % Volume Growth 2016-
2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Ready Meals 1.3 3.8 20.4 
Soup -4.2 0.8 4.0 
Sauces, Dressings and Condiments -1.5 3.1 16.7 
Sweet Spreads -2.5 2.6 13.9 
Edible Oils -4.0 1.9 9.9 
Cooking Ingredients and Meals - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 4 Sales of Cooking Ingredients and Meals by Category: % Value Growth 2016-
2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Ready Meals 7.4 9.3 55.8 
Soup 1.3 6.2 35.0 
Sauces, Dressings and Condiments 4.3 8.4 49.4 
Sweet Spreads 3.2 8.1 47.9 
Cooking Ingredients and Meals 3.8 8.0 47.2 
Edible Oils 2.3 7.1 41.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 NBO Company Shares of Cooking Ingredients and Meals: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Conservas La Costeña SA 14.5 14.7 14.8 14.6 14.9 
    de CV      
McCormick de Mexico SA 6.0 6.0 6.0 6.0 5.9 
    de CV      
Fábrica de Jabón la 6.1 6.0 6.0 6.0 5.8 
    Corona SA de CV      
Ragasa Industrias SA de 5.0 5.0 5.0 5.0 4.9 
    CV      
Herdez Del Fuerte SA de 4.2 4.1 4.0 3.9 3.8 
    CV      
Unilever de México S de 3.9 3.8 3.8 3.8 3.7 
    RL de CV      
Herdez SAB de CV, Grupo 3.4 3.5 3.4 3.4 3.4 
Sabormex SA de CV 3.3 3.3 3.3 3.2 3.2 
Aceites Grasas y 3.0 3.0 3.0 2.9 2.9 
    Derivados SA de CV      
ConAgra Foods de México 2.5 2.5 2.5 2.4 2.4 
    SA de CV      
Empacadora San Marcos 2.0 2.1 2.1 2.1 2.1 
    SA de CV      
Industrial Patrona SA 2.2 2.2 2.2 2.1 2.1 
    de CV      
Sigma Alimentos SA de CV 1.8 1.8 2.1 2.0 2.1 
Cocina Productos de 1.6 1.6 1.6 1.4 1.4 
    Maiz SA de CV      
Proteínas & Oleicos SA 1.4 1.4 1.4 1.4 1.3 
    de CV      
Nestlé México SA de CV 1.4 1.4 1.4 1.3 1.3 
ACH Foods México S de 1.4 1.4 1.3 1.3 1.3 
    RL de CV      
Productos Alimenticios 1.0 1.0 1.0 1.0 1.1 
    La Morena SA      
 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 6 LBN Brand Shares of Cooking Ingredients and Meals: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
La Costeña Conservas La Costeña SA 13.5 13.6 13.5 13.8 
 de CV     
McCormick McCormick de Mexico SA 5.6 5.5 5.5 5.4 
    (McCormick & Co Inc) de CV     
1-2-3 Fábrica de Jabón la 5.2 5.1 5.1 5.0 
 Corona SA de CV     
Knorr (Unilever Unilever de México S de 3.8 3.8 3.8 3.7 
    Group) RL de CV     
Del Fuerte (Herdez Herdez Del Fuerte SA de 3.7 3.5 3.5 3.4 
    SAB de CV, Grupo) CV     
Nutrioli Ragasa Industrias SA de CV 3.3 3.3 3.3 3.2 
Clemente Jacques Sabormex SA de CV 3.0 3.0 3.0 3.0 
Patrona Industrial Patrona SA 2.2 2.2 2.1 2.1 
 de CV     
San Marcos Empacadora San Marcos 2.0 2.0 2.0 2.1 
 SA de CV     
Cristal Aceites Grasas y 1.7 1.7 1.7 1.7 
 Derivados SA de CV     
Del Monte (Del ConAgra Foods de México 1.2 1.2 1.3 1.2 
    Monte Pacific Ltd) SA de CV     
Hellmann's Cocina Productos de 1.3 1.3 1.1 1.1 
    (Unilever Group) Maiz SA de CV     
Pam (ConAgra Brands ConAgra Foods de México 1.2 1.2 1.1 1.1 
    Inc) SA de CV     
La Morena Productos Alimenticios 1.0 1.0 1.0 1.1 
 La Morena SA     
Fud Sigma Alimentos SA de CV 0.9 1.1 1.1 1.1 
Herdez Herdez SAB de CV, Grupo 1.1 1.1 1.0 0.9 
Doña María Herdez SAB de CV, Grupo 0.8 0.8 0.8 0.9 
Capullo (Associated ACH Foods México S de 0.8 0.8 0.8 0.8 
    British Foods Plc) RL de CV     
Nutella (Ferrero & Ferrero de México SA de 0.8 0.8 0.8 0.8 
    related parties) CV     
     
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Penetration of Private Label by Category: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Cooking Ingredients and 5.9 5.9 5.9 5.9 5.9 5.9 
    Meals       
Edible Oils 8.9 9.0 9.0 9.0 9.0 9.1 
Ready Meals 1.6 1.6 1.6 1.6 1.6 1.6 
Sauces, Dressings and 3.6 3.6 3.6 3.6 3.6 3.6 
    Condiments       
Soup 0.3 0.3 0.3 0.3 0.4 0.4 
Sweet Spreads 16.5 16.4 16.4 16.3 16.3 16.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 8 Distribution of Cooking Ingredients and Meals by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 99.2 99.1 99.0 98.9 98.2 98.3 
- Grocery Retailers 94.6 94.4 94.4 94.2 93.4 93.6 
-- Modern Grocery 50.7 51.0 51.1 51.1 50.9 51.1 
    Retailers       
--- Convenience Stores 4.9 5.1 5.2 5.2 4.9 5.1 
--- Discounters 11.7 11.7 11.7 11.7 11.8 11.7 
--- Forecourt Retailers 1.8 1.8 1.8 1.8 1.7 1.8 
--- Hypermarkets 17.3 17.3 17.3 17.3 17.4 17.4 
--- Supermarkets 15.1 15.0 15.1 15.1 15.1 15.1 
-- Traditional Grocery 43.9 43.5 43.3 43.1 42.6 42.5 
    Retailers       
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Independent Small 40.2 40.0 39.9 39.7 39.3 39.3 
    Grocers       
--- Other Grocery 3.6 3.5 3.4 3.4 3.2 3.2 
    Retailers       
- Non-Grocery Specialists 0.0 - 0.0 - 0.0 0.0 
-- Health and Beauty - - - - - - 
    Specialist Retailers       
-- Other Foods Non- 0.0 - 0.0 - 0.0 0.0 
    Grocery Specialists       
- Mixed Retailers 4.6 4.6 4.6 4.7 4.7 4.7 
Non-Store Retailing 0.8 0.9 1.0 1.1 1.8 1.7 
- Vending - - - - - - 
- Homeshopping - - - - - - 
- E-Commerce 0.8 0.9 1.0 1.1 1.8 1.7 
- Direct Selling - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 9 Forecast Sales of Cooking Ingredients and Meals by Category: Volume 2021-
2026 

 

 2021 2022 2023 2024 2025 2026 
 
Ready Meals ('000 tonnes) 78.4 79.2 80.5 82.3 84.6 87.2 
Soup ('000 tonnes) 29.4 28.8 28.6 28.8 29.2 29.7 
Sauces, Dressings and 1,043.3 1,018.0 1,005.8 1,008.3 1,018.1 1,032.4 
    Condiments ('000 tonnes)       
Sweet Spreads ('000 95.4 94.4 94.1 94.8 96.2 98.1 
    tonnes)       
Edible Oils (million 963.1 954.8 947.3 942.4 942.8 947.8 
    litres)       
Cooking Ingredients and - - - - - - 
    Meals (Not calculable)       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 10 Forecast Sales of Cooking Ingredients and Meals by Category: Value 2021-
2026 

 

MXN million 
 2021 2022 2023 2024 2025 2026 
 
Ready Meals 11,653.5 11,856.3 12,141.2 12,520.2 12,984.4 13,505.3 
Soup 3,367.6 3,316.7 3,316.8 3,359.1 3,423.5 3,499.3 
Sauces, Dressings and 73,103.9 71,976.6 71,695.3 72,372.3 73,588.0 75,152.9 
    Condiments       
Sweet Spreads 11,670.9 11,660.4 11,761.1 11,984.5 12,296.7 12,673.0 
Cooking Ingredients and 134,549.6 133,718.8 134,015.0 135,622.7 138,153.2 141,335.6 
    Meals       
Edible Oils 34,753.9 34,908.7 35,100.6 35,386.6 35,860.4 36,505.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 11 Forecast Sales of Cooking Ingredients and Meals by Category: % Volume 
Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Ready Meals 1.0 2.1 11.1 
Soup -2.0 0.2 1.0 
Sauces, Dressings and Condiments -2.4 -0.2 -1.0 
Sweet Spreads -1.1 0.5 2.8 
Edible Oils -0.9 -0.3 -1.6 
Cooking Ingredients and Meals - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 12 Forecast Sales of Cooking Ingredients and Meals by Category: % Value Growth 
2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Ready Meals 1.7 3.0 15.9 
Soup -1.5 0.8 3.9 
Sauces, Dressings and Condiments -1.5 0.6 2.8 
Sweet Spreads -0.1 1.7 8.6 
Cooking Ingredients and Meals -0.6 1.0 5.0 
Edible Oils 0.4 1.0 5.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Chart 1 Cooking Ingredients and Meals Value Sales Growth Scenarios: 2019-2026 

 

  

 

Source: Euromonitor International Industry Forecast Model 
Note: C19 Pessimistic 1 represents a modelled scenario with an estimated probability of 25-35% over a 1-year 

horizon, factoring in macro drivers including GDP, stock prices, business and consumer confidence rates 
alongside infection rates, supply chain and labour supply disruption rates 
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Chart 2 Cooking Ingredients and Meals Impact of Drivers on Value Sales: 2018-2026 

 

  

 

Source: Euromonitor International Industry Forecast Model 
Note: The above chart shows the growth decomposition split by macro drivers such as GDP per capita and 

population alongside soft drivers listed as having a positive (+) or negative (-) impact on the total growth 
rate 

 

 

DISCLAIMER 
Forecast and scenario closing date: 25 October 2021 

Report closing date: 9 December 2021 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during research include the following: 

 

Summary 1 Research Sources 

Official Sources Canadian Embassy in México 

 Consejo Nacional de Empacadores de Carne 

Fría & Embutidos 

 ICEX - Instituto Español de Comercio Exterior 

 INEGI (Instituto Nacional de Estadística, 

Geografía & Informática) 

 Procuraduría Federal del Consumidor 

(PROFECO) 
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 SAGARPA 

 Secretaria de Agricultura 

 Secretaria de Economia 

 Servicio de Información Agroalimentaria y 

Pesquera 

 United States Department of Agriculture 

(USDA) Foreign Agricultural Service (FAS) 

 usda.gov 

Trade Associations America Retail 

 Asociación de Comerciantes de Frutas & 

Legumbres de Central Abasto 

 Asociación de Fabricantes de Envases 

Metálicos 

 Asociación de Importadores & Representantes 

de Alimentos & Bebidas 

 Asociación Mexicana de Agencias de 

Publicidad AC 

 Asociación Mexicana de Industriales de 

Galletas y Pastas 

 Asociación Nacional de Abarroteros 

Mayoristas 

 Asociación Nacional de Empacadoras TIF 

 Asociación Nacional de Ganaderos Lecheros 

 Asociación Nacional de Industriales de 

Aceites Jabones y Grasas 

 Asociación Nacional de Industriales de 

Aceites y Mantecas Comestibles 

 Asociación Nacional de Proveedores 

Profesionales de la Industria del Pan, 

Repostería & Similares AC 

 Asociación Nacional de Tiendas de 

Autoservicio y Departamentales 

 Cámara de Aceites y Proteinas del Occidente 

(CAPRO) 

 Camara de la Industria Alimenticia de Jalisco 

 Cámara Nacional de la Industria de 

Conservas Alimenticias (CANAINCA) 

 Cámara Nacional de la Industria de la Leche 

(CANILEC) 
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 Cámara Nacional de la Industria de 

Restaurantes & Alimentos Condimentados 

(CANIRAC) 

 Cámara Nacional de la Industria Farmacéutica 

(CANIFARMA) 

 Cámara Nacional de la Industria Panificadora 

& Similares de Mexico (CANAINPA) 

 Cámara Nacional de la Industria Pesquera 

 Cámara Nacional de las Industrias Azucarera 

& Alcoholera 

 Comisión Federal de la Competencia 

 Confederacion de Camaras Industriales de los 

Estados Unidos Mexicanos (CONCAMIN) 

 Consejo Mexicano de la Carne 

 Coordinadora Nacional de Organizaciones 

Cafetaleras (CNOC) 

 Cosmos Directorio Industrial 

 Directorios Industriales 

 EMEX - Asociación de Empacadoras de 

Mango de Exportación 

 Institute Food Technologists 

 International Olive Oil Council 

 Investigación Farmacéutica 

 Unión de Comerciantes en Frutas, 

Legumbres, Abarrotes y Locales (UNCOFYL) 

Trade Press Alimentaria Online 

 Business Mexico 

 CNN Expansión 

 Diario Milenio 

 Dulcelandia Magazine 

 El Economista 

 El Financiero 

 El Semanario 

 El Sol de Tampico 

 El Universal 

 Enfasis Alimentacion 

 Europan 
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 Excelsior 

 Expansión 

 Forbes 

 Indexmundi 

 Industria Alimenticia 

 Infonor 

 Jornada UNAM 

 La Crónica de Hoy 

 Merca 2 0 

 Proceso 

 Producciones Manila 

 Reforma 

 Revista Adcebra 

 Wall Street Journal 

Source: Euromonitor International 
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EDIBLE OILS IN MEXICO - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Return to foodservice slows the retail performance, although home cooking remains robust in 

the face of the ongoing COVID-19 threat in 2021 

▪ In 2021 retail sales grow by 2% in current value terms but fall by 4% in volume terms to reach 

MXN34.8 billion and 963 million litres 

▪ Olive oil sees the highest retail current value sales growth of 9% in 2021 

▪ The average retail current unit price rises by 7% in 2021  

▪ Fábrica de Jabón la Corona leads in 2021 with a 23% retail value share 

▪ A 4% retail current value CAGR (1% 2021 constant value CAGR) is expected over the 

forecast period 

 

 

2021 DEVELOPMENTS 
 

The extended pandemic favours cooking at home 

In 2021, voluntary home confinement continued as the Coronavirus (COVID-19) pandemic… 

remained a significant threat to health. There were intermittent restrictions to foodservice 

establishments (capacity and operation schedules). Moreover, in 2021, many consumers 

continued to work and study from home as pandemic-related restrictions remained in place. 

