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data at the heart of every decision. Instead, it helps you act more quickly.

That’s critical whether you’re building “Takes the stress,

- : For more information now, or after you're
new products, creating ground-breaking ' _ , . .
campaigns or exploring new markets. done reading, get in contact with us! tlme, and cost out Of

consumer research.”

With Attest you can draft surveys, Now, let’s get to the good stuff...

choose audiences from our pool of 100m
consumers across 49 markets, and analyse
results all in one end-to-end platform.
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Introduction

What impact has the coronavirus
pandemic had on British consumers’
grocery shopping habits? How has it
changed attitudes and beliefs about
food? And where are our diets headed
as we move towards recovery?

We answer these questions through in-
depth research with 1,000 UK consumers,
giving F&B brands invaluable insight for
their forward planning. The data uncovers
a variety of themes, including increased
environmental awareness, a desire to
make diets healthier and an ever-growing
interest in plant-based nutrition.

Comparing data from our 2019 and

2020 F&B reports, we're able to see
interesting changes in meat consumption
and alcohol consumption. Meanwhile,

there are shifts in consumer spending
as household incomes decrease and
grocery spending goes up, resulting in a
variety of winning and losing categories.

In addition to short-term behaviour
changes, we’ll explore the behaviours
that look set to stick around (like online
grocery shopping). And we’ll see how
the pandemic has opened up new
opportunities for brands and retailers,
with Brits looking for new ways to cook,
eat and shop. So, sit down, make yourself
comfortable and get ready to tuck into
the very freshest F&B industry data. A

during the pandemic?

Even split between ...
Mostly in-store

@ In-store only

Mostly online

Online only

/A

Have you experienced any of the
following when shopping for
groceries online? (select all that

apply)

Difficulty gettinga ... 57.1% (441)

Receiving a substit.. 42.4% (328)

How have you/your household
mostly shopped for groceries

e

23.8% (238)

23.3% (233)

21.8% (218)

19.8% (198)

11.1% (111)

0% (0)


https://www.askattest.com/original-research/the-future-of-food-and-drink-report-2019
https://www.askattest.com/original-research/future-of-food-and-drink-sustainability
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Age Region
S u rvey 18-24 15% East Midlands 8%
S a m p I e 25-34 20% East of England 9%
35-44 24% London 13%
The survey was done on the Attest 45 -54  22% North East 5%
platform with 1,000 working-
age consumers in January 2021 55-66 19% North West 12%

and is nationally representative.

You can view the data here. Scotland 8%

Gender

In this survey, we break the sample into two South East 13%

roughly equal age demographics, representing
the younger and older generations: aged
18-40 (50.6%), aged 41-65 (49.4%).

A 00v

South West 9%

5%
51% Wales

West Midlands 9%

/\ Female

A Male

Yorkshire & 9%



https://dashboard.askattest.com/survey/DEHP7WMHB38EXW
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Message card

This survey will ask you about how
COVID-19 has influenced the way
you shop for groceries, as well as

questions about the food and drink

you buy.

Food & Drink survey
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How have you/
your household

mostly shopped for
groceries during the
pandemic?

In-store only

— 21.8%
Mostly in-store

] 23.3%
Even split between online and in-store
E— 23.8%
Mostly online

I 19.8%
Online only

] 1.1%

The pandemic has given UK e-commerce a
massive boost and grocery has been one of the
main categories to benefit, with online sales
doubling in December 2020 to 12.5%, making it

the biggest Christmas on record for the sector.

Our data shows that more than half of Brits have
embraced online grocery shopping during the
pandemic - a shift that’s led to digital laggards
like Lidl and Aldi losing market share. Nearly 55%

of consumers have regularly shopped online. This
includes 19.8% who have done most of their shopping
online, 11.1% who have shopped entirely online,

and 23.8% who have split their shopping evenly
between online and offline. A further 23.3% have
shopped mostly in-store, and 21.8% in-store only.


https://internetretailing.net/industry/industry/online-grocery-sales-double-in-december-leading-to-biggest-christmas-on-record-for-supermarkets-but-many-consumers-still-dont-like-it-22514
https://internetretailing.net/industry/industry/online-grocery-sales-double-in-december-leading-to-biggest-christmas-on-record-for-supermarkets-but-many-consumers-still-dont-like-it-22514
https://www.retail-week.com/grocery/analysis-the-discounters-do-digital/7035779.article
https://www.retail-week.com/grocery/analysis-the-discounters-do-digital/7035779.article
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What's more, the pandemic has driven new shoppers
to online grocery shopping; 27.1% of respondents say
they shopped with a supermarket online for the first
time. A further 16.9% have tried shopping for groceries
on an online marketplace like Amazon, while nearly
21.2% of people have used a click & collect service

for groceries for the first time during the pandemic.

Have you experienced any of the
following when shopping for
groceries online? (select all that

apply)

e

Men over-index for dedicated online grocery
shopping; 12.9% say they’ve shopped entirely online
during the pandemic versus 9.4% of women. Men
are also more likely to have tried shopping with an
online supermarket for the first time (28.1% versus
26.3%), while women are more likely to have used a
marketplace (18.4% versus 15.4%) and tried a click &
collect service for the first time (24% versus 18.3%).

Difficulty gettinga ...  57.1% (441)

Receiving a substit.. 42.4% (328)

Not receiviing anor.. 32.1% (248) O
Roughly equal numbers of younger and older consumers .
say they have shopped entirely or predominantly Receiving;short she... 29.4% (227)
online during the pandemic. But people in the 41- How have you/your household f2

mostly shopped for groceries

65 age bracket are more likely to have not adopted . ‘
during the pandemic?

online grocery shopping; 26.5% have only shopped
in-store, versus 17.3% of those aged 18-40.

Difficulty:finding pr..  26.9% (208)

Excessive packaging 18.8% (145)

Even split between .. 23.8% (238)
Meanwhile, the younger demographic is more likely :

to have shopped with an online supermarket for

Mostly én-store 23.3% (233)
the first time (30.3% versus 23.8%). They’re also =
more likely to have tried shopping for groceries on a PR In—*é.store only 21.8% (218)
marketplace for the first time (23.2% versus 10.3%) !
and using click & collect (24.2% versus 18.1%). MOSH} online 19.8% (198)

Online only 11.1% (111)
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Have you experienced any of
the following when shopping
for groceries online?

LS

1. Difficulty getting a delivery slot: 57.1%
2.Receiving a substitution: 42.4%
3. Not receiving an ordered product: 32.1%
4.Receiving short shelf-life, old or

poor quality products: 29.4%
5. Difficulty finding products on the website: 26.9%
6. Excessive packaging: 18.8%
7. Difficulty checking out: 13.7%
8.None: 3.2%

The increase in demand for online grocery
shopping has put pressure on retailers - both on
their e-commerce platforms and their supply and
distribution networks. But what are the biggest
problems experienced by British consumers
who’ve shopped for groceries online?