Furthermore, some bigger companies have seen time, financial and health benefits in remote 

working, which is set to become the “new normal” for some consumers in the short to medium 

term. As a result, there were more frequent food preparation and dining opportunities in the 

home, which supported the use of products like edible oils. Thus, the robust home-cooking trend 

remained an important driver of sales of edible oils in Mexico in 2021.  

 

Recovery of foodservice slows down retail sales 

The partial recovery of the foodservice channel as restaurants, bars and hotels were allowed 

to reopen, together with consumers’ growing willingness to eat out again… 

, were important drivers of foodservice volume sales of edible oils in 2021. The advances in 

vaccinating the population were crucial in consumers gaining confidence in being in busy social 

settings during the year. However, many consumers remained cautious about outdoor activities, 

looking to continue to minimise contact with others and the risk of infection. Therefore, the return 

to foodservice was steady rather than full. As a result, foodservice volume sales of edible oils 

are expected to be well below the 2019 level at the end of the review period. Nonetheless, the 

return to pre-pandemic lifestyles, including foodservice, hindered at-home cooking and dining 

opportunities and slowed the retail sales performance. 

 

New product developments focus on specific ingredients 

In 2021, consumers in Mexico enjoyed a wider variety of choice in edible oils… 

 In line with the health and wellness trend, the wider healthy eating tendency in general and 

premiumisation, manufacturers increased the offer of edible oils with specific ingredients. 

 
 
 

Content removed from sample 

 
 
 

Content removed from sample 

 
 
 

Content removed from sample 

Content removed from sample 



C O O K I N G  I N G R E D I E N T S  A N D  M E A L S  I N  M E X I C O  P a s s p o r t  14 
 SAMPLE REPORT FOR ILLUSTRATION ONLY 

 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Players highlighted the presence of certain components, such as avocado oil, sesame oil or 

grapeseed oil, or offered products made only with these ingredients. As consumers are 

increasingly aware of and interested in the types of food they consume, information about 

ingredients and production processes have gained importance among purchasers of edible oils.  

In line with heightened awareness of the importance of health in the wake of COVID-19, olive 

oil and “other” edible oil, where options like avocado and sesame oil reside, are projected to see 

the fastest retail value growth over 2021. In retail volume terms, only olive oils is expected to 

see positive growth over 2021, although this owes much to the spike in sales of edible oils in 

2020, when consumers stockpiled and the home-cooking trend was at its height due to the 

pandemic. Therefore, despite an overall dip in 2021, retail volume sales are projected to remain 

higher than the 2019 level.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Affordability to become A major driver of sales 

While retail volume sales of edible oils are set to continue to stagnate over the forecast 

period… 

, this remains partially the result of the spike in demand during the pandemic in 2020. 

Therefore, retail volume sales at the end of the forecast period are set to remain higher than the 

2019 level, albeit slightly, as the category continues to stabilise. In line with the health and 

wellness and premiumisation trends, olive oil and rapeseed oil are predicted to benefit from a 

healthier perception to register volume demand growth. Similarly, “other” edible oil is set to 

slowly recover to see a rebound in volume sales terms by the end of the forecast period, with 

sales remaining higher than in 2019. Furthermore, these three types are the only ones projected 

to see a positive retail value (constant 2021 prices) CAGR over the forecast period, supported 

by higher unit prices. 

However, the country’s economic outlook remains uncertain, and overall growth expectations 

are unlikely to be strong. As a result, the presence of private label is set to increase over the 

forecast period, thereby brining some of the more expensive oil types closer to the reach of 

more consumers. In addition, edible oils is likely to benefit as such products, in general, are 

more affordable in terms of unit price than substitutes like butter. 

 

New players are expected to enter the fray 

Edible oils is expected to see new players, brands and products enter the fray in the forecast 

period, with healthier versions, specific ingredients and premiumisation… 

 likely to remain to the fore. In 2021, the chili sauce brand Tabasco was extended with the 

launch of a virgin olive oil with the taste of Tabasco. The novelty leveraged the popular and well-

known brand name to make a splash in edible oils. This strategy might be used by other 

branded players looking to expand their product portfolios. In addition, specialist retailers are 

likely to gain importance as they add edible oils to their assortments. This type of expansion has 

already been observed among chained grocery retailers, which are offering meat products like 

Meatme. This strategy may be extended to include edible oils in the short to medium term. 

 

Resumption of pre-pandemic lifestyles expected to hinder retail sales 

As the vaccination programme continues and consumers resume pre-pandemic lifestyles… 

not least in terms of returns to the workplace, schools and social and entertainment norms and 

venues, the time available for home cooking is expected to decrease significantly over the 
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forecast period. The resumption of pre-COVID-19 lifestyles will include visits to foodservice 

establishments, which will act as a brake on the at-home use and retail sales of edible oils.  

 

 

CATEGORY DATA 
 

Table 13 Sales of Edible Oils by Category: Volume 2016-2021 

 

million litres 
 2016 2017 2018 2019 2020 2021 
 
Olive Oil 12.3 12.5 12.7 12.9 13.6 14.0 
Corn Oil 16.8 17.1 17.7 17.8 16.6 15.7 
Other Edible Oil 472.2 484.8 495.5 497.2 521.6 512.9 
Palm Oil - - - - - - 
Rapeseed Oil 134.6 135.8 136.6 136.9 159.1 139.1 
Soy Oil 234.6 241.2 247.3 258.8 286.5 276.0 
Sunflower Oil 5.9 5.9 5.8 5.8 5.6 5.4 
Edible Oils 876.3 897.2 915.6 929.3 1,003.1 963.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 Sales of Edible Oils by Category: Value 2016-2021 

 

MXN million 
 2016 2017 2018 2019 2020 2021 
 
Olive Oil 1,879.7 2,081.4 2,228.0 2,349.6 2,586.9 2,809.9 
Corn Oil 415.1 460.4 502.4 524.3 509.1 512.3 
Other Edible Oil 13,665.9 14,913.6 16,082.9 16,771.2 18,319.2 19,044.6 
Palm Oil - - - - - - 
Rapeseed Oil 3,547.0 3,749.4 3,992.4 4,158.5 5,028.4 4,681.5 
Soy Oil 4,986.3 5,450.5 5,877.8 6,384.5 7,358.1 7,515.6 
Sunflower Oil 155.0 170.0 178.5 183.9 186.1 190.0 
Edible Oils 24,649.0 26,825.4 28,862.0 30,371.9 33,987.9 34,753.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Sales of Edible Oils by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Olive Oil 2.3 2.5 13.1 
Corn Oil -5.2 -1.3 -6.5 
Other Edible Oil -1.7 1.7 8.6 
Palm Oil - - - 
Rapeseed Oil -12.6 0.7 3.3 
Soy Oil -3.7 3.3 17.7 
Sunflower Oil -3.8 -1.7 -8.3 
Edible Oils -4.0 1.9 9.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 16 Sales of Edible Oils by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Olive Oil 8.6 8.4 49.5 
Corn Oil 0.6 4.3 23.4 
Other Edible Oil 4.0 6.9 39.4 
Palm Oil - - - 
Rapeseed Oil -6.9 5.7 32.0 
Soy Oil 2.1 8.6 50.7 
Sunflower Oil 2.1 4.2 22.6 
Edible Oils 2.3 7.1 41.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 NBO Company Shares of Edible Oils: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Fábrica de Jabón la 22.7 22.7 22.7 22.7 22.6 
    Corona SA de CV      
Ragasa Industrias SA de 18.7 18.8 18.8 18.9 18.9 
    CV      
Aceites Grasas y 11.4 11.4 11.4 11.2 11.2 
    Derivados SA de CV      
Industrial Patrona SA 8.1 8.1 8.1 8.2 8.1 
    de CV      
Proteínas & Oleicos SA 5.3 5.3 5.3 5.2 5.2 
    de CV      
ACH Foods México S de 4.6 4.6 4.6 4.6 4.5 
    RL de CV      
ConAgra Foods de México 4.6 4.5 4.5 4.3 4.2 
    SA de CV      
Sos Arana Alimentación SA 1.5 1.4 1.4 1.4 1.5 
Formex-Ybarra SA de CV 1.4 1.4 1.4 1.4 1.5 
Carapelli USA Inc 1.0 1.0 1.0 1.0 1.1 
Cándido Miró SA 1.0 1.0 1.0 1.0 1.0 
Aceites Borges Pont SA 0.6 0.6 0.6 0.6 0.6 
Wal-Mart de México SAB 0.5 0.5 0.5 0.5 0.5 
    de CV      
Aceites del Sur SA 0.4 0.4 0.4 0.4 0.4 
Other Private Label 8.5 8.5 8.5 8.6 8.6 
Others 9.6 9.6 9.7 10.0 10.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 LBN Brand Shares of Edible Oils: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
1-2-3 Fábrica de Jabón la 19.3 19.3 19.3 19.2 
 Corona SA de CV     
Nutrioli Ragasa Industrias SA de CV 12.5 12.5 12.6 12.5 
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Patrona Industrial Patrona SA 8.1 8.1 8.2 8.1 
 de CV     
Cristal Aceites Grasas y 6.5 6.5 6.5 6.5 
 Derivados SA de CV     
Pam (ConAgra Brands ConAgra Foods de México 4.5 4.5 4.3 4.2 
    Inc) SA de CV     
Capullo (Associated ACH Foods México S de 3.1 3.2 3.2 3.2 
    British Foods Plc) RL de CV     
Cocinera Proteínas & Oleicos SA 2.7 2.7 2.7 2.7 
 de CV     
Kartamus Aceites Grasas y 2.7 2.7 2.6 2.5 
 Derivados SA de CV     
Canoil Aceites Grasas y 2.2 2.2 2.2 2.1 
 Derivados SA de CV     
Carbonell (Deoleo SA) Sos Arana Alimentación SA 1.4 1.4 1.4 1.5 
Ybarra (Grupo Formex-Ybarra SA de CV 1.4 1.4 1.4 1.5 
    Ybarra Alimentacion      
    SL)               
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 19 Distribution of Edible Oils by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 99.7 99.6 99.6 99.6 99.2 99.3 
- Grocery Retailers 96.3 96.1 96.1 96.0 95.5 95.8 
-- Modern Grocery 46.9 47.0 47.0 47.1 46.7 46.8 
    Retailers       
--- Convenience Stores 3.9 3.9 3.9 3.9 3.6 3.7 
--- Discounters 13.8 13.8 13.8 13.8 13.9 13.9 
--- Forecourt Retailers 0.6 0.6 0.6 0.6 0.5 0.5 
--- Hypermarkets 18.5 18.5 18.5 18.6 18.6 18.6 
--- Supermarkets 10.2 10.2 10.2 10.2 10.0 10.1 
-- Traditional Grocery 49.4 49.1 49.1 49.0 48.8 48.9 
    Retailers       
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Independent Small 48.9 48.7 48.7 48.6 48.4 48.5 
    Grocers       
--- Other Grocery 0.4 0.4 0.4 0.4 0.4 0.4 
    Retailers       
- Non-Grocery Specialists 0.0 0.0 0.0 - - - 
-- Health and Beauty - - - - - - 
    Specialist Retailers       
-- Other Foods Non- 0.0 0.0 0.0 - - - 
    Grocery Specialists       
- Mixed Retailers 3.4 3.5 3.5 3.5 3.7 3.6 
Non-Store Retailing 0.3 0.4 0.4 0.4 0.8 0.7 
- Vending - - - - - - 
- Homeshopping - - - - - - 
- E-Commerce 0.3 0.4 0.4 0.4 0.8 0.7 
- Direct Selling - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 20 Forecast Sales of Edible Oils by Category: Volume 2021-2026 

 

million litres 
 2021 2022 2023 2024 2025 2026 
 
Olive Oil 14.0 14.4 15.0 15.6 16.3 17.1 
Corn Oil 15.7 15.1 14.5 14.1 13.7 13.4 
Other Edible Oil 512.9 506.9 501.7 498.2 497.4 500.0 
Palm Oil - - - - - - 
Rapeseed Oil 139.1 146.0 150.8 154.4 156.7 158.4 
Soy Oil 276.0 267.2 260.2 255.1 253.7 253.9 
Sunflower Oil 5.4 5.2 5.1 5.0 5.0 4.9 
Edible Oils 963.1 954.8 947.3 942.4 942.8 947.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 21 Forecast Sales of Edible Oils by Category: Value 2021-2026 

 

MXN million 
 2021 2022 2023 2024 2025 2026 
 
Olive Oil 2,809.9 2,949.1 3,110.5 3,289.6 3,486.4 3,697.0 
Corn Oil 512.3 492.4 476.0 462.9 452.5 444.2 
Other Edible Oil 19,044.6 18,970.7 18,919.1 18,921.9 19,029.1 19,276.3 
Palm Oil - - - - - - 
Rapeseed Oil 4,681.5 4,964.5 5,184.4 5,365.1 5,506.3 5,622.4 
Soy Oil 7,515.6 7,346.6 7,228.2 7,166.4 7,206.0 7,285.4 
Sunflower Oil 190.0 185.3 182.5 180.7 180.0 179.9 
Edible Oils 34,753.9 34,908.7 35,100.6 35,386.6 35,860.4 36,505.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 22 Forecast Sales of Edible Oils by Category: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Olive Oil 3.3 4.1 22.3 
Corn Oil -4.2 -3.2 -14.8 
Other Edible Oil -1.2 -0.5 -2.5 
Palm Oil - - - 
Rapeseed Oil 5.0 2.6 13.9 
Soy Oil -3.2 -1.7 -8.0 
Sunflower Oil -3.1 -1.7 -8.3 
Edible Oils -0.9 -0.3 -1.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 23 Forecast Sales of Edible Oils by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Olive Oil 5.0 5.6 31.6 
Corn Oil -3.9 -2.8 -13.3 
Other Edible Oil -0.4 0.2 1.2 
Palm Oil - - - 
Rapeseed Oil 6.0 3.7 20.1 
Soy Oil -2.2 -0.6 -3.1 
Sunflower Oil -2.5 -1.1 -5.3 
Edible Oils 0.4 1.0 5.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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READY MEALS IN MEXICO - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Prolonged pandemic sustains interest in the convenience and indulgence aspects of ready 

meals in 2021 

▪ In 2021 retail sales grow by 7% in current value terms and by 1% in volume terms to reach 

MXN11.7 billion and 78,000 tonnes 

▪ Prepared salads sees the highest retail current value sales growth of 12% in 2021 

▪ The average retail current unit price rises by 6% in 2021 

▪ Sigma Alimentos leads in 2021 with a 24% retail value share 

▪ A 7% retail current value CAGR (3% 2021 constant value CAGR) is expected over the 

forecast period 

 

 

2021 DEVELOPMENTS 
 

Prolonged pandemic continues to stimulate interest in ready meals 

The Coronavirus (COVID-19) pandemic remained a constant influence on the performance of 

ready meals in 2021. Restrictions remained in place, leading consumers to continue to work… 

study at home during much of the year. These restrictions incorporated the foodservice channel, 

with restaurants, bars and hotels, etc, subject to capacity and operational limitations. The 

ongoing health and economic effects of COVID-19 also encouraged consumers to continue to 

dine at home, which remained a driver of sales of ready meals.  

While many consumers used long hours in the home to discover or rediscover the joys of 

home cooking, convenience remained highly valued by many. In this vein, the convenience 

offered by ready meals was highly valued by consumers. The prolonged pandemic, with the 

outbreak of a third wave in 2021, meant that some consumers tired of daily meal preparation 

and they looked for quicker and more convenient options like ready meals. Moreover, the 

prolonged remote working and distance learning trends increased the need for convenience full 

meal solutions as consumers balanced work/school and dining times. Nonetheless, the 

reopening of foodservice channels and a robust home-cooking trend slowed the growth in retail 

volume and current value sales over 2021, compared to 2020. 

 

Companies launch A wider variety of ready meals to cater to stay-at-
home consumers 

Retail volume and current value growth spiked in 2020 due to the exigencies of the 

pandemic…  

 The prolonged threat of COVID-19 in 2021 also meant consumers remained at home for 

many months. The COVID-19 crisis changed the attitudes and needs and preferences of 

consumers. Companies were quick to react to the changing situation, launching a wider variety 

of ready meals to pique the interest of stay-at-home consumers. In light of the heightened 

concern over health due to the pandemic, some manufacturers launched more health and 

wellness or healthier eating options to lure consumers. However, many consumers of ready 
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meals come from more affluent sections of society, and some of these purchasers looked to 

ready meals as an indulgence or pampering option during home seclusion and a generally 

uncertain period. Thus, some novelties included “feel-good” ready meals featuring chicken 

wings, meat balls, onion rings or corn dogs, which became increasingly available through major 

grocery retailers.  

 

Convenience formats start to rebound in 2021 as consumers resume 
travel by foot and car 

In 2020, ready meals witnessed some changes in distribution. Reduced foot traffic, travel 

restrictions and the reluctance to visit public spaces contributed to a decline in retail value 

share… 

 through convenience formats: convenience stores and forecourt retailers. This represented 

an important change, as convenience stores and forecourt retailers are the second- and fourth-

ranked distribution channels for ready meals, respectively, in Mexico, behind hypermarkets and 

supermarkets, respectively. Larger modern grocery retailers like hypermarkets, supermarkets 

and discounters and mixed retailers benefited from the pandemic in retail value share terms as 

consumers tried to minimise the number of visits to stores and/or the number of shops visited. 

There was also a shift to e-commerce, which registered triple-digit growth in value sales in ready 

meals in 2020, although its share remained tiny. As the situation stabilised around the pandemic 

threat in 2021, with some fluctuation, and consumers returned to travelling on foot or by car, etc, 

convenience stores and forecourt retailers are set to recoup much of the value share lost in 

2020. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Ready meals is expected to ride the convenience wave to further sales 
growth 

As a result of home seclusion and the necessity to eat at home, ready meals enjoyed fast 

retail volume and value growth in 2020… 

 became more aware of the convenience offered by ready meals and more willing to try the 

new dishes offered by manufacturers. Over the forecast period, ready meals, overall, is 

projected to see positive retail volume and value (constant 2021 prices) growth. However, retail 

growth is set to be restrained as more consumers eat outside of the home, leading to strong 

volume sales growth for foodservice. By 2024, foodservice volume sales of ready meals are set 

to return to their 2019 level, before the pandemic hit. Nevertheless, foodservice is expected to 

continue to account for only a fraction of total volume sales. Many consumers remain more 

home-centred than in the pre-COVID-19 period for health and economy reasons, with ready 

meals offering both a convenience and indulgence alternative to eating out in a restaurant. 

Meanwhile, as consumers return to the workplace, schools and social norms, hectic lifestyles 

are set to boost the convenience appeal of ready meals.  

 

The expansion of retailers to widen the availability and assortments of 
ready meals 

The anticipated expansion of retailers in terms of the number of outlets and 

refrigeration/freezer space within stores is expected to provide a boost… 

 to ready meals over the forecast period. As the preference for fresh products is likely to 

encourage retailers to create larger refrigeration areas, there is scope for more space being 

provided for chilled and frozen ready meals. This is especially likely as companies are expected 
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to introduce more brands and products in ready meals. New entrants will also play a role in 

widening the assortments of ready meals in stores. The growth potential of the category in light 

of a stronger convenience trend as consumers return to more hectic lifestyles, leaving less time 

or energy for home cooking, is predicted to attract new players, brands and products in ready 

meals. In this vein, e-commerce is set to continue to develop and grow in ready meals, although 

it is likely to remain a niche or small channel for these products as consumers return to more 

outdoor lifestyles. 

 

Meat-free alternatives and quick and easy salads to tap into healthier 
eating trend 

Heightened awareness of the importance of healthy eating, and health implications of diets, is 

expected to encourage some consumers to reduce their consumption of meat…. 

 Companies are set to respond by offering meat-free ready meals that might become an 

alternative to more common and traditionally popular meat dishes. Therefore, new product 

development is likely to include options suitable for vegetarians/vegans and flexitarians, in line 

with health and wellness and healthy eating trends. These trends have been accelerated rather 

than created by COVID-19, and ready meals players will need to respond to such demands to 

remain at the cutting edge of the category. The shift to healthier food products was particularly 

visible in ready meals in the strong performance of prepared salads, which is expected to 

continue to see the fastest retail volume and value growth over the forecast period. As 

consumers return to more hectic lifestyles, quick and easy access to salads, which enjoy a 

healthy image, will pique their attention. As a result, players are likely to improve and widen their 

offer of prepared salads in the forecast period.  

 

 

CATEGORY DATA 
 

Table 24 Sales of Ready Meals by Category: Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Ready Meals 65.2 66.9 68.6 70.8 77.4 78.4 
Frozen Ready Meals 7.3 7.5 7.6 7.8 8.7 9.1 
Dried Ready Meals 8.2 8.4 8.5 8.8 9.4 9.6 
Chilled Ready Meals 30.3 31.3 32.3 33.5 36.8 37.2 
Frozen Pizza 1.2 1.2 1.2 1.3 1.3 1.3 
Chilled Pizza 8.2 8.3 8.4 8.4 8.6 8.7 
Chilled Lunch Kits - - - - - - 
Dinner Mixes - - - - - - 
Shelf Stable Ready Meals 6.2 6.5 6.6 6.9 7.8 7.5 
Prepared Salads 3.7 3.8 4.0 4.2 4.8 5.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 25 Sales of Ready Meals by Category: Value 2016-2021 

 