According to our respondents, difficulty getting a
delivery slot, is the number one issue they're likely to
have encountered; 57.1% say they’ve had this problem.
Shoppers in some areas have faced a month-long
wait for delivery. Our data shows regions that have
been disproportionately affected include Scotland
(68.6%), Wales (69.4%) and the South East (62.5%). In
the capital, 53.4% of online shoppers have struggled
to secure a delivery slot, but this demand is driving
new logistics startups - London-based Weezy aims

to deliver groceries from local supermarkets in

just 15 minutes. And they’re looking at expanding

into Bristol, Manchester and Birmingham.


https://www.dailymail.co.uk/news/article-9122137/Middle-class-shoppers-despair-Ocado-deliveries-booked-MONTH.html
https://www.dailymail.co.uk/news/article-9122137/Middle-class-shoppers-despair-Ocado-deliveries-booked-MONTH.html
https://www.uktech.news/news/weezy-uk-supermarket-delivering-20210204
https://www.uktech.news/news/weezy-uk-supermarket-delivering-20210204
https://www.uktech.news/news/weezy-uk-supermarket-delivering-20210204
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Guarantee, specifying the minimum number
of days until a product’s expiry date.

Receiving a substitution is the second most frequently
encountered issue; 42.2% of people have gotten an item

they didn’t order, while a further 32.1% have had items
missing completely. This issue is likely to have been
exacerbated by the product shortages experienced
across the country during the first lockdown.

But while supply problems may be outside of retailers’
control, the way their websites function is not.

Nearly 27% of respondents say they’ve struggled

to find the products they want. This indicates that
retailers need to improve their product categorisation
(taxonomy), search functions and recommendation
engines. Another usability issue is difficulty
checking out, experienced by 13.7% of people.

More than 29% of online shoppers say they have
received products that were past their best or that
needed to be consumed quickly. This is something
Ocado have tried to combat by introducing a Life

Home delivery of groceries can sometimes result
in additional packaging being used (for example,
shopping that would have fit in three plastic

bags coming in seven). This type of excessive
packaging is something that 18.8% of respondents
have experienced. To make home delivery more
sustainable, Tesco have launched a new milkman-
type scheme in partnership with Loop. Products
come in durable containers (like glass bottles),
which can be returned and used again.

It’s worth noting that nearly 64.2% of Brits say they’re
likely to shop with a supermarket online in the next six
months. Working through the issues identified should
be a top priority for retailers - especially upgrading
delivery capabilities. Maybe they could learn a thing
or two from their counterparts in the US, where

only 23% of online grocery shoppers have struggled
to get a delivery slot (get the full report here).

10


https://www.ocado.com/webshop/scontent/ocadoProductLife
https://www.ocado.com/webshop/scontent/ocadoProductLife
https://www.tesco.com/groceries/en-GB/zone/loop
https://www.tesco.com/groceries/en-GB/zone/loop
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Do any of
the following
statements apply

to you when it
comes to grocery
shopping?

| spend less time browsing in
grocery stores than | used to

55.1%

| worry about safety when
visiting grocery stores

I 9roeery 47.3%
- 1]
| sanitise my grocery shopping at home
] 26.6%
| wear gloves when grocery shopping
I 16.3%
I’'m stockpiling food and household products
] 14.8%
None
- 6.4%

As we saw earlier, Brits have made a significant
transition to online grocery shopping. And even
when they do visit a physical store, they’re spending
less time there. Just over 55% of consumers say
they’re spending less time browsing in grocery
stores than they used to. That means non-
essential categories like clothing, accessories,
books and magazines could be overlooked. It
could also mean that new products or brands are
less likely to be considered. To make sure they
still get attention, retailers may need to adapt
store layouts or look at online promotions.

1
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Safety when visiting grocery stores is also a

big concern; 47.3% of people say they worry
about their safety in-store. Nearly 27% of
respondents sanitise their grocery shopping
and 16.3% wear gloves when grocery shopping.

People in the older demographic are more likely
to be worried about safety (48.9% versus 45.9%),
but it’s the younger age group who are more
likely to be taking safety precautions; 27.6%
sanitise groceries (versus 24.8%) and 20.7% wear
gloves (versus 11.8%), which begs the question
whether this focus on hygiene will continue
beyond the pandemic for this generation.

Do any of the following

K

statements apply to you when it
comes to grocery shopping?

(select all that apply)

| spend less time br..

| worry about safet...

| sanitize my grocer...

55.1% (546)

47.3% (469)

26.2% (260)

Meanwhile, 14.8% of people are stockpiling food
and household products. Men are more likely to be
stockpiling (16.1% versus 13.6% of women), as are the
younger demographic (16.9% versus 12.6% of those
aged 41-65). While panic buying is to be discouraged
among consumers, could there be an opportunity
for retailers to explore selling more products in
bulk? This might help supermarkets mitigate a
reduction in sales if people start buying in bulk from
D2C retailers (as explored in the next chapter).

In a separate question, a quarter of respondents
said they had bought products in bulk for the first
time during the pandemic. It’s a behaviour that
could stick if consumers find it’s beneficial to have
larger supplies of their favorite products at home.

Have you done any of the
following things for the FIRST
TIME during the pandemic?
(select all that apply)

16.3% (162)

a | wear gloves when ...

I'm stockpiling food... 14.8% (147)
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The D2C
opportunity

@
A
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Have you done any
of the following
things for the FIRST

TIME during the
pandemic?

‘ Shopped with a supermarket online: 27.1%

A\ Bought product in bulk: 25%

A\ Used a click & collect service
for groceries: 21.2%

‘ Shopped for groceries on an online
marketplace (i.e. Amazon): 16.9%

‘ Shopped directly with a food or drink brand
online (i.e. from Pepsi.co.uk): 10.6%

A Signed up to receive food or
drink by subscription: 10%

A None: 25.8%

30

25

20

1

10 I
0]
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o1
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Lots of brands have taken advantage of the COVID for the first time last year. The younger age
e-commerce boom to ramp up direct-to-consumer group, especially, are exploring new ways to
sales. Among them are Kraft Heinz and Pepsi. Heinz shop; 13.3% have tried D2C food and drink during
to Home offers bulk-buy bundles of staples like soup the pandemic (versus 7.8% of older people) and
and spaghetti for home delivery, while, in the States, 23.2% have bought groceries on a marketplace
Pepsi’s new D2C websites PantryShop.com and like Amazon for the first time (versus 10.3%).

Snacks.com, give consumers an easy way to order
the company’s popular food and beverage brands.

As well as offering one-off grocery purchases,
Amazon’s Subscribe and Save feature allows people
to schedule repeat deliveries of everyday essentials
and save up to 15% on the cost. Brands should
certainly consider expanding their distribution
channels to reach Brits wherever they prefer to shop.

A direct-to-consumer offering doesn’t just let
brands increase profit margin by cutting out the
middleman, it also gives them a direct line to their
audience. According to Pepsi CEO Ramon Laguarta,
their direct-to-consumer model lets them “read”
consumers and understand reactions to early
innovation. This helps them with new product
development and deciding what to take mainstream.