MXN million 
 2016 2017 2018 2019 2020 2021 
 
Ready Meals 7,478.3 8,244.1 8,919.1 9,528.3 10,848.1 11,653.5 
Frozen Ready Meals 935.0 1,029.8 1,108.5 1,176.2 1,367.9 1,510.5 
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Dried Ready Meals 1,575.5 1,736.5 1,879.9 1,998.9 2,240.4 2,417.2 
Chilled Ready Meals 2,654.0 2,934.1 3,191.1 3,434.2 3,935.6 4,222.2 
Frozen Pizza 157.7 171.8 183.4 193.5 206.2 220.4 
Chilled Pizza 923.8 1,000.8 1,063.7 1,114.5 1,185.9 1,253.1 
Chilled Lunch Kits - - - - - - 
Dinner Mixes - - - - - - 
Shelf Stable Ready Meals 772.6 858.2 928.9 999.0 1,180.8 1,210.0 
Prepared Salads 459.8 513.0 563.6 611.9 731.3 820.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 26 Sales of Ready Meals by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Ready Meals 1.3 3.8 20.4 
Frozen Ready Meals 4.2 4.4 24.1 
Dried Ready Meals 1.6 3.2 17.1 
Chilled Ready Meals 1.2 4.2 23.0 
Frozen Pizza 0.5 1.3 6.7 
Chilled Pizza 0.6 1.0 5.4 
Chilled Lunch Kits - - - 
Dinner Mixes - - - 
Shelf Stable Ready Meals -3.5 3.9 20.9 
Prepared Salads 5.6 6.5 36.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 27 Sales of Ready Meals by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Ready Meals 7.4 9.3 55.8 
Frozen Ready Meals 10.4 10.1 61.5 
Dried Ready Meals 7.9 8.9 53.4 
Chilled Ready Meals 7.3 9.7 59.1 
Frozen Pizza 6.9 6.9 39.8 
Chilled Pizza 5.7 6.3 35.6 
Chilled Lunch Kits - - - 
Dinner Mixes - - - 
Shelf Stable Ready Meals 2.5 9.4 56.6 
Prepared Salads 12.2 12.3 78.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 28 Sales of Chilled Ready Meals by Ethnicity: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Italian 3.6 3.6 3.6 3.6 3.6 3.6 
Mexican 51.8 51.8 51.8 51.8 51.8 51.8 
Spanish 20.0 19.9 19.8 19.8 19.8 19.8 
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Other Ethnicities 24.7 24.8 24.8 24.9 24.8 24.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 29 Sales of Frozen Ready Meals by Ethnicity: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Chinese 1.1 1.1 1.1 1.1 1.1 1.1 
Italian 34.0 34.0 33.9 33.9 33.9 33.9 
Mexican 50.9 50.9 50.9 50.9 50.9 50.8 
Other Ethnicities 14.1 14.0 14.1 14.1 14.1 14.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 30 NBO Company Shares of Ready Meals: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Sigma Alimentos SA de CV 22.1 21.9 24.7 23.9 23.7 
Kraft Foods de México S 10.5 10.5 10.4 10.2 10.2 
    de RL de CV      
El Trébol SA de CV 7.6 7.6 7.6 7.4 7.2 
Cocina Productos de 3.3 3.3 3.3 3.2 3.2 
    Maiz SA de CV      
Productos Chata SA de CV 2.8 2.8 2.9 2.8 2.7 
Proyectos Agrícolas SA 2.6 2.6 2.6 2.6 2.6 
    de CV      
Grupo Marítimo 2.3 2.3 2.3 2.3 2.2 
    Industrial SA de CV      
Herdez SAB de CV, Grupo 1.9 1.9 1.9 2.0 1.9 
Teresita del Niño Jesús 1.6 1.6 1.7 1.8 1.8 
    Compeán      
Frigorizados La Huerta 1.8 1.8 1.8 1.7 1.7 
    SA de CV      
Interdelli SA de CV 1.6 1.6 1.6 1.6 1.6 
Bachoco SA de CV 1.4 1.5 1.6 1.5 1.4 
ConAgra Brands Inc 0.8 1.0 1.2 1.3 1.4 
Alimenmex S de RL de CV 1.5 1.4 1.3 1.2 1.2 
Plan Pro Restaurantes 1.0 1.0 1.0 1.0 1.1 
    SA de CV      
Sabormex SA de CV 1.0 1.0 1.0 0.9 0.9 
Tyson de México SA de CV 0.9 0.9 0.9 0.9 0.9 
Fábrica de Pastas 0.9 0.9 0.9 0.9 0.9 
    Alimenticias La Moderna      
    SA de CV      
Wal-Mart de México SAB 0.9 0.9 0.9 0.9 0.9 
    de CV      
Cárnicas Floristán SA 0.8 0.8 0.8 0.8 0.7 
Antiqua SA 0.6 0.6 0.6 0.5 0.5 
Avideg de México SA de CV 0.4 0.4 0.4 0.4 0.4 
Tanimura & Antle Inc 0.4 0.4 0.5 0.4 0.4 
Pescados 0.3 0.3 0.4 0.4 0.4 
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    Industrializados SA de CV      
McCain México SA de CV 0.3 0.3 0.3 0.3 0.3 
Gallina Blanca SA 0.3 0.3 0.3 0.3 0.3 
Food Solutions SA de CV 0.2 0.2 0.3 0.3 0.3 
Idaho Supreme Potatoes 0.3 0.3 0.3 0.3 0.3 
    Inc      
Grupo Altex SA de CV 0.2 0.2 0.2 0.2 0.2 
Leonali S de RL de CV 0.1 0.2 0.2 0.2 0.2 
Other Private Label 0.7 0.7 0.7 0.7 0.7 
Others 29.1 28.9 25.7 27.1 27.7 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 31 LBN Brand Shares of Ready Meals: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Fud Sigma Alimentos SA de CV 10.8 13.1 12.6 12.4 
El Trébol El Trébol SA de CV 7.6 7.6 7.4 7.2 
Guten Sigma Alimentos SA de CV 7.6 7.2 6.7 6.6 
Kraft (Kraft Heinz Kraft Foods de México S 6.4 6.4 6.2 6.2 
    Co) de RL de CV     
Velveeta (Kraft Kraft Foods de México S 4.1 4.1 4.0 4.0 
    Heinz Co) de RL de CV     
El Cazo Sigma Alimentos SA de CV 3.2 3.2 3.2 3.3 
Knorr (Unilever Cocina Productos de 3.3 3.3 3.2 3.2 
    Group) Maiz SA de CV     
Chata Productos Chata SA de CV 2.8 2.9 2.8 2.7 
Daily Proyectos Agrícolas SA 2.6 2.6 2.6 2.6 
 de CV     
Tuny Grupo Marítimo 2.3 2.3 2.3 2.2 
 Industrial SA de CV     
Estrella Teresita del Niño Jesús 1.6 1.7 1.8 1.8 
 Compeán     
Herdez Herdez SAB de CV, Grupo 1.8 1.8 1.9 1.8 
Libanyus Interdelli SA de CV 1.6 1.6 1.6 1.6 
Bachoco Bachoco SA de CV 1.5 1.6 1.5 1.4 
Banquet ConAgra Brands Inc 1.0 1.2 1.3 1.4 
ItaKate Alimenmex S de RL de CV 1.4 1.3 1.2 1.2 
Alamesa Plan Pro Restaurantes 1.0 1.0 1.0 1.1 
 SA de CV     
Chimex Sigma Alimentos SA de CV - 0.9 1.0 1.0 
La Sierra Sabormex SA de CV 1.0 1.0 0.9 0.9 
Tyson (Pilgrim's Tyson de México SA de CV 0.9 0.9 0.9 0.9 
    Pride Corp)      
La Moderna (La Fábrica de Pastas 0.9 0.9 0.9 0.9 
    Moderna SA de CV, Alimenticias La Moderna     
    Grupo) SA de CV     
 
 
 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 32 Distribution of Ready Meals by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 99.6 99.5 99.5 99.5 99.1 99.2 
- Grocery Retailers 90.6 91.1 91.1 91.1 90.5 91.0 
-- Modern Grocery 89.6 90.2 90.2 90.1 89.6 90.1 
    Retailers       
--- Convenience Stores 21.4 22.0 22.1 22.1 21.7 22.0 
--- Discounters 8.8 8.8 8.8 8.7 8.8 8.8 
--- Forecourt Retailers 10.8 10.9 10.9 10.9 10.4 10.6 
--- Hypermarkets 31.6 31.6 31.5 31.5 31.7 31.9 
--- Supermarkets 17.1 16.9 16.9 16.8 16.9 16.9 
-- Traditional Grocery 0.9 0.9 0.9 0.9 0.9 0.9 
    Retailers       
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Independent Small 0.9 0.9 0.9 0.9 0.9 0.9 
    Grocers       
--- Other Grocery - - - - - - 
    Retailers       
- Non-Grocery Specialists - - 0.0 0.0 0.0 0.0 
-- Health and Beauty - - - - - - 
    Specialist Retailers       
-- Other Foods Non- - - 0.0 0.0 0.0 0.0 
    Grocery Specialists       
- Mixed Retailers 9.1 8.5 8.4 8.4 8.6 8.2 
Non-Store Retailing 0.4 0.5 0.5 0.5 0.9 0.8 
- Vending - - - - - - 
- Homeshopping - - - - - - 
- E-Commerce 0.4 0.5 0.5 0.5 0.9 0.8 
- Direct Selling - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 33 Forecast Sales of Ready Meals by Category: Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Ready Meals 78.4 79.2 80.5 82.3 84.6 87.2 
Frozen Ready Meals 9.1 9.4 9.7 10.1 10.5 10.9 
Dried Ready Meals 9.6 9.3 9.1 9.1 9.1 9.3 
Chilled Ready Meals 37.2 38.0 39.0 40.3 41.8 43.5 
Frozen Pizza 1.3 1.3 1.3 1.3 1.4 1.4 
Chilled Pizza 8.7 8.6 8.6 8.6 8.6 8.6 
Chilled Lunch Kits - - - - - - 
Dinner Mixes - - - - - - 
Shelf Stable Ready Meals 7.5 7.3 7.2 7.1 7.2 7.3 
Prepared Salads 5.0 5.3 5.5 5.8 6.0 6.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 34 Forecast Sales of Ready Meals by Category: Value 2021-2026 

 

MXN million 
 2021 2022 2023 2024 2025 2026 
 
Ready Meals 11,653.5 11,856.3 12,141.2 12,520.2 12,984.4 13,505.3 
Frozen Ready Meals 1,510.5 1,581.3 1,659.8 1,743.9 1,838.4 1,941.6 
Dried Ready Meals 2,417.2 2,379.0 2,364.6 2,385.0 2,430.9 2,495.9 
Chilled Ready Meals 4,222.2 4,354.8 4,523.6 4,729.9 4,965.4 5,220.3 
Frozen Pizza 220.4 223.5 227.2 231.2 235.5 240.6 
Chilled Pizza 1,253.1 1,263.8 1,278.3 1,294.6 1,313.6 1,334.8 
Chilled Lunch Kits - - - - - - 
Dinner Mixes - - - - - - 
Shelf Stable Ready Meals 1,210.0 1,184.6 1,168.9 1,167.9 1,182.8 1,203.7 
Prepared Salads 820.2 869.3 918.9 967.6 1,017.8 1,068.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 35 Forecast Sales of Ready Meals by Category: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Ready Meals 1.0 2.1 11.1 
Frozen Ready Meals 3.2 3.8 20.4 
Dried Ready Meals -2.8 -0.6 -3.1 
Chilled Ready Meals 2.0 3.2 16.8 
Frozen Pizza 0.9 1.2 6.3 
Chilled Pizza -0.5 -0.1 -0.5 
Chilled Lunch Kits - - - 
Dinner Mixes - - - 
Shelf Stable Ready Meals -2.8 -0.8 -3.7 
Prepared Salads 5.0 4.3 23.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 36 Forecast Sales of Ready Meals by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Ready Meals 1.7 3.0 15.9 
Frozen Ready Meals 4.7 5.1 28.5 
Dried Ready Meals -1.6 0.6 3.3 
Chilled Ready Meals 3.1 4.3 23.6 
Frozen Pizza 1.4 1.8 9.2 
Chilled Pizza 0.9 1.3 6.5 
Chilled Lunch Kits - - - 
Dinner Mixes - - - 
Shelf Stable Ready Meals -2.1 -0.1 -0.5 
Prepared Salads 6.0 5.4 30.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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SAUCES, DRESSINGS AND 
CONDIMENTS IN MEXICO - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Sauces, dressings and condiments benefits as the lingering pandemic prolongs the home-

cooking trend in 2021 

▪ In 2021 retail sales grow by 4% in current value terms but decrease by 2% in volume terms to 

reach MXN73.1 billion and one million tonnes 

▪ Barbecue sauces sees the highest retail current value sales growth of 11% in 2021 

▪ The average retail current unit price rises by 6% in 2021 

▪ Conservas La Costeña consolidates its leading position in retail value share terms in 2021 

▪ A 4% retail current value CAGR (1% 2021 constant value CAGR) is expected over the 

forecast period 

 

 

2021 DEVELOPMENTS 
 

Prolonged pandemic sustains at-home use of sauces, dressings, and 
condiments 

While sauces, dressings and condiments is projected to see a drop in retail volume terms… 

over 2021, following a spike due to the Coronavirus (COVID-19) pandemic in 2020, sales are 

forecast to remain higher than in 2019. The dip in retail volume sales is predicted to slow retail 

current value sales growth; although a significant increment in the average retail current unit 

price should ensure further development over 2021. A third wave of the virus in 2021 maintained 

home seclusion measures as COVID-19 remained a significant threat to health. Therefore, there 

were intermittent restrictions to foodservice channels (capacity and operation schedules), while 

consumers continued to work and study from home for much of the year. As a result, the home-

cooking trend has proven to be robust, with at-home food preparation and dining remaining an 

important sales driver for sauces, dressings and condiments in Mexico. 

 

The new labelling regulation sees reformulations to offer healthier 
options to consumers 

The new labelling regulation, which came into force in October 2020, requires players to place 

black seals on products with excess contents of sugar… 

 calories or sodium, among other ingredients potentially harmful to human health. In sauces, 

dressings and condiments, the new labelling regulation highlights an excess of certain 

ingredients that were not always previously associated with these products. In response, 

companies have reformulated some of their products and created labels to highlight, for 

example, reduced sodium, sugar or fat content on the packaging of sauces, dressings and 

condiments. With COVID-19 raising awareness of the importance of healthy eating, 

manufacturers will be required to cater to a growing consumer base concerned about the 

excess content of potentially harmful ingredients with constant or regular new reformulations. 
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New product launches tap into the home-cooking trend 

Conservas La Costeña is set to remain the leading player in sauces… 

 dressings and condiments in retail value sales terms in 2021. Indeed, it is expected to remain 

the only player to hold a double-digit retail value share. The leading La Costeña brand enjoys a 

presence across a range of important categories, including pickled products, which it dominates, 

ketchup, mayonnaise, tomato pastes and purées and chili sauces, whilst its Doña Chonita brand 

is ranked second in cooking sauces. The company has continued to launch innovative new 

products to tap into the popularity of such categories. As a result, it is set to see an increment in 

retail value share over 2021. 

In 2021, several other branded players launched new products to make the most of the home-

cooking trend as the pandemic lingered. The most significant new launches included the leading 

cream cheese brand Philadelphia’s entry into dips with the release of a product in two flavours: 

chipotle, cream and spices. In addition, Grupo Herdez extended Doña María’s product portfolio 

with sauces suitable for preparing traditional dishes like tinga (a chicken dish with onion and 

tomatoes), pastor (popular preparation for tacos) and pibil (a popular dish made with pork and 

spices).  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Rebound in foodservice set to slow retail development in the forecast 
period 

Despite anticipated retail volume decreases in the early forecast period, such was the spike…  

 2020 that sales are set to remain higher than in 2019. Similarly, despite predicted falls in 

retail value (constant 2021 prices) terms in 2022 and 2023, sales are projected to remain higher 

than in 2019. As the situation stabilises, retail volume and value sales are set to rebound over 

the second half of the forecast period, although growth is likely to be slow-to-moderate. The 

resumption of pre-pandemic lifestyles, leaving less time to prepare and eat meals at home, will 

play a strong role in slowing the retail sales development of sauces, dressings and condiments.  