Meanwhile, coronavirus has also led to

new people discovering food and drink
subscriptions. Nearly 10% of respondents say
they’ve signed up for a subscription for the
first time during the pandemic, rising to nearly
13% of people in the younger age bracket.

The time is ripe for developing a D2C offering
because the pandemic has forced British consumers

Have you done any of the (2

. _ following things for the FIRST
to adopt new shopping behaviours. Nearly 11% TIME during the pandemic?

of respondents say they purchased food or (select all that apply)
drink products directly from manufacturers

Shopped:with a sup... 27.1% (266)

Bought productsinb.. 25% (245)

statements apply to you when it
i comes to grocery shopping?
Shopped for grocer... 16.9% (166) (select all that apply)

a Used aclick & colle... 21.2% (208) Do any of the following



https://heinztohome.co.uk/
https://heinztohome.co.uk/
https://www.pantryshop.com/
https://www.snacks.com/
https://www.snacks.com/
https://www.pymnts.com/news/retail/2020/nike-pepsi-lead-the-year-of-direct-to-consumer/
https://www.amazon.co.uk/gp/browse.html?node=423139031&ref_=nav_em__subscribe_save_0_2_17_6
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How likely are you to shop
with a food or drink brand
directly online in the next

six months?

Purchase intent for D2C food and drink brands
looks strong. Our data shows that nearly 41.3%

of British consumers are likely to shop with

a food or drink brand online in the next six
months (13.3% say they are very likely). And

while 32.8% of respondents say they’re unlikely,
nearly 26% aren’t sure - this represents a group of
consumers who could potentially be persuaded.

Most likely to be interested in shopping with D2C
brands is the younger age group. 48% of people
aged 18-40 say they'’re likely to in the next six
months (versus 34.3% of people aged 41-66).

What'’s really interesting is that those consumers
who tried shopping with a D2C food or drink
brand for the first time during the pandemic

are now firmly converted; a massive 74.6% say
they’ll shop again in the next six months.

16
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How likely are you to take
out a new food or drink
subscription in the next
six months?

Our data suggests that getting people to try
a food or drink subscription increases their
likelihood to take out additional subscriptions.

More than 68% of people who signed up
for a subscription for the first time during
the pandemic say they’re likely to take out
a new one in the next six months.

This tracks way ahead of the 29.4% of
consumers in general who plan to sign up to a
new subscription. The majority of consumers
(49.5%) say they’re unlikely to look at a new
subscription, although 21% remain undecided.

In terms of purchase intent by demographic, we see
the same trend as before - younger people show
significantly more intent to subscribe to receive food
or drink packages. Nearly 39% of people aged 18-40
say they’re likely to take out a new subscription in
the next six months (versus 19.8% of older people).

There’s certainly been no shortage of innovation

in the F&B subscription sector. As coronavirus has
forced large numbers of restaurants to shut, many
have adopted the model, providing DIY kits so
people can recreate their favourite dishes at home.
One platform helping independent restaurants to
do this is Restaurant Kits. Subscribers can pick
one kit a month, from a list of six, for £30.

Introducing a subscription offering can secure
a valuable recurring income stream. But
research we previously carried out found it’s

important to keep terms flexible to win over
consumers who are afraid to commit.



https://www.restaurantkitsuk.com/#/restaurant-landing-page
https://www.askattest.com/original-research/the-2021-guide-to-direct-to-consumer-trends-us
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Attitudes to
sustainability
and ethics
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‘ Plastic packaging: 32.7%
A Food waste: 20.3%

A Cost of food: 13.5%

A Climate change: 9.5%
A Animal welfare: 9.3%

What dO you /\ Food safety (chemicals/antibiotics etc): 8.6%
: : /A Obesity: 5.7%

th|nk.|s tl.1e most B Other: 04

pressing issue

35

the food industry
should address? .
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It’s been a year of incredible change, but what
impact has the coronavirus crisis had on UK
consumers’ priorities when it comes to things

like global warming and food safety? We asked
respondents to tell us what they believed was the

number one issue the food industry should address.

According to the British public, plastic packaging
is currently the most pressing issue. Nearly 33%
say the industry has to tackle the plastic problem.
If they feel like too little is being done, they could
be right. The nation’s top ten supermarkets
produced almost 900,000 tonnes of plastic
packaging in 2019 - only 1.6% less than in 2018.

Another issue relating to sustainability - food
waste - is given high priority, coming in second
with 20.3% of the overall vote. According to a
2018 study by Wrap, the UK produces 9.5 million
tonnes of food waste annually, resulting in 25
million tonnes of greenhouse gas emissions -
it’s a major contributor to climate change.

What do you think is the most
pressing issue the food industry
should address?

Plastic packaging 32.7% (327)

Food vivaste 20.3% (203)
Cosit of food 13.5% (135)
Clémate change 9.5% (95)
Aréimal welfare 9.3% (93)

Food safety (chemica.. 8.6% (86)

Although the industry still has a big role to play, it’s
a fact that 50% of food is wasted in the home. The

first ever Food Waste Action Week (March 1-7) sees

major players including Asda, Co-op, KFC, M&S,
Premier Foods, Sodexo, Unilever and Waitrose come
together to raise awareness among consumers.

The is the third biggest concern
among UK consumers, getting 13.5% of the vote.
As the pandemic takes a toll on incomes, more
people are struggling to pay the weekly food
bill - something that we’ll explore more later.

Despite the focus on plastic packaging and
food waste, only 9.5% of people think

is the most pressing issue the food
industry should tackle. This indicates that brands
might get better consumer buy-in by talking
about specific sustainability issues rather than
broad efforts to combat climate change.

Now we'd like to ask you some
questions about sustainability and
your concerns around food and

drink.



https://www.macaubusiness.com/uk-supermarkets-caught-in-plastic-packaging-study/
https://www.macaubusiness.com/uk-supermarkets-caught-in-plastic-packaging-study/
https://www.macaubusiness.com/uk-supermarkets-caught-in-plastic-packaging-study/
https://wrap.org.uk/content/food-surplus-and-waste-uk-key-facts-january-2020#:~:text=WRAP%20research%20shows%20we%20now,8.1%20million%20tonnes%20in%202007.&text=By%202018%20food%20that%20could,a%20year%20compared%20to%202007.
https://wrap.org.uk/content/food-surplus-and-waste-uk-key-facts-january-2020#:~:text=WRAP%20research%20shows%20we%20now,8.1%20million%20tonnes%20in%202007.&text=By%202018%20food%20that%20could,a%20year%20compared%20to%202007.
https://www.thegrocer.co.uk/food-waste/supermarkets-and-suppliers-back-huge-week-of-action-on-food-waste/652786.article
https://www.thegrocer.co.uk/food-waste/supermarkets-and-suppliers-back-huge-week-of-action-on-food-waste/652786.article
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Animal welfare is the fifth most pressing

issue, with 9.3% of the overall vote. One retailer
prioritising animal welfare is Waitrose. The
supermarket is rolling out a first-of-its-kind app

to help inspectors assess the emotional wellbeing

of its farm animals, logging observations
about behaviour and body language.

Food safety is given less priority (8.6% say
keeping things like antibiotics and chemicals
out of foods is the most important issue), which
is surprising given the current health crisis.
Overuse of antibiotics in animals can drive
resistance in humans, posing a major health
threat. In the US, big brands like McDonald’s and

Wendy’s are changing practices to improve the
safety of their meat and this has led to greater
awareness among consumers - food safety was
named as the top concern (27.9%) when we
asked the same question to US consumers.

Meanwhile, the issue deemed least important is
obesity, with just 5.7% of the overall vote (even
though being overweight is a key risk factor in
becoming seriously ill with COVID-19). Last summer,
the Government published its latest obesity
strategy proposing a ban on ads for products
high in fat, sugar and salt being shown on TV
and online before 9pm. Other proposed measures
include ending “buy one, get one free” deals on
junk food, and creating more comprehensive
calorie labelling on products and in restaurants.

These proposals may help increase awareness among
the public about healthy eating. Around 63% of UK
adults are now obese or overweight, and while 54.4%
desire to eat more healthily, only 23.3% of people
intend to go on a diet this year (as we’ll see later on).



https://www.gov.uk/government/publications/tackling-obesity-government-strategy/tackling-obesity-empowering-adults-and-children-to-live-healthier-lives
https://www.gov.uk/government/publications/tackling-obesity-government-strategy/tackling-obesity-empowering-adults-and-children-to-live-healthier-lives
https://theconversation.com/english-obesity-policies-have-long-been-unfit-for-purpose-but-they-are-improving-new-research-153659
https://theconversation.com/english-obesity-policies-have-long-been-unfit-for-purpose-but-they-are-improving-new-research-153659
https://www.thepoultrysite.com/news/2021/02/uk-food-retailer-waitrose-unveils-new-mobile-animal-welfare-app
https://www.thepoultrysite.com/news/2021/02/uk-food-retailer-waitrose-unveils-new-mobile-animal-welfare-app
https://www.thepoultrysite.com/news/2021/02/uk-food-retailer-waitrose-unveils-new-mobile-animal-welfare-app
https://www.ft.com/content/5e884010-0fd3-4ed3-a26c-6325813bec76
https://www.ft.com/content/5e884010-0fd3-4ed3-a26c-6325813bec76
https://www.ft.com/content/5e884010-0fd3-4ed3-a26c-6325813bec76
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Please rank how much
these factors influence
you when choosing
food or drink brands

Quality/Taste

Packaging . ore
ey SUStE;E?clzl'ty/ Convenience

Advertising
4.7 4.1 4 2.5
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How important is sustainability to British
consumers when choosing food or drink
brands? We asked respondents to rank six
product attributes in terms of how much
they influence their purchasing decisions.

The primary drivers are price and taste

and quality, both scoring 2.4. We've already
seen how the cost of food has become an
important issue for UK consumers and, with
Brexit expected to lead to higher food prices,
this focus on price is likely to continue.

The third biggest driver behind a food or drink
purchase decision is how healthy the product is,
suggesting that consumers are trying to make
better diet choices. Next, though, is convenience,
which shows people still desire food and drink
manufacturers to do the hard work for them.

Sustainability and ethics gets an average rating
of 4.1 out of 6, proving this is something shoppers
take into consideration when selecting products
but it’'s by no means the priority. What this means
is that brands with a sustainable agenda must
also work hard to stay competitive on price.

Consumers believe that packaging attractiveness
and advertising has the least influence on their
purchasing decisions, but this is likely to be a
bigger driver than they realise. A recent study

by researchers at the University of Southern
California found that the more attractively food is

presented, the more nutritious we perceive it to be.

Please rank how much these fa
factors influence you when
choosing food or drink brands

Price

Quality/taste

Health

Convenience

How often do you recycle food
and drink packaging?

Sustainability/ethics

Packaging attractiveness/ a...
49.7% (497)
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Buy locally produced food and drink

] 38.1%
Buy in season produce
1] 37%
Buy unpackaged products/refills
]
o 35.2%
DO yOu QCt |Ve|y Buy from environmentally friendly
brands
tl'y to dO any Of I 29.9%
the fOI Iowi ng Avoid products containing palm oil
] 25.9%
tO be more Buy organic/naturally grown food
[ 1 k
environmentally i 18.2%
friendly? None:
] 8.9%

To provide some context around how British
consumers consider sustainability and ethics
when they shop for groceries, we asked
respondents to tell us about any specific actions
they take to be more environmentally friendly.
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Buying locally produced food and drink is the

top behaviour we see; nearly 38.1% of people say
they actively try to do this. And just behind this is
buying in season produce (37%). Shopping locally
and seasonally is most important to the older
demographic; 42.4% try to buy local products versus

34.1% of younger people, and 41.7% purchase in season

products (versus 32.5%). Food innovation consortium
EIT Food has suggested this trend for farm-to-

fork could be fuelled by the pandemic, with people
desiring a closer connection to the source of food.

Another growing trend is buying unpackaged

goods or refills, which just over 35% of shoppers try
to do. Older shoppers are most likely to claim this
behaviour (37.8% versus 32.7% of those aged 18-

40). It’'s good news for Waitrose, who have recently
expanded their ‘Unpacked’ refill range, which they
are testing at four stores. New lines include own-label
couscous, chickpeas, diced blueberries, pearl barley,
red kidney beans and wholewheat penne pasta.

But, perhaps even more compelling, is that 29.9%
of consumers say they now actively try to buy
from environmentally friendly brands, and this
rises to nearly 32.5% of shoppers aged 18-40.
Brands with a poor track record on environmental
issues risk losing market share to socially-minded

Do you actively try to do any of the fa

following to be more
environmentally friendly? (select
all that apply)

Buy locally prioduce... 38.1% (378)
Buy in seasoin produce 37% (367)
Buy unpacksi.iged pr.. 35.2% (349)
Buy from e;environm... 29.9% (297)
Avoid prci:rducts con.. 25.9% (257)

Buy organic/natural.. 18.2% (181)

competitors. For example, Dutch chocolate brand
Tony’s Chocolonely is putting pressure on big
chocolate manufacturers to eliminate slave and
child labour from their supply chains by designing
their labels to hint at the serial offienders.

Meanwhile, more than a quarter of consumers (25.9%)
actively try to avoid products containing palm oil.
Production of palm oil contributes to deforestation.
Following customer feedback, Australian
confectionery giant Darrell Lea has replaced palm

oil as an ingredient across its entire range.

The behaviour that British shoppers are least likely
to have adopted is buying organic or naturally
grown food. Just over 18% of consumers say

this is something they try to do. But what we do
see is that younger people are more likely to buy
organic; 21.3% versus 15.1% of people aged 41-65.

Thinking about packaging, how
important to you is it that food
and drink brands do the
following?