In particular, the return to foodservice can be expected to limit the growth potential in retail 

terms. Nonetheless, as the country’s economic outlook remains uncertain and growth 

expectations are not good, the return to foodservice is likely to be steady. Indeed, foodservice 

volume sales are not expected to exceed the 2019 level until 2024. Meanwhile, in retail, the 

presence of private label is expected to increase over the forecast period. Private label products 

tend to carry lower prices than positioned brands, and consumers are likely to favour 

affordability over brand positioning. With the development of retailing in Mexico and a large 

price-sensitive consumer base, more new private label launches can be expected in the short to 

medium term.  

 

Specialist and convenience retailers expected to recover over the 
forecast period 

Specialist stores were noticeably affected by the pandemic as consumers concentrated their 

shopping in as few places as possible, in order to minimise contact with others and reduce the… 

 risk of contracting COVID-19. In search of more convenient and safer shopping options, 

some consumers turned to e-commerce or looked to one-stop shopping formats like 

hypermarkets. Meanwhile, traditional grocery retailers remains by far the most popular format 

for sauces, dressings and condiments, despite a dip in retail value share in 2020 and share 
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stagnation in 2021. Consumers still ran to the local store when running out of ketchup or 

mayonnaise or requiring a particular sauce for dinner.  

As consumers resume more hectic lifestyles, returning to the workplace, schools and social 

norms, the conveniently-located traditional grocery retailer is likely to remain popular for these 

products. Meanwhile, as consumer confidence in leaving the home increases, they are more 

likely to return to specialist retailers of sauces, dressings and condiments. Furthermore, 

convenience formats like convenience stores and forecourt retailers should benefit as 

consumers start to travel on foot and by car again, as the pandemic and related restrictions 

ease.  

 

Chili sauces for snacking to recover as gatherings increase 

Dips and chili sauces saw faster retail volume growth in 2020, compared with 2019, as stay-

at-home consumers looked to such products for indulgence snacking during the pandemic. 

However, demand was much reduced in 2021, partly because the novelty of such snacking 

accompaniments dimmed as the pandemic lingered, and families and consumers in general 

tired of them. Moreover, the growing health and wellness trend saw some households reduce 

snacking occasions. Moreover, few extended family and social gatherings removed one of the 

main consumption occasions for dips and chili sauces. Social gatherings in Mexico are usually 

paired with snacking, and chili sauces is the main ingredient, while dips are growing in choice 

and popularity. Over the forecast period, sales of products suitable for snacks, such as dips and 

chili sauces, are expected to increase in line with the growing number of gatherings. 

 

 

CATEGORY DATA 
 

Table 37 Sales of Sauces, Dressings and Condiments by Category: Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Sauces, Dressings and 894.3 921.8 945.9 968.4 1,059.4 1,043.3 
    Condiments       
Tomato Pastes and Purées 150.9 154.9 156.2 157.8 167.7 159.9 
- Bouillon 42.7 42.9 43.2 44.2 47.0 46.0 
-- Stock Cubes and 38.9 39.2 39.4 40.3 42.9 42.0 
    Powders       
-- Gravy Cubes and - - - - - - 
    Powders       
-- Liquid Stocks and 3.7 3.8 3.8 3.8 4.1 4.0 
    Fonds       
- Herbs and Spices 1.6 1.6 1.7 1.8 2.1 2.1 
- Soy Sauces 5.7 5.9 6.2 6.5 7.3 7.0 
- Pasta Sauces 10.1 10.5 10.9 11.3 12.2 11.8 
- Cooking Sauces 28.6 29.7 30.9 32.2 35.4 36.5 
- Dry Sauces - - - - - - 
- Ketchup 63.8 66.0 66.8 67.4 76.1 71.6 
- Mayonnaise 94.5 95.9 96.7 98.1 105.5 101.0 
- Mustard 7.1 7.2 7.2 7.3 7.9 7.5 
- Salad Dressings 32.0 32.1 33.0 33.4 34.8 34.0 
Dips 1.5 1.5 1.5 1.6 1.6 1.6 
Pickled Products 356.3 370.8 384.4 396.7 431.3 438.5 
Other Sauces, Dressings - - - - - - 
    and Condiments       
Yeast-based Spreads - - - - - - 
- Barbecue Sauces 0.1 0.1 0.2 0.2 0.2 0.2 
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- Chili Sauces 83.4 86.3 90.4 93.2 113.1 108.2 
- Oyster Sauces - - - - - - 
Table Sauces 302.6 309.8 317.1 322.9 362.1 346.9 
- Other Table Sauces 16.0 16.3 16.5 16.8 17.3 17.4 
Cooking Ingredients 83.0 84.8 86.7 89.5 96.7 96.4 
- Fish Sauces - - - - - - 
- Monosodium Glutamate - - - - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 38 Sales of Sauces, Dressings and Condiments by Category: Value 2016-2021 

 

MXN million 
 2016 2017 2018 2019 2020 2021 
 
Sauces, Dressings and 48,918.7 53,811.2 58,168.9 61,884.1 70,105.4 73,103.9 
    Condiments       
Tomato Pastes and Purées 5,095.1 5,605.6 5,967.1 6,251.8 6,920.1 6,981.0 
- Bouillon 5,399.4 5,666.9 6,011.0 6,372.2 7,066.0 7,309.1 
-- Stock Cubes and 4,809.2 5,039.6 5,344.0 5,670.5 6,282.9 6,506.6 
    Powders       
-- Gravy Cubes and - - - - - - 
    Powders       
-- Liquid Stocks and 590.2 627.3 667.0 701.8 783.2 802.6 
    Fonds       
- Herbs and Spices 670.6 753.8 832.8 900.3 1,127.9 1,158.4 
- Soy Sauces 601.9 670.1 738.4 801.2 939.8 954.0 
- Pasta Sauces 955.1 1,069.1 1,169.2 1,258.2 1,414.2 1,451.9 
- Cooking Sauces 1,987.1 2,214.7 2,418.4 2,616.5 2,990.9 3,269.6 
- Dry Sauces - - - - - - 
- Ketchup 1,980.7 2,197.0 2,351.7 2,458.7 2,879.1 2,864.2 
- Mayonnaise 6,095.5 6,650.8 7,064.5 7,426.2 8,317.3 8,425.5 
- Mustard 582.3 631.5 669.7 702.7 795.4 798.1 
- Salad Dressings 3,292.1 3,551.1 3,845.7 4,124.5 4,454.5 4,605.9 
Dips 215.0 236.3 254.0 268.2 286.2 307.5 
Pickled Products 17,189.4 19,190.3 20,965.4 22,437.1 25,354.0 27,204.8 
Other Sauces, Dressings - - - - - - 
    and Condiments       
Yeast-based Spreads - - - - - - 
- Barbecue Sauces 12.1 13.9 15.6 17.0 19.9 22.0 
- Chili Sauces 3,405.7 3,782.4 4,168.6 4,457.4 5,631.5 5,705.9 
- Oyster Sauces - - - - - - 
Table Sauces 17,407.0 19,074.7 20,551.1 21,779.8 24,946.2 25,421.6 
- Other Table Sauces 1,436.8 1,577.9 1,697.0 1,792.2 1,908.7 2,046.1 
Cooking Ingredients 9,012.2 9,704.4 10,431.3 11,147.2 12,599.0 13,189.1 
- Fish Sauces - - - - - - 
- Monosodium Glutamate - - - - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 39 Sales of Sauces, Dressings and Condiments by Category: % Volume Growth 
2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sauces, Dressings and Condiments -1.5 3.1 16.7 
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Tomato Pastes and Purées -4.7 1.2 6.0 
- Bouillon -2.3 1.5 7.7 
-- Stock Cubes and Powders -2.1 1.5 7.8 
-- Gravy Cubes and Powders - - - 
-- Liquid Stocks and Fonds -3.4 1.3 6.7 
- Herbs and Spices -3.2 5.9 33.3 
- Soy Sauces -4.3 4.0 21.7 
- Pasta Sauces -3.1 3.2 17.0 
- Cooking Sauces 3.2 5.0 27.5 
- Dry Sauces - - - 
- Ketchup -5.8 2.3 12.3 
- Mayonnaise -4.3 1.3 6.8 
- Mustard -5.1 1.1 5.6 
- Salad Dressings -2.1 1.3 6.4 
Dips 2.1 2.1 11.1 
Pickled Products 1.7 4.2 23.0 
Other Sauces, Dressings and Condiments - - - 
Yeast-based Spreads - - - 
- Barbecue Sauces 4.6 6.9 39.9 
- Chili Sauces -4.3 5.3 29.7 
- Oyster Sauces - - - 
Table Sauces -4.2 2.8 14.6 
- Other Table Sauces 1.0 1.8 9.2 
Cooking Ingredients -0.4 3.0 16.2 
- Fish Sauces - - - 
- Monosodium Glutamate - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 40 Sales of Sauces, Dressings and Condiments by Category: % Value Growth 
2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sauces, Dressings and Condiments 4.3 8.4 49.4 
Tomato Pastes and Purées 0.9 6.5 37.0 
- Bouillon 3.4 6.2 35.4 
-- Stock Cubes and Powders 3.6 6.2 35.3 
-- Gravy Cubes and Powders - - - 
-- Liquid Stocks and Fonds 2.5 6.3 36.0 
- Herbs and Spices 2.7 11.6 72.7 
- Soy Sauces 1.5 9.7 58.5 
- Pasta Sauces 2.7 8.7 52.0 
- Cooking Sauces 9.3 10.5 64.5 
- Dry Sauces - - - 
- Ketchup -0.5 7.7 44.6 
- Mayonnaise 1.3 6.7 38.2 
- Mustard 0.3 6.5 37.0 
- Salad Dressings 3.4 6.9 39.9 
Dips 7.4 7.4 43.0 
Pickled Products 7.3 9.6 58.3 
Other Sauces, Dressings and Condiments - - - 
Yeast-based Spreads - - - 
- Barbecue Sauces 10.6 12.7 82.2 
- Chili Sauces 1.3 10.9 67.5 
- Oyster Sauces - - - 
Table Sauces 1.9 7.9 46.0 
- Other Table Sauces 7.2 7.3 42.4 
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Cooking Ingredients 4.7 7.9 46.3 
- Fish Sauces - - - 
- Monosodium Glutamate - - - 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 41 Sales of Cooking Sauces by Type: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Caldillo de Tomate 17.2 17.2 17.2 17.2 17.2 17.2 
Mole 65.0 65.0 65.0 65.0 65.0 64.9 
Other Mexican 15.1 15.1 15.1 15.1 15.2 15.1 
Others 2.6 2.7 2.7 2.7 2.7 2.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 42 NBO Company Shares of Sauces, Dressings and Condiments: % Value 2017-
2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Conservas La Costeña SA 24.2 24.5 24.7 24.4 24.9 
    de CV      
McCormick de Mexico SA 7.9 7.9 7.8 7.7 7.5 
    de CV      
Herdez Del Fuerte SA de 7.8 7.7 7.4 7.3 7.0 
    CV      
Herdez SAB de CV, Grupo 5.8 5.9 5.8 5.8 5.6 
Unilever de México S de 4.8 4.7 4.7 4.6 4.5 
    RL de CV      
Sabormex SA de CV 4.5 4.5 4.5 4.5 4.5 
Empacadora San Marcos 3.8 3.8 3.9 3.9 4.0 
    SA de CV      
Nestlé México SA de CV 2.6 2.6 2.6 2.5 2.4 
ConAgra Foods de México 2.4 2.4 2.3 2.4 2.3 
    SA de CV      
Cocina Productos de 2.5 2.4 2.4 2.2 2.1 
    Maiz SA de CV      
Productos Alimenticios 1.9 1.9 1.9 1.9 2.0 
    La Morena SA      
Salsa Tamazula SA de CV 1.6 1.6 1.6 1.8 1.7 
Mondelez México S de RL 1.0 0.9 0.9 0.9 0.9 
    de CV      
Alimentos y Salsas de 0.8 0.8 0.8 0.8 0.8 
    México SA de CV      
 
 
 
 
    SA de CV      
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 43 LBN Brand Shares of Sauces, Dressings and Condiments: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
La Costeña Conservas La Costeña SA 23.8 24.0 23.6 24.1 
 de CV     
McCormick McCormick de Mexico SA 7.8 7.7 7.6 7.4 
    (McCormick & Co Inc) de CV     
Del Fuerte (Herdez Herdez Del Fuerte SA de 6.9 6.6 6.5 6.3 
    SAB de CV, Grupo) CV     
Knorr (Unilever Unilever de México S de 4.7 4.7 4.6 4.5 
    Group) RL de CV     
Clemente Jacques Sabormex SA de CV 4.3 4.3 4.3 4.3 
San Marcos Empacadora San Marcos 3.7 3.7 3.7 3.8 
 SA de CV     
Del Monte (Del ConAgra Foods de México 2.3 2.2 2.3 2.2 
    Monte Pacific Ltd) SA de CV     
Hellmann's Cocina Productos de 2.4 2.4 2.1 2.1 
    (Unilever Group) Maiz SA de CV     
La Morena Productos Alimenticios 1.9 1.9 1.9 2.0 
 La Morena SA     
Doña María Herdez SAB de CV, Grupo 1.5 1.5 1.5 1.6 
Valentina Salsa Tamazula SA de CV 1.3 1.3 1.4 1.4 
Herdez Herdez SAB de CV, Grupo 1.8 1.7 1.4 1.3 
Herdez Salsa Casera Herdez SAB de CV, Grupo 1.0 1.0 1.1 1.1 
Maggi (Nestlé SA) Nestlé México SA de CV 1.1 1.1 1.1 1.0 
Doña Chonita Conservas La Costeña SA 0.8 0.8 0.8 0.8 
 de CV     
Val Vita (Walker Alimentos y Salsas de 0.8 0.8 0.8 0.8 
    Foods Inc) México SA de CV     
Embasa (Herdez SAB Herdez Del Fuerte SA de 0.8 0.8 0.8 0.8 
    de CV, Grupo) CV          
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 44 Distribution of Sauces, Dressings and Condiments by Format: % Value 2016-
2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 98.9 98.8 98.7 98.5 97.7 97.7 
- Grocery Retailers 94.3 94.2 94.1 93.9 93.0 93.1 
-- Modern Grocery 47.5 47.8 48.0 48.1 47.8 47.8 
    Retailers       
--- Convenience Stores 2.6 3.0 3.1 3.1 2.8 2.9 
--- Discounters 10.2 10.2 10.3 10.3 10.3 10.3 
--- Forecourt Retailers 1.3 1.4 1.4 1.4 1.3 1.3 
--- Hypermarkets 15.4 15.4 15.4 15.4 15.5 15.4 
--- Supermarkets 17.9 17.9 17.9 17.9 17.9 17.9 
-- Traditional Grocery 46.8 46.4 46.1 45.8 45.2 45.2 
    Retailers       
--- Food/drink/tobacco - - - - - - 
    specialists       
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--- Independent Small 40.7 40.6 40.5 40.2 39.9 39.9 
    Grocers       
--- Other Grocery 6.1 5.8 5.6 5.6 5.4 5.3 
    Retailers       
- Non-Grocery Specialists - - - - - - 
-- Health and Beauty - - - - - - 
    Specialist Retailers       
-- Other Foods Non- - - - - - - 
    Grocery Specialists       
- Mixed Retailers 4.6 4.6 4.6 4.6 4.7 4.7 
Non-Store Retailing 1.1 1.2 1.3 1.5 2.3 2.3 
- Vending - - - - - - 
- Homeshopping - - - - - - 
- E-Commerce 1.1 1.2 1.3 1.5 2.3 2.3 
- Direct Selling - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 45 Forecast Sales of Sauces, Dressings and Condiments by Category: Volume 
2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Sauces, Dressings and 1,043.3 1,018.0 1,005.8 1,008.3 1,018.1 1,032.4 
    Condiments       
Tomato Pastes and Purées 159.9 156.2 153.5 152.9 153.8 155.4 
- Bouillon 46.0 45.1 44.8 44.9 45.3 45.8 
-- Stock Cubes and 42.0 41.3 40.9 41.0 41.3 41.8 
    Powders       
-- Gravy Cubes and - - - - - - 
    Powders       
-- Liquid Stocks and 4.0 3.9 3.9 3.9 4.0 4.0 
    Fonds       
- Herbs and Spices 2.1 2.0 2.0 1.9 1.9 2.0 
- Soy Sauces 7.0 6.8 6.7 6.7 6.8 6.9 
- Pasta Sauces 11.8 11.5 11.4 11.4 11.5 11.7 
- Cooking Sauces 36.5 37.5 38.3 39.1 40.1 41.2 
- Dry Sauces - - - - - - 
- Ketchup 71.6 69.0 67.8 67.5 67.9 68.7 
- Mayonnaise 101.0 98.5 97.5 97.8 98.7 100.1 
- Mustard 7.5 7.3 7.2 7.3 7.4 7.5 
- Salad Dressings 34.0 33.5 33.4 33.6 34.2 35.0 
Dips 1.6 1.7 1.7 1.7 1.8 1.8 
Pickled Products 438.5 425.5 418.7 419.5 423.2 428.3 
Other Sauces, Dressings - - - - - - 
    and Condiments       
Yeast-based Spreads - - - - - - 
- Barbecue Sauces 0.2 0.2 0.2 0.2 0.2 0.2 
- Chili Sauces 108.2 105.4 104.5 105.0 106.3 108.2 
- Oyster Sauces - - - - - - 
Table Sauces 346.9 338.4 335.4 336.7 340.5 346.2 
- Other Table Sauces 17.4 17.7 18.1 18.5 19.0 19.6 
Cooking Ingredients 96.4 96.2 96.4 97.4 98.9 100.7 
- Fish Sauces - - - - - - 
- Monosodium Glutamate - - - - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 46 Forecast Sales of Sauces, Dressings and Condiments by Category: Value 
2021-2026 

 

MXN million 
 2021 2022 2023 2024 2025 2026 
 
Sauces, Dressings and 73,103.9 71,976.6 71,695.3 72,372.3 73,588.0 75,152.9 
    Condiments       
Tomato Pastes and Purées 6,981.0 6,860.0 6,789.5 6,813.5 6,898.6 7,015.3 
- Bouillon 7,309.1 7,192.9 7,163.9 7,201.6 7,282.7 7,398.1 
-- Stock Cubes and 6,506.6 6,407.6 6,374.2 6,404.0 6,474.0 6,576.6 
    Powders       
-- Gravy Cubes and - - - - - - 
    Powders       
-- Liquid Stocks and 802.6 785.3 789.7 797.6 808.6 821.4 
    Fonds       
- Herbs and Spices 1,158.4 1,125.8 1,107.8 1,108.5 1,122.1 1,142.6 
- Soy Sauces 954.0 932.7 926.8 932.9 945.8 965.3 
- Pasta Sauces 1,451.9 1,433.8 1,429.2 1,442.7 1,467.5 1,501.4 
- Cooking Sauces 3,269.6 3,386.1 3,478.4 3,585.6 3,706.2 3,840.8 
- Dry Sauces - - - - - - 
- Ketchup 2,864.2 2,772.2 2,740.2 2,737.7 2,765.6 2,810.0 
- Mayonnaise 8,425.5 8,301.5 8,295.6 8,401.5 8,559.7 8,765.6 
- Mustard 798.1 778.6 775.1 784.3 799.0 817.9 
- Salad Dressings 4,605.9 4,585.4 4,607.1 4,682.4 4,804.7 4,953.3 
Dips 307.5 313.8 322.7 332.4 343.0 354.9 
Pickled Products 27,204.8 26,573.5 26,297.8 26,469.7 26,842.4 27,319.4 
Other Sauces, Dressings - - - - - - 
    and Condiments       
Yeast-based Spreads - - - - - - 
- Barbecue Sauces 22.0 22.9 23.9 25.0 26.2 27.6 
- Chili Sauces 5,705.9 5,614.1 5,597.1 5,653.2 5,755.9 5,896.3 
- Oyster Sauces - - - - - - 
Table Sauces 25,421.6 25,090.7 25,106.0 25,418.3 25,925.7 26,580.5 
- Other Table Sauces 2,046.1 2,083.3 2,140.2 2,201.4 2,268.7 2,344.6 
Cooking Ingredients 13,189.1 13,138.6 13,179.3 13,338.4 13,578.4 13,882.9 
- Fish Sauces - - - - - - 
- Monosodium Glutamate - - - - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 47 Forecast Sales of Sauces, Dressings and Condiments by Category: % Volume 
Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Sauces, Dressings and Condiments -2.4 -0.2 -1.0 
Tomato Pastes and Purées -2.3 -0.6 -2.8 
- Bouillon -1.8 -0.1 -0.3 
-- Stock Cubes and Powders -1.7 -0.1 -0.4 
-- Gravy Cubes and Powders - - - 
-- Liquid Stocks and Fonds -2.4 0.2 1.1 
- Herbs and Spices -3.7 -1.2 -5.7 
- Soy Sauces -2.7 -0.1 -0.7 
- Pasta Sauces -2.4 -0.2 -0.9 
- Cooking Sauces 2.8 2.4 12.8 
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- Dry Sauces - - - 
- Ketchup -3.7 -0.8 -4.0 
- Mayonnaise -2.4 -0.2 -0.8 
- Mustard -3.1 -0.2 -0.8 
- Salad Dressings -1.5 0.5 2.7 
Dips 1.5 2.2 11.5 
Pickled Products -2.9 -0.5 -2.3 
Other Sauces, Dressings and Condiments - - - 
Yeast-based Spreads - - - 
- Barbecue Sauces 3.0 3.6 19.5 
- Chili Sauces -2.5 0.0 0.0 
- Oyster Sauces - - - 
Table Sauces -2.5 0.0 -0.2 
- Other Table Sauces 1.3 2.3 12.1 
Cooking Ingredients -0.2 0.9 4.5 
- Fish Sauces - - - 
- Monosodium Glutamate - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 48 Forecast Sales of Sauces, Dressings and Condiments by Category: % Value 
Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Sauces, Dressings and Condiments -1.5 0.6 2.8 
Tomato Pastes and Purées -1.7 0.1 0.5 
- Bouillon -1.6 0.2 1.2 
-- Stock Cubes and Powders -1.5 0.2 1.1 
-- Gravy Cubes and Powders - - - 
-- Liquid Stocks and Fonds -2.1 0.5 2.3 
- Herbs and Spices -2.8 -0.3 -1.4 
- Soy Sauces -2.2 0.2 1.2 
- Pasta Sauces -1.3 0.7 3.4 
- Cooking Sauces 3.6 3.3 17.5 
- Dry Sauces - - - 
- Ketchup -3.2 -0.4 -1.9 
- Mayonnaise -1.5 0.8 4.0 
- Mustard -2.4 0.5 2.5 
- Salad Dressings -0.4 1.5 7.5 
Dips 2.1 2.9 15.4 
Pickled Products -2.3 0.1 0.4 
Other Sauces, Dressings and Condiments - - - 
Yeast-based Spreads - - - 
- Barbecue Sauces 4.1 4.6 25.3 
- Chili Sauces -1.6 0.7 3.3 
- Oyster Sauces - - - 
Table Sauces -1.3 0.9 4.6 
- Other Table Sauces 1.8 2.8 14.6 
Cooking Ingredients -0.4 1.0 5.3 
- Fish Sauces - - - 
- Monosodium Glutamate - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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SOUP IN MEXICO - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Home-centred lifestyles remain the main driver of soup sales in 2021 

▪ In 2021 retail sales grow by 1% in current value terms but fall by 4% in terms to reach 

MXN3.4 billion and 29,000 tonnes 

▪ Shelf stable sees the highest retail current value sales growth of 2% in 2021 

▪ The average retail current unit price rises by 6% in 2021 

▪ The competitive landscape sees potentially key new entrants in 2021 

▪ A 4% retail current value CAGR (1% 2021 constant value CAGR) is expected over the 

forecast period 

 

 

2021 DEVELOPMENTS 
 

Home-centred lifestyle remains the main driver of soup sales 

In a relatively stagnant category during the early-to-mid-review period, retail volume sales of 

soup are expected to decline over 2021, following a spike in demand during the Coronavirus… 

(COVID-19) pandemic in 2020. Nonetheless, retail volume sales in 2021 are projected to remain 

higher than in 2019. Similarly, retail current value growth over 2021 is predicted to be much 

slower than in 2020, when there was a spike, but also all other years of the review period. 

Despite the projected drop in retail volume sales, the downturn in the foreign exchange value of 

the Mexican peso and higher inflation are exerting upward pressure on unit prices, thereby 

helping to ensure retail current value growth.  

A demand for soup, in which only the shelf stable and dehydrated formats register significant 

sales, has been sustained in 2021 by the ongoing significant threat of COVID-19. With 

consumers continuing to work and study at home and fewer occasions for socialising outside 

the home, soup has remained a convenience option for stay-at-home consumers. While 

foodservice establishments have reopened, the channel has been subject to intermittent 

restrictions in terms of capacity and operation schedules in 2021, as well as closures as Mexico 

was hit by a third wave of the virus. Thus, consumers have continued to see shelf stable and 

dehydrated soups as convenient and filling meal options during the work and study day. 