Make packaging easily recyclable

Very important 55.4% (551)

o~ s


https://qz.com/1952138/the-pandemic-has-made-us-fans-of-local-produce-and-groceries/
https://qz.com/1952138/the-pandemic-has-made-us-fans-of-local-produce-and-groceries/
https://www.thegrocer.co.uk/waitrose/waitrose-expands-unpacked-refill-range/651590.article
https://www.youtube.com/watch?v=j7awChZJGP0
https://www.youtube.com/watch?v=j7awChZJGP0
https://www.reuters.com/article/us-australia-palmoil-environment-idUSKBN26222U
https://www.reuters.com/article/us-australia-palmoil-environment-idUSKBN26222U
https://www.reuters.com/article/us-australia-palmoil-environment-idUSKBN26222U
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Thinking about packaging,
how important to you
is it that food and drink

brands do the following?

Important Unimportant Neither important
or unimportant
Food and drink packaging has been a Get rid of unnecessary packaging 87.7% 3.3% 9%

hot topic for a number of years now, but
with a prediction that there will be more

plastic in the ocean than fish by 2050, Make packaging easily recyclable 86.9% 3.3% 9.8%
there’s still a lot more work to be done.

We asked respondents to tell us how important Stop using plastic packaging 83.3% 59, 1.7%
they felt a number of different packaging

initiatives are. The initiative consumers

believe to be most important is getting rid Use recycled materials 82.8% 4.7% 12.5%
of unnecessary packaging; nearly 88% of in packaging

respondents say it’s important. Tesco have

announced they’ve hit their target to remove Make packaging biodegradable 82.5% 4.2% 13.3%

a billion pieces of plastic after working with
suppliers to ditch unnecessary packaging.

Have refillable packaging 71.4% 7.2% 21.3%



https://www.businessinsider.com/plastic-in-ocean-outweighs-fish-evidence-report-2017-1#:~:text=By%202050%2C%20plastic%20in%20the,tons%20of%20fish%20by%202050.
https://www.businessinsider.com/plastic-in-ocean-outweighs-fish-evidence-report-2017-1#:~:text=By%202050%2C%20plastic%20in%20the,tons%20of%20fish%20by%202050.
https://www.thegrocer.co.uk/plastic/tesco-confirms-billion-piece-plastic-reduction-target-hit-in-2020/651719.article
https://www.thegrocer.co.uk/plastic/tesco-confirms-billion-piece-plastic-reduction-target-hit-in-2020/651719.article
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Meanwhile, nearly 87% of consumers think making
packaging easily recyclable is important. A

2019 study of British supermarkets found only
half of packaging is easily recyclable, while in

the US, Greenpeace is in the process of suing
Walmart for deceptive recyclability labels.

Just over 83% of Brits think food and drink
manufacturers should stop using plastic
altogether. Plastic certainly has a role to play in
helping preserve food and reduce food waste,
indicating the manufacturers may need to
educate consumers, while ensuring the plastic
they use is as sustainable as possible.

Using recycled materials in packaging is deemed
important by 82.8% of consumers. Currently, it’s
estimated that only 9% of all plastic thrown away
is recycled. There are plans underway to penalise
retailers in the UK for using plastic packaging that

does not contain at least 30% recycled plastic. The

Plastic Packaging Tax (PPT), which will come into
effect from 1 April 2022, is designed to provide an
economic incentive for businesses to use recycled
materials in the production of plastic packaging,

which will create greater demand for these materials.

In turn, it’s hoped this will stimulate increased
levels of recycling and collection of plastic waste,
diverting it away from landfills or incineration.

Meanwhile, 82.5% of respondents say making
packaging biodegradable is an important action
for manufacturers to take. However, a study
carried out by the University of Plymouth, found
that some biodegradable plastics failed to break
down in seawater or earth over a period of three
years, and those that did, could leave harmful
microplastics behind, so moving to biodegradable
packaging must be carefully considered.

The initiative UK consumers are least likely

to call for is refillable packaging. Just over
71% say this is important, while 21.3% remain
undecided as to whether it's a good solution

or not. But we've already seen that shoppers
are buying loose produce when it’s available so
these consumers may be converted once refill
ranges are rolled out across UK supermarkets.
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https://www.which.co.uk/news/2019/06/almost-half-of-supermarket-packaging-isnt-easily-recyclable-which-finds/
https://www.which.co.uk/news/2019/06/almost-half-of-supermarket-packaging-isnt-easily-recyclable-which-finds/
https://yubanet.com/enviro/greenpeace-inc-sues-walmart-for-deceptive-recyclability-labels-on-its-plastic-products-and-packaging/
https://yubanet.com/enviro/greenpeace-inc-sues-walmart-for-deceptive-recyclability-labels-on-its-plastic-products-and-packaging/
https://www.nationalgeographic.org/article/whopping-91-percent-plastic-isnt-recycled/#:~:text=Of%20the%208.3%20billion%20metric,the%20natural%20environment%20as%20litter.
https://www.nationalgeographic.org/article/whopping-91-percent-plastic-isnt-recycled/#:~:text=Of%20the%208.3%20billion%20metric,the%20natural%20environment%20as%20litter.
https://www.ey.com/en_gl/tax-alerts/uk-government-issues-details-of-new-plastics-packaging-tax-effective-1-april-2022
https://www.ey.com/en_gl/tax-alerts/uk-government-issues-details-of-new-plastics-packaging-tax-effective-1-april-2022
https://www.bbc.com/future/article/20191030-why-biodegradables-wont-solve-the-plastic-crisis
https://www.bbc.com/future/article/20191030-why-biodegradables-wont-solve-the-plastic-crisis
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How often do you
recycle food and
drink packaging?

Britain is a nation of recyclers - or at least

they claim to be. Nearly 87% of people say

they either ‘always’ recycle food and drink
packaging or do so ‘most of the time.” A further
9.3% say they recycle ‘sometimes’, while

4% admit to ‘rarely’ or ‘never’ recycling.

Always

-
Most of the time

]
Sometimes

-
Rarely

Never

The older demographic are more dedicated to

49.7%

36.9%

9.3%

3.1%

0.9%

recycling than their younger counterparts. Nearly

91% regularly recycle (versus 82.7%) and 59%
of those individuals say they ‘always’ recycle

(versus 40.9%). Women are more likely overall
to recycle than men (88.2% versus 85.1%), but

men are slightly more likely to recycle religiously

(51.8% ‘always’ recycle versus 47.7%).

With the majority of consumers actively trying
to recycle, it’s important brands take steps to
support them by providing clear information
about the recyclability of their packaging.
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During the
pandemic, have
you seen your
household income:

A Increase: 10.9%
‘ Stay the same: 51.7%
‘ Decrease: 33.4%
/\ Fluctuate: 2.9%
A\ I'm not sure: 1%

Since the start of the pandemic, nearly 10 million
people have been furloughed in the UK, while
redundancies are at record levels and unemployment
stands at 5%. Our data shows that a third of Brits have
seen their household incomes decrease since the start
of the pandemic (33.4%). The older demographic is
more likely to have experienced a dip in household
income than younger people (36.1% versus 30.7%).

On the other hand, some people’s businesses
have benefited from the pandemic; 10.9% of
respondents have seen their household incomes
increase. People aged 18-40 are twice as likely
to have experienced an increase than their

older counterparts (14.6% versus 7.1%).

For the most part, though, British household
incomes have remained the same; 51.7% say
they have seen no change. A further 2.9% are
experiencing fluctuations in household income.
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https://www.bbc.com/news/business-52660591
https://www.bbc.com/news/business-52660591
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During the pandemic,
have you seen your

spend on groceries:

4.8% 1.3%

Fluctuate I'm not sure

15.4%

Decrease

33.5%

Increase

45%

Stay the
same

We’'ve seen how incomes have been affected by

the pandemic, but what impact has this had on
grocery spending? Only 15.4% of respondents say
their grocery spend has decreased (even though
33.4% have seen a reduction in their income). This
means they’re spending a larger percentage of their
household income on groceries than they were before.

Meanwhile, more than a third of respondents say
their grocery spend has gone up (33.5%).
Women are more likely to say their spend

on groceries has increased than men (371
versus 29.7%) but they’re also more likely to

say it's decreased (16.9% versus 13.9%).

There are marginal differences between the
age groups; 16.1% of those aged 41-65 say
their grocery spend has decreased (versus
14.8% of younger people). On the other hand,
34.3% of respondents aged 18-40 say their
grocery budget has gone up (versus 32.7%).

This extra expenditure is not only due to rising food
costs; lockdown closures of workplaces and schools
has led to increased consumption of food at home.
Meanwhile, comfort eating has also led to higher
spending on groceries, as well as weight gain - an
issue researchers are referring to as “covibesity”.



https://reliefweb.int/report/world/food-prices-rise-sharply-january
https://reliefweb.int/report/world/food-prices-rise-sharply-january
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7371584/
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7371584/
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What do you expect
your grocery budget
to do in the next 6
months?

Increase

Stay the same

Decrease

Fluctuate
[ ]

I'm not sure

23.3%

54.8%

14.9%

4%

2.7%

Do consumers expect to continue spending
more on groceries or will they be looking to
rein spending in? Our data shows that only
14.9% of respondents think their grocery

budget will decrease in the next 6 months.

The majority of people (54.8%) expect their budget
to stay the same, while nearly 23.2% believe their
spending will increase. Interestingly, people in

the older demographic are significantly more

likely to be planning to spend more on food in the
immediate future; 27.3% say their grocery budget
will increase versus 19.5% of those aged 18-40.
That’s despite being the group most likely to

have suffered a decrease in household income.

On the other hand, 15.6% of people in the
younger age group expect their food spending
to decrease, versus 14.3% of older people.
Perhaps younger people are more optimistic
about a return to normal life in the near future
and anticipate spending less time at home?
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How the pandemic
has changed
purchasing habits
across categories

Supermarkets have been enjoying record sales but
which product categories have benefited the most
from increased consumer spending on groceries? We
asked respondents to tell us how the pandemic has
affected their spending across a range of categories
(whether they’re spending more, less or the same

as previously). We then analysed the figures to
arrive at the net percentage increase or decrease.

Cleaning/
household
products

24.5%

Convenience

foods

-6%

Fresh fruit
and veg

20%

Own-brand/
value products

1.4%

Alcohol
-9.9%

Canned
foods/pantry
goods

19.9%

Toiletries/
cosmetics

-4%

Premium/
luxury foods

-20.6%



https://www.ncbi.nlm.nih.gov/pmc/articles/PMC7371584/
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It’s perhaps no surprise that spending on cleaning
and household products has boomed; there's
been a 24.5% net increase in people spending
more as they try to sanitise their environments.

Spending on toiletries and cosmetics, on the
other hand, has gone down (-6%) because, while
people want to keep themselves clean, there’s
less need to spend on things like make-up or
fragrances when you’re not going out as much.

Fresh fruit and veg sees the second biggest net
increase of 20%, which likely represents a desire

to maintain a healthy diet and boost immunity -
understandable in a time of mass sickness. At the
same time, the convenience food category sees a 4%
decline in sales, indicating that cooking from scratch
could be on the rise. But it is older people driving

the decline in convenience food, with a net decrease
of 15.3% versus a 6% uplift for younger people.

Meanwhile, we see people (particularly women)
stocking up on longlife foods, including canned
and pantry goods (up 19.9%) and frozen foods
(up 11.4%). It figures that Brits want fully stocked

Has the pandemic changed your a2
purchasing habits in any of the
following categories?

Own brand/value products

I'm spending the sa... + 61.3% (606)

Toiletries/cosmetics

I'm spending the sa... ' 60.7% (600)

Canned foods/pantry goods

I'm spending the sa... 58.5% (578)

Frozen foods

I'm spending the sa..  57.3% (566)

cupboards and freezers at a time when they could
be required to quarantine with a moment’s notice.

The decrease in household incomes seems to
be driving increased consideration for own-
brand or value products; this category sees a
18.3% net increase in people spending more.
Women, especially, are spending more on own-
brand goods (22.6% versus 13.7% of men).

On the other side of the coin, premium and
luxury foods have taken a big hit; seeing a net
decrease of 20.6%. But this decline is largely
driven by older shoppers; the net decrease is
28.3% among people aged 41-66, while that figure
stands at 13.4% for the younger demographic.

Another casualty is alcohol, which declined by 9.9%.
But we see a big disparity between the demographics
in terms of spending on alcohol; among the younger
age group, there’s been a net decline of 5.7%, but
among older people, there’s been a larger decrease
of 14.3%. Women are also more likely to have reduced
their spending on alcohol (11.1% versus 8.7% of men).

Which of the following do you fe
currently purchase? (Select all

that apply)
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Which of the
following do you
currently purchase?

>
., @

o MW

N

9.

. Plant-based milk alternatives: 25.9%
. Plant-based meat (i.e imitation

beef burgers): 24.9%

. Probiotic products to support gut bacteria: 20.2%
. Products containing added protein: 19.6%
. Flavoured sparkling water to drink

instead of alcohol: 17.3%

. Low or no-alcohol beer, spirits, cider or wine: 14.1%

Flavoured sparkling water to mix with spirits: 13.3%

. Alcoholic flavoured sparkling

water (hard seltzers): 10.2%
Products containing CBD: 8.2%
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Which of the following do you fe
currently purchase? (Select all

that apply)

Plant-baised milk al..  25.9% (254)
Plant-baésed meat (i.. 24.9% (244)
Probioitic foodordr.. 20.2% (198)
Food (é)l' drink conta... 19.6% (192)

Flavoured sparkling... 17.3% (170)

. | would describe myself as a... fa
Low or no-alcohol b... 14.1% (138)

Meateater 163.2% (629)

Flexitarjan (eat me..  23.2% (231)
Vegetarian 5.3% (53)

Pescatarian 4.9% (49)

Vegan 3.3% (33)

From plant-based to probiotics, R&D in food and
drink is constantly moving, but which categories
are British consumers most invested in? Our survey
finds that more than a quarter of consumers are
now buying plant-based milk alternatives (25.9%).