 

New labelling regulation encourages reformulations of soups 

In October 2020, a new labelling regulation came into force in Mexico. The regulation requires 

companies to attach and display black seals on products with excess sugar, calorie, or sodium 

content, amongst other potentially harmful to human health ingredients. In soup, the new 

labelling regulation is most salient in terms of highlighting the sodium content of products. In 

response, Unilever de México reformulated the products in its Knorr range to lower the sodium 

content. The company has highlighted its healthier reformulation of Knorr soups by displaying 

the “reduced sodium” message on packages. This represents the growing number of 

reformulations in the category, with players highlighting “reduced sodium” and/or “preservative 

free” compositions, among othe, of their products. In line with heightened awareness of th 
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“Others” benefits from search for lower-priced options to see the fastest 
retail value share growth in 2021 

Unilever de México is expected to remain the clear leading player in soup in retail value share 

terms at the end of the review period. The company’s position is mainly due to its dominance of 

the best-selling category, dehydrated soup, although it is also ranked joint second in shelf stable 

soup, albeit well behind the dominant Conservas La Costeña (Campbell’s). While Unilever de 

México and Conservas La Costeña account for over three quarters of retail value sales of soup, 

the competitive landscape is intensifying. In 2021, small players grouped under “others” 

continued to gain retail value share as consumers looked for more affordable options in an 

uncertain economic situation in the wake of COVID-19. Similarly, private label is growing sales 

in line with retail development in the country and the economy trend among consumers.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Convenience remains A key sales driver, but return to foodservice set to 
limit retail growth potential 

Soup is expected to continue to see a slide in retail volume sales in the short term, before 

stabilising to return to slow-to-moderate growth over the second half of the forecast period… 

Meanwhile, at constant 2021 prices, small increments in the average retail unit price are set to 

maintain retail value growth from the mid-forecast period. In line with ongoing vaccination efforts 

and hectic lifestyles, as consumers return to the workplace, schools and socialising outside the 

home, including foodservice, the time spent in the home is expected to decrease significantly.  

Soup requires little effort to prepare and can be cooked in minutes. Over the forecast period, 

fast cooking time is expected to remain a major driver of sales. With less time to prepare meals 

at home, soup is set to benefit from the search for quick and easy and convenience solutions. 

Moreover, some consumers will remain more home-centred than in the pre-COVID-19 period, 

as concerns over health and spending remain. Nonetheless, the return to eating out in 

foodservice establishments is predicted to have a negative effect on retail sales, especially in 

the early-to-mid-forecast period, before the situation stabilises.  

 

Uncertain economic climate offers growth opportunities for private label 
and small lower-priced brands 

The country’s economic outlook remains uncertain, and the expectation is that growth rates… 

soup are unlikely to be strong in the short to medium term. In line with heightened economic 

concerns in light of squeezed purchasing power and job insecurity, the presence of private label 

is expected to increase significantly over the forecast period. While private label’s retail value 

share in soup remained marginal during the review period, sales have been growing notably, 

especially in 2020 due to the pandemic. Private label products are usually more affordable than 

brands, and more consumers are likely to favour lower prices over brand positioning when 

purchasing soup in the short to medium term.  

Importantly, the private label offer is growing in line with retail development in the country. For 

example, in 2021, Walmart launched the Cocina Express private label offering packaged soup. 

Products included prepared rice, potato purée and beans. In addition to private label, consumer 

economy measures spurred the retail value share of “others” towards the end of the review 

period. Small players offering lower-priced options are likely to remain in demand in an 

uncertain economic climate.  
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Major new entrants may increase the competition to the leading players 

New entrants in 2021 may lead to more competition to the leading players in the short to 

medium term. Among the new entrants is the Maggi brand by the global giant Nestlé. 

 The company launched Maggi in soup in Mexico by introducing a range of products in 

flavours like lentil, lentil with bacon, and lentil with quinoa. The Verde Valle brand by Productos 

Verde Valle has also entered the category in Mexico with shelf stable lentil soup, alongside 

different types of prepared rice. Both Maggi and Verde Valle are known in Mexico for their 

 

CATEGORY DATA 
 

Table 49 Sales of Soup by Category: Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Soup 28.2 28.2 28.1 28.3 30.7 29.4 
Dehydrated Soup 15.7 16.0 16.2 16.3 17.8 17.0 
Instant Soup - - - - - - 
Chilled Soup - - - - - - 
Frozen Soup - - - - - - 
Shelf Stable Soup 12.6 12.3 11.9 12.0 12.9 12.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 50 Sales of Soup by Category: Value 2016-2021 

 

MXN million 
 2016 2017 2018 2019 2020 2021 
 
Soup 2,494.4 2,667.5 2,814.2 2,948.4 3,325.1 3,367.6 
Dehydrated Soup 1,766.1 1,901.2 2,030.1 2,128.7 2,407.2 2,431.3 
Instant Soup - - - - - - 
Chilled Soup - - - - - - 
Frozen Soup - - - - - - 
Shelf Stable Soup 728.4 766.3 784.2 819.6 918.0 936.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 51 Sales of Soup by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Soup -4.2 0.8 4.0 
Dehydrated Soup -4.6 1.6 8.1 
Instant Soup - - - 
Chilled Soup - - - 
Frozen Soup - - - 
Shelf Stable Soup -3.7 -0.2 -1.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 52 Sales of Soup by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Soup 1.3 6.2 35.0 
Dehydrated Soup 1.0 6.6 37.7 
Instant Soup - - - 
Chilled Soup - - - 
Frozen Soup - - - 
Shelf Stable Soup 2.0 5.2 28.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 53 Sales of Soup by Leading Flavours: Rankings 2016-2021 

 

ranking 
 2016 2017 2018 2019 2020 2021 
 
Tomato & Pasta 1 1 1 1 1 1 
Chicken & Pasta 2 2 2 2 2 2 
Rice 3 3 3 3 3 3 
Typical Mexican Flavours 4 4 4 4 4 4 
Lentil 8 8 8 8 5 5 
Cream of Corn 6 6 6 6 6 6 
Cream of Mushroom 5 5 5 5 7 7 
Cream of Asparagus 7 7 7 7 8 8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 54 NBO Company Shares of Soup: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Unilever de México S de 49.5 50.1 50.1 50.9 51.1 
    RL de CV      
Conservas La Costeña SA 33.4 32.7 32.6 30.2 28.7 
    de CV      
Fábrica de Pastas 2.3 2.4 2.5 2.7 2.7 
    Alimenticias La Moderna      
    SA de CV      
Tresmontes Lucchetti SA 1.9 1.9 1.9 1.8 1.8 
Sabormex SA de CV 2.3 2.3 2.4 1.7 1.4 
Grupo Agroindustrial 1.1 1.1 1.1 1.1 1.1 
    San Miguel S de RL      
Herdez SAB de CV, Grupo 0.7 0.7 0.7 0.6 0.6 
Campbell de México SA - - - - - 
    de CV      
Private Label 0.3 0.3 0.3 0.4 0.4 
Others 8.3 8.4 8.5 10.6 12.2 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 55 LBN Brand Shares of Soup: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Knorr (Unilever Unilever de México S de 50.1 50.1 50.9 51.1 
    Group) RL de CV     
Campbell's Conservas La Costeña SA 31.7 31.5 29.2 27.7 
    (Campbell Soup Co) de CV     
La Moderna (La Fábrica de Pastas 2.4 2.5 2.7 2.7 
    Moderna SA de CV, Alimenticias La Moderna     
    Grupo) SA de CV     
Naturezza (Grupo Tresmontes Lucchetti SA 1.9 1.9 1.8 1.8 
    Nutresa SA)      
La Sierra Sabormex SA de CV 2.3 2.4 1.7 1.4 
San Miguel Grupo Agroindustrial 1.1 1.1 1.1 1.1 
 San Miguel S de RL     
La Costeña Conservas La Costeña SA 1.1 1.1 1.1 1.1 
 de CV     
Herdez Herdez SAB de CV, Grupo 0.7 0.7 0.6 0.6 
Campbell's Campbell de México SA - - - - 
    (Campbell Soup Co) de CV     
Naturezza Tresmontes Lucchetti SA - - - - 
Private label Private Label 0.3 0.3 0.4 0.4 
Others Others 8.4 8.5 10.6 12.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 56 Distribution of Soup by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 98.0 97.4 97.3 97.3 96.4 96.7 
- Grocery Retailers 95.2 94.7 94.6 94.6 93.8 94.1 
-- Modern Grocery 47.5 47.6 47.7 47.7 47.6 47.6 
    Retailers       
--- Convenience Stores 8.5 8.5 8.5 8.5 8.1 8.3 
--- Discounters 15.9 15.9 15.9 15.9 16.0 16.0 
--- Forecourt Retailers - - - - - - 
--- Hypermarkets 13.2 13.2 13.3 13.3 13.3 13.3 
--- Supermarkets 9.9 9.9 10.0 10.0 10.1 10.0 
-- Traditional Grocery 47.7 47.1 47.0 46.9 46.2 46.6 
    Retailers       
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Independent Small 41.4 41.3 41.3 41.3 40.9 41.2 
    Grocers       
--- Other Grocery 6.3 5.8 5.7 5.6 5.3 5.3 
    Retailers       
- Non-Grocery Specialists 0.0 - - 0.0 0.0 - 
-- Health and Beauty - - - - - - 
    Specialist Retailers       
-- Other Foods Non- 0.0 - - 0.0 0.0 - 
    Grocery Specialists       
- Mixed Retailers 2.8 2.7 2.7 2.7 2.6 2.6 
Non-Store Retailing 2.0 2.6 2.7 2.7 3.6 3.3 
- Vending - - - - - - 
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- Homeshopping - - - - - - 
- E-Commerce 2.0 2.6 2.7 2.7 3.6 3.3 
- Direct Selling - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 57 Forecast Sales of Soup by Category: Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Soup 29.4 28.8 28.6 28.8 29.2 29.7 
Dehydrated Soup 17.0 16.6 16.5 16.6 16.9 17.1 
Instant Soup - - - - - - 
Chilled Soup - - - - - - 
Frozen Soup - - - - - - 
Shelf Stable Soup 12.4 12.2 12.1 12.2 12.3 12.6 

Source: Official statistics, trade associations, trade press, company research, Euromonitor International 
estimates 

 

 

Table 58 Forecast Sales of Soup by Category: Value 2021-2026 

 

MXN million 
 2021 2022 2023 2024 2025 2026 
 
Soup 3,367.6 3,316.7 3,316.8 3,359.1 3,423.5 3,499.3 
Dehydrated Soup 2,431.3 2,389.5 2,387.2 2,415.8 2,458.5 2,507.2 
Instant Soup - - - - - - 
Chilled Soup - - - - - - 
Frozen Soup - - - - - - 
Shelf Stable Soup 936.3 927.2 929.6 943.2 965.0 992.1 

Source: Official statistics, trade associations, trade press, company research, Euromonitor International 
estimates 

 

 

Table 59 Forecast Sales of Soup by Category: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Soup -2.0 0.2 1.0 
Dehydrated Soup -2.1 0.2 0.9 
Instant Soup - - - 
Chilled Soup - - - 
Frozen Soup - - - 
Shelf Stable Soup -1.8 0.2 1.1 

Source: Official statistics, trade associations, trade press, company research, Euromonitor International 
estimates 
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Table 60 Forecast Sales of Soup by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Soup -1.5 0.8 3.9 
Dehydrated Soup -1.7 0.6 3.1 
Instant Soup - - - 
Chilled Soup - - - 
Frozen Soup - - - 
Shelf Stable Soup -1.0 1.2 6.0 

Source: Official statistics, trade associations, trade press, company research, Euromonitor International 
estimates 
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SWEET SPREADS IN MEXICO - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Longer time in the home as the pandemic lingers continues to drive sales in 2021 

▪ In 2021 retail sales grow by 3% in current value terms but drop by 3% in volume terms to 

reach MXN11.7 billion and 95,000 tonnes  

▪ Honey sees the highest retail current value sales growth of 5% in 2021 

▪ The average retail current unit price rises by 6% in 2021 

▪ New labelling regulation pressures players to reformulate their products with reduced sugar 

content in 2021 

▪ A 5% retail current value CAGR (2% 2021 constant value CAGR) is expected over the 

forecast period 

 

 

2021 DEVELOPMENTS 
 

Spending more time at home remains the main driver of sales 

Following a spike in retail volume and current value growth in 2020, due to the Coronavirus… 

(COVID-19) pandemic, sweet spreads has stabilised during 2021. Despite a dip in retail volume 

terms, sales are projected to remain higher than in 2019. Meanwhile, a significant rise in the 

average retail current unit price has helped to sustain positive retail current value sales growth, 

albeit slower than in 2020. In 2021, voluntary home confinements continued as the COVID-19 

pandemic remained a significant threat to health. There were intermittent restrictions to 

foodservice channels (capacity and operation schedules) and consumers continued to work and 

study from home for the much of the year. Sweet spreads are popular breakfast, lunch, snack 

and dinner options, so the lingering pandemic and related restrictions sustained at-home 

consumption of sweet spreads. 

 

Foodservice recovers slowly as restrictions remain in place 

Despite the lingering pandemic, including a third wave of the virus, foodservice 

establishments did reopen during 2021. However, foodservice outlets remained subject to… 

restrictions, and leisure events like concerts and cinemas similarly operated with restricted 

capacities or continued to be postponed. This has restrained the recovery of foodservice during 

2021. While foodservice volume sales rebounded following the slump in 2020, when 

establishments closed and consumers were often confined to their homes, they are not 

expected to exceed the 2019 level until 2024. Besides the residual public health crisis, 

consumers have become more cautious over expenditure due to the economic fallout of COVID-

19, which has squeezed purchasing power and increased job insecurity. Moreover, many 

consumers continued to work and study at home. Thus, many consumers continued to eschew 

or limit their visits to foodservice establishments for breakfast, etc. Nonetheless, as consumers 

return to out-of-home activities and regain confidence in eating out, foodservice is starting to 

recover and to limit the growth potential in the retail channel.  
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The new labelling regulation stimulates reformulations to offer reduced 
sugar options 

From October 2020, a new labelling regulation requires companies to place black seals on 

products with excess contents of sugar, calories, fat or sodium, etc. As in other categories of… 

cooking ingredients and meals, the impact on sweet spreads is significant. With regard to sweet 

spreads, the new labelling regulation particularly highlights high sugar and calorie contents, 

while products featuring alternative sweeteners have to carry the following message: “contains 

artificial sweeteners” and/or “not recommended for children” on their packaging.  