It’s a trend that mainstream brands are starting to
get onboard with - Nescafé is launching a line of
vegan flat white latte pods that will be available in
almond, oat, and coconut variations, while Mdller is
also launching a vegan line that includes flavoured
oat milk and dairy-free rice pudding. Although EU
labelling plans could put a spanner in the works
for plant-based dairy products, proposing a ban

on terms like ‘milk’, ‘creamy’ and ‘yoghurt’.

Plant-based meat is also gaining real traction,
purchased by almost a quarter of respondents
(24.9%). Meatless meat is one of the fastest-
growing categories of plant-based food globally,
growing at a rate of 28% annually. Financial firm
UBS, predicts the industry will be worth $85
billion by 2030. Such is the interest, that Asda
are even trialing a vegan butcher concept, with
a 22-strong lineup of plant-based products.



https://www.greenqueen.com.hk/almond-milk-nescafe-coffee-giant-launches-vegan-latte-pods-in-the-u-k/
https://www.greenqueen.com.hk/almond-milk-nescafe-coffee-giant-launches-vegan-latte-pods-in-the-u-k/
https://www.greenqueen.com.hk/almond-milk-nescafe-coffee-giant-launches-vegan-latte-pods-in-the-u-k/
https://www.livekindly.co/muller-vegan-range/
https://www.livekindly.co/muller-vegan-range/
https://www.livekindly.co/muller-vegan-range/
https://inews.co.uk/news/environment/vegan-dairy-producers-battle-eu-plans-for-labelling-crackdown-845473
https://inews.co.uk/news/environment/vegan-dairy-producers-battle-eu-plans-for-labelling-crackdown-845473
https://inews.co.uk/news/environment/vegan-dairy-producers-battle-eu-plans-for-labelling-crackdown-845473
https://www.ubs.com/microsites/wma/insights/en/investing/2019/meat.html
https://www.ubs.com/microsites/wma/insights/en/investing/2019/meat.html
https://www.thegrocer.co.uk/plant-based/asda-trials-vegan-butcher-concept-at-watford-store/651718.article
https://www.thegrocer.co.uk/plant-based/asda-trials-vegan-butcher-concept-at-watford-store/651718.article
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But what’s really interesting about this trend is that
it’s not actually being driven by vegans. People who
describe themselves as “flexitarian” are the ones
most likely to be buying plant-based milk and meat
alternatives. Just over 42% of flexitarians buy plant-
based milk (versus 36.4% of vegans) and 41.9% buy
plant-based meat (versus 30.3% of vegans). And
bear in mind that the amount of vegans in the UK

is still very small, while flexitarianism is taking off
much more broadly. Perhaps vegans just don’t desire
food and drink that mimics animal products in the
same way people who still eat some meat do?

Other product innovation areas include food and
drinks with added ingredients, like probiotics

or protein. Products like kefir, kombucha and
sourdough that promote gut bacteria and help to
support a healthy digestive and immune system
are gaining in popularity - probiotic yoghurt, in
particular, is having a moment. Our data shows
that just over 20% of people currently purchase
food or drink to support gut bacteria.

A further 19.6% buy food or drink with added protein.
This could be to support bodybuilding goals or an
animal-free diet (21.2% of vegans buy products in

this category). Even Coldplay bassist Guy Berryman

is getting in on the act, launching a range of protein
bars, shakes and powder made from golden peas.

And what about CBD? Hemp-derived CBD is being
added to everything from tea to gin and we're

also starting to see trends converge, with CBD-
infused plant-based milk and CBD kombucha.

UK consumer spending on CBD-related products is
expected to reach the £1bn mark by 2025 and we see
that 8.2% of respondents are currently shopping in
the CBD category. But the number of CBD-infused
food and drink products on the market is likely

to get smaller as of April this year thanks to an

FSA clampdown. The watchdog set a deadline for
manufacturers to provide more information about
their contents and apply for novel foods authorisation.



https://www.foodmanufacture.co.uk/Article/2021/01/13/Coldplay-bassist-launches-plant-based-protein-range#
https://www.foodmanufacture.co.uk/Article/2021/01/13/Coldplay-bassist-launches-plant-based-protein-range#
https://www.thegrocer.co.uk/hot-beverages/york-based-tea-suppliers-link-to-launch-mental-wellbeing-focused-beau-t-full-minds/652655.article
https://www.thedrinksbusiness.com/2020/05/silent-pool-distillery-launches-cbd-gin/
https://www.foodmanufacture.co.uk/Article/2019/10/24/Healthy-foods-firm-launches-UK-s-first-plant-based-CBD-milk
https://www.foodmanufacture.co.uk/Article/2019/10/24/Healthy-foods-firm-launches-UK-s-first-plant-based-CBD-milk
https://www.thegrocer.co.uk/new-product-development/lo-bros-targets-gut-health-with-new-shots-and-adds-cbd-kombucha/649054.article
https://canex.co.uk/uk-cbd-market-on-a-high-amidst-global-pandemic-and-restrictive-regulations/
https://www.thegrocer.co.uk/consumer-trends/consumers-back-regulations-on-cbd-food-and-drink-products/602748.article
https://www.thegrocer.co.uk/consumer-trends/consumers-back-regulations-on-cbd-food-and-drink-products/602748.article
https://finance.yahoo.com/news/probiotic-yogurt-witnessing-surging-demand-143000391.html
https://finance.yahoo.com/news/probiotic-yogurt-witnessing-surging-demand-143000391.html
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Meanwhile, we see the UK starting to embrace
seltzers (flavoured sparkling water), which are
already popular State-side. Seltzers are becoming a
go-to drink for people embracing the sober curious
movement, as well as those who just want to add a
level of sophistication to their alcoholic drinks. Just
over 17% of Brits say they buy flavoured sparkling
water to drink instead of alcohol, while 13.3% buy
seltzers to mix with spirits and 10.2% purchase
hard seltzers (with alcohol already in them).

“Mindful drinking” is said to be driving growth of
the low or no-alcohol beer, spirits, cider and wine
category. According to The Grocer, sales were up
31.2% for the 52 weeks to the end of November
2020. Our data shows 14.1% of British consumers
regularly shop in the low and no-alcohol category.

It’s worth noting that the younger age group shows
more interest in all the F&B innovations than the
older age group, besides probiotics. The categories
with the widest gap amongst age groups are protein-
added foods (27% for younger versus 11.8% for

older) and CBD-infused products (12.7% versus
3.4%). Meanwhile, women also show marginally more
interest in all categories except CBD. The biggest
differences are seen in plant-based milk, which 28.2%
of women buy versus 23.5% of men, and seltzers

to drink instead of alcohol (19.5% versus 15.1%).

Which of the following do you Fa
currently purchase? (Select all

that apply)

Flavoured sparkling.. 19.9% (106)

Low or no-alcohol be... 14.3% (76) Eﬂ[ﬁh

Flavoured sparkling.. 14.5% (77)

Alcoholic flavoured ..  10.7% (57)

Food or drink containin... 7% (37)

Message card

None : 19% (101)

And finally, a few questions about
you...


https://www.thegrocer.co.uk/category-reports/mindful-drinking-adult-soft-drinks-category-report-2020/651574.article
https://www.thegrocer.co.uk/category-reports/mindful-drinking-adult-soft-drinks-category-report-2020/651574.article
https://www.thegrocer.co.uk/category-reports/mindful-drinking-adult-soft-drinks-category-report-2020/651574.article
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How would you
describe your alcohol
consumption?