The labelling process has harmed the perception of sweet spreads in light of growing 

awareness of the importance of health, and healthy eating in general, in the wake of the 

pandemic. As a result, manufacturers of sweet spreads have started to reformulate some of 

their products, with a focus on reduced sugar options to allay the fears of consumers and 

improve the image of their brands and products. This is likely to be a feature of company activity 

in sweet spreads in the short to medium term.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

A slowdown in retail sales development is expected as consumers 
spend less time in the home 

As vaccination efforts continue, and consumers return to pre-COVID-19 work, education and 

social/leisure norms, including foodservice, the time spent in the home is expected to decrease 

significantly. This will have a negative impact on retail volume sales of sweet spreads, which are 

expected to decline in 2022 and 2023, before rebounding moderately over the rest of the 

forecast period. The country’s economic outlook remains uncertain and growth expectations are 

gloomy in the short term. As a result, more consumers are likely to focus on affordability rather 

than brand positioning. This offers opportunities for developing grocery retailers to increase the 

range, presence and sales of private label products in the forecast period. On the other hand, 

the category is expected to see new health-orientated products and a level of premiumisation as 

the economy recovers. This is set to exert upward pressure on unit prices and stimulate faster 

retail value (constant 2021 prices) than volume growth over the forecast period.  

 

Healthier eating trend set to boost honey and nut and seed based 
spreads 

Honey is predicted to see the strongest retail volume and current value CAGRs over the 

forecast period. This is partly due to the growing health trend, as consumers perceive honey… 

 a more natural product, and they seek alternatives to reduce their consumption of processed 

sugar. The use of honey as a sweetener, as well as an ingredient for pastries and desserts, is 

likely to drive consumption. Nut and seed based spreads is set to see the second-highest 

CAGRs, as these products are viewed as sources of energy, protein and healthy fats, although 

growth is derived from a low base. Nut and seed based spreads are increasingly valued by 

consumers who exercise regularly, and they are enjoyed by children. 

The campaigns by the government to highlight the dangers of eating too many sugary foods 

and the new labelling requirements are expected to lead jams and preserves and chocolate 

spreads to register the slowest sales increases. In jams and preserves case, this performance is 

partly due to greater maturity, as it remains by far the largest category within sweet spreads. 

Many consumers will continue to purchase jams and preserves regardless of health warnings, , 
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Innovation and new launches to focus on healthier versions 

The consumption of sweet spreads is likely to be affected by the consumer perception 

…products being unhealthy, due to their high sugar content. This perception is reinforced by the 

government focus on the high prevalence of obesity and diabetes in the country. Moreover, the 

new labelling regulations are expected to worsen the image of sweet spreads. This new 

regulation requires producers to highlight the content of products, such as quantity of sugar and 

any artificial sweeteners, amongst other potentially harmful ingredients, as well as stating the 

calorie content. Such labelling could discourage consumers from purchasing such products, but 

may also lead to the launch of healthier references with less sugar and no artificial sweeteners. 

This trend was visible at the end of the review period, with the launch of more premium, reduced 

sugar, preservative-free or lower-fat products. Thus, new product launches and market 

strategies are expected as companies try to position their products as a source of energy and 

nutrients. In this vein, the use of alternative sweeteners is expected to become a main driver of 

the category.  

 

 

CATEGORY DATA 
 

Table 61 Sales of Sweet Spreads by Category: Volume 2016-2021 

 

'000 tonnes 
 2016 2017 2018 2019 2020 2021 
 
Sweet Spreads 83.8 87.2 88.6 91.4 97.9 95.4 
Jams and Preserves 58.9 60.2 62.0 63.8 68.5 66.6 
Honey 17.1 18.8 18.1 18.8 19.8 19.5 
Chocolate Spreads 5.6 5.9 6.2 6.4 7.0 6.8 
Nut and Seed Based 2.1 2.3 2.3 2.4 2.6 2.5 
    Spreads       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 62 Sales of Sweet Spreads by Category: Value 2016-2021 

 

MXN million 
 2016 2017 2018 2019 2020 2021 
 
Sweet Spreads 7,890.7 8,764.2 9,477.6 10,132.5 11,307.9 11,670.9 
Jams and Preserves 5,137.1 5,588.7 6,070.4 6,491.7 7,251.3 7,471.7 
Honey 1,669.8 1,957.3 2,070.1 2,227.2 2,454.4 2,569.0 
Chocolate Spreads 802.5 901.4 989.4 1,038.7 1,189.6 1,205.4 
Nut and Seed Based 281.2 316.7 347.6 374.9 412.6 424.7 
    Spreads       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 63 Sales of Sweet Spreads by Category: % Volume Growth 2016-2021 

 

% volume growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sweet Spreads -2.5 2.6 13.9 
Jams and Preserves -2.7 2.5 13.2 
Honey -1.4 2.6 13.9 
Chocolate Spreads -4.1 3.7 19.9 
Nut and Seed Based Spreads -2.7 3.1 16.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 64 Sales of Sweet Spreads by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Sweet Spreads 3.2 8.1 47.9 
Jams and Preserves 3.0 7.8 45.4 
Honey 4.7 9.0 53.9 
Chocolate Spreads 1.3 8.5 50.2 
Nut and Seed Based Spreads 2.9 8.6 51.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 65 Sales of Jams and Preserves by Leading Flavours: Rankings 2016-2021 

 

ranking 
 2016 2017 2018 2019 2020 2021 
 
Strawberry 1 1 1 1 1 1 
Blackberry 3 3 3 3 3 2 
Raspberry 6 6 6 6 6 3 
Apricot 2 2 2 2 2 4 
Pineapple 4 4 4 4 4 5 
Orange 5 5 5 5 5 6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 66 NBO Company Shares of Sweet Spreads: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
McCormick de Mexico SA 20.3 20.3 20.3 20.3 20.3 
    de CV      
Ferrero de México SA de 9.2 9.3 9.0 9.2 9.1 
    CV      
Smucker de México SA de 9.0 9.0 9.0 8.9 8.9 
    CV, JM      
Sabormex SA de CV 8.0 8.0 8.0 8.0 7.9 
Conservas La Costeña SA 7.6 7.6 7.5 7.6 7.5 
    de CV      
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Savien Frusweet SA de CV 3.3 3.2 3.2 3.1 3.2 
Herdez SAB de CV, Grupo 1.6 1.6 1.5 1.5 1.5 
ACH Foods México S de 1.4 1.5 1.5 1.5 1.4 
    RL de CV      
Hormel Alimentos, SA de 0.9 0.9 0.9 0.8 0.8 
    CV      
Casa Santiveri SL 0.3 0.3 0.3 0.3 0.3 
Nutrisa SAB de CV, Grupo 0.3 0.3 0.3 0.3 0.3 
Hershey México SA de CV 0.0 - - - - 
Estee Co, The - - - - - 
Unilever de México S de - - - - - 
    RL de CV      
Private Label 16.4 16.4 16.3 16.3 16.4 
Others 21.9 21.7 22.2 22.1 22.3 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 67 LBN Brand Shares of Sweet Spreads: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
McCormick McCormick de Mexico SA 16.0 16.0 16.0 16.0 
    (McCormick & Co Inc) de CV     
Nutella (Ferrero & Ferrero de México SA de 9.3 9.0 9.2 9.1 
    related parties) CV     
Smucker's (JM Smucker de México SA de 8.4 8.4 8.4 8.4 
    Smucker Co, The) CV, JM     
Clemente Jacques Sabormex SA de CV 8.0 8.0 8.0 7.9 
La Costeña Conservas La Costeña SA 7.6 7.5 7.6 7.5 
 de CV     
Carlota (McCormick McCormick de Mexico SA 4.3 4.4 4.3 4.4 
    & Co Inc) de CV     
Vita Real Savien Frusweet SA de CV 3.2 3.2 3.1 3.2 
Aires de Campo Herdez SAB de CV, Grupo 1.6 1.5 1.5 1.5 
Aladino (Associated ACH Foods México S de 1.5 1.5 1.5 1.4 
    British Foods Plc) RL de CV     
Skippy (Hormel Hormel Alimentos, SA de 0.9 0.9 0.8 0.8 
    Foods Corp) CV     
Jif (JM Smucker Co, Smucker de México SA de 0.4 0.4 0.4 0.4 
    The) CV, JM     
Santiveri Casa Santiveri SL 0.3 0.3 0.3 0.3 
Nutrisa (Herdez SAB Nutrisa SAB de CV, Grupo 0.3 0.3 0.3 0.3 
    de CV, Grupo)      
Goober (JM Smucker Smucker de México SA de 0.2 0.2 0.2 0.2 
    Co, The) CV, JM     
Estee (Hain Estee Co, The - - - - 
    Celestial Group      
    Inc, The)      
Hershey's (Hershey Hershey México SA de CV - - - - 
    Co, The)      
Nutrisa Nutrisa SAB de CV, Grupo - - - - 
Skippy (Unilever Unilever de México S de - - - - 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 68 Distribution of Sweet Spreads by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 99.2 99.0 99.0 99.0 98.1 98.3 
- Grocery Retailers 94.4 94.1 93.9 93.8 92.9 93.1 
-- Modern Grocery 46.5 46.5 46.6 46.6 46.7 46.6 
    Retailers       
--- Convenience Stores 5.0 5.0 5.1 5.0 4.9 4.9 
--- Discounters 16.1 16.1 16.1 16.1 16.2 16.1 
--- Forecourt Retailers 0.1 0.1 0.1 0.1 0.1 0.1 
--- Hypermarkets 12.9 12.9 12.9 12.9 13.1 13.0 
--- Supermarkets 12.4 12.4 12.4 12.4 12.5 12.4 
-- Traditional Grocery 47.9 47.5 47.3 47.3 46.3 46.6 
    Retailers       
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Independent Small 47.0 46.6 46.4 46.3 45.4 45.7 
    Grocers       
--- Other Grocery 1.0 0.9 0.9 0.9 0.9 0.9 
    Retailers       
- Non-Grocery Specialists - 0.0 0.0 - 0.0 0.0 
-- Health and Beauty - - - - - - 
    Specialist Retailers       
-- Other Foods Non- - 0.0 0.0 - 0.0 0.0 
    Grocery Specialists       
- Mixed Retailers 4.7 4.9 5.1 5.1 5.1 5.1 
Non-Store Retailing 0.8 1.0 1.0 1.0 1.9 1.7 
- Vending - - - - - - 
- Homeshopping - - - - - - 
- E-Commerce 0.8 1.0 1.0 1.0 1.9 1.7 
- Direct Selling - - - - - - 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 69 Forecast Sales of Sweet Spreads by Category: Volume 2021-2026 

 

'000 tonnes 
 2021 2022 2023 2024 2025 2026 
 
Sweet Spreads 95.4 94.4 94.1 94.8 96.2 98.1 
Jams and Preserves 66.6 65.7 65.1 65.2 65.8 66.7 
Honey 19.5 19.6 19.9 20.4 21.0 21.7 
Chocolate Spreads 6.8 6.6 6.6 6.6 6.8 6.9 
Nut and Seed Based 2.5 2.5 2.5 2.6 2.6 2.7 
    Spreads       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 70 Forecast Sales of Sweet Spreads by Category: Value 2021-2026 

 

MXN million 
 2021 2022 2023 2024 2025 2026 
 
Sweet Spreads 11,670.9 11,660.4 11,761.1 11,984.5 12,296.7 12,673.0 
Jams and Preserves 7,471.7 7,427.7 7,435.5 7,522.4 7,659.0 7,836.6 
Honey 2,569.0 2,609.1 2,688.9 2,795.1 2,922.4 3,061.7 
Chocolate Spreads 1,205.4 1,196.5 1,202.7 1,221.5 1,254.6 1,295.9 
Nut and Seed Based 424.7 427.1 434.0 445.5 460.8 478.8 
    Spreads       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 71 Forecast Sales of Sweet Spreads by Category: % Volume Growth 2021-2026 

 

% volume growth 
 2021/22 2021-26 CAGR 2021/26 Total 
 
Sweet Spreads -1.1 0.5 2.8 
Jams and Preserves -1.5 0.0 0.1 
Honey 0.2 2.2 11.3 
Chocolate Spreads -1.8 0.4 2.3 
Nut and Seed Based Spreads -0.5 1.5 7.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 72 Forecast Sales of Sweet Spreads by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Sweet Spreads -0.1 1.7 8.6 
Jams and Preserves -0.6 1.0 4.9 
Honey 1.6 3.6 19.2 
Chocolate Spreads -0.7 1.5 7.5 
Nut and Seed Based Spreads 0.6 2.4 12.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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