I’'m teetotal
] 141%
I’m an occasional drinker
[ 45.7%
| drink on the weekend
] 20.3%
I’m a regular drinker

19.9%

We saw earlier how people have cut back their
spending on alcohol during the pandemic but does
this mean they’re drinking less than before? We
asked respondents how they would describe their
alcohol consumption and compared it with data from
2019 - although it’s important to remember that self-
reported data on drinking is not always accurate.

Overall, people are most likely to describe themselves
as “an occasional drinker”; 45.7% of respondents said
this, down from 51% in 2019. Complete abstinence from
alcohol is also down; 14.1% of respondents describe
themselves as “teetotal”, compared with 18% in 2019.

Meanwhile, 20.3% say they drink at the weekend

(up fractionally from 20%) and nearly 20% say they
are a regular drinker (up from 12%) - so we can

see an increase in frequency when it comes to how
often people drink. With the 9.9% net reduction in
people spending on alcohol, we can only assume that
consumers have switched to buying cheaper alcohol.
Figures show that alcohol-related deaths in the UK hit

a record high during the first nine months of 2020.

Interestingly it’s people in the older age group - the
ones who have most reduced their alcohol spend

- who are the most frequent drinkers; 29.9% say
they are regular drinkers (versus 12.9% of people
aged 18-40). Men, too, are more likely to drink
frequently than women (23.2% versus 16.7%).

People in the younger age group are more likely to
be teetotal (17.1% versus 11%) or drink “occasionally”
than their older counterparts (48.7% versus 42.5%).
It’s worth noting that this trend is the reverse of
what we see in the US, where older people are

more likely to be teetotal and younger people are
nearly twice as likely to be weekend drinkers.



https://www.bbc.com/news/health-55900624
https://www.bbc.com/news/health-55900624
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| would describe
myself as a...

Meateater
] 63.2%
Flexitarian

1 23.2%
Vegetarian

] 5.3%
Pescatarian

] 4.9%
Vegan

[ 3.3%

A record 440,000 people globally signed up to take

part in Veganuary 2021, the 31-day vegan challenge,
underlining the growing interest in plant-based diets.

But it’s flexitarianism - a diet that contains some
meat - that is growing more popular in the UK. Data
from our survey last year shows that the percentage
of Brits who describe themselves as “flexitarian”
has risen from 19% in 2020 to 23.2% today.



https://veganuary.com/veganuary-2021-biggest-year-yet-growing-every-3-seconds/#:~:text=1st%20January%2C%202021%20–%20As%20Veganuary,1%20person%20every%20three%20seconds!
https://veganuary.com/veganuary-2021-biggest-year-yet-growing-every-3-seconds/#:~:text=1st%20January%2C%202021%20–%20As%20Veganuary,1%20person%20every%20three%20seconds!
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Do you intend to
actively do any of the

following in 2021?
As British consumers continue to face tough Be more environmentally friendly _ 32.9%

times, it’s especially important for brands to

find meaningful ways to connect with them. Reduce grocery spend _ 29.9%

We asked respondents about their key goals

for the year to identify ways that food and Be more adventurous in the kitchen _ 27.4%

drink manufacturers can help support them.
o
Go vegan or vegetarian - 6.8%

A . vone N 5.3
o a . 0 10 20 30 40 50 60

Go on a diet

Reduce alcohol consumption

o
Start buying organic/free range - 10.6%
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The number one thing UK consumers would

like to do in 2021 is eat more healthily; 54.4%

of people want to improve their diets. This is
understandable amidst a global health crisis, and
brand communications that talk to issues like
boosting immunity, heart health and maintaining a
healthy BMI should be well-received. But retailers
must back this up by making healthy foods available
at affordable prices - something that a group

of shareholders are pressuring Tesco to do.

Sharing healthy recipes and weight loss
resources is another way to support the 23.3% of
respondents who actively intend to lose weight
by going on a diet. Women especially want to
eat more healthily (68.8% versus 49.9% of men)
and go on a diet (28.4% versus 17.9% of men).

Meanwhile, there’s a desire to switch things
up when it comes to the way people eat; 27.4%
want to be more adventurous in the kitchen
this year (rising to nearly 31% of the younger
age group). This represents an opportunity
for brands to help consumers discover new
foods, flavours and cooking techniques.

A significant 32.9% of people want to be more
environmentally friendly, rising to 34.4% of

Q16

Do you intend to actively do any of fa
the following in 20217 (Select all

that apply)

Eat more healthily :  54.4% (540)

Be more environme... 32.9% (326)

Reduce grocery sp..  29.9% (297)

the younger demographic. It means now is a
great time for brands to step up communication
about CSR initiatives. This trend also includes
10.6% of respondents who intend to start buying
organic or free range food, and 6.8% who are
going to try giving up meat to become vegan

or vegetarian. Younger people show greater
intent for cutting out meat (9.4% versus 3.9%).

Nearly 30% of respondents say they’ll be looking
for ways to bring down the cost of their grocery
shopping or get more value. With many Brits feeling
the strain right now, promoting special offers or
introducing value pack sizing should resonate.

Another goal, shared by nearly 20% of British
consumers, is reducing alcohol consumption. UK

alcohol sales spiked in January, indicating that take

up of this year’s Dry January initiative may have been
lower, but mindful drinking remains an important

trend. There’s certainly opportunity for low or no
alcohol brands to appeal to people looking to reduce
their intake rather than cut out booze altogether.



https://www.bbc.com/news/business-55996582
https://www.bbc.com/news/business-55996582
https://www.thesun.co.uk/money/13735888/boozy-brits-sales-wines-spirits-soar-lockdown/
https://www.thesun.co.uk/money/13735888/boozy-brits-sales-wines-spirits-soar-lockdown/
https://www.thesun.co.uk/money/13735888/boozy-brits-sales-wines-spirits-soar-lockdown/
https://www.thesun.co.uk/money/13735888/boozy-brits-sales-wines-spirits-soar-lockdown/
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Thanks for reading

We hope this report gives you a lot of food for thought. From Get 1 tOUCh!

the drive to eat more healthily, to an increased awareness
about environmental issues, the data shows there are a
number of interesting trends developing right now. askattest.com

For brands wanting to dig into them more deeply, Attest hello@askattest.com

gives you access to more than 100 million consumers in 49

markets. Our self-service consumer research platform lets you
gather insights in lightning-fast time, while our three layers of
quality measures means you can have complete confidence in
the data. We also have a team of research assistants to help , | @askattest
brands get the most useful insights from their projects.

m / attest-technologies-limited

ﬁ / @askattest
We're already helping high growth F&B brands like Fevertree,

DRY Soda, Little Dish, Nomadic Dairy and Organic Valley to
understand their consumers and make data-backed decisions.

Book a call to find out how we can help you.



https://www.askattest.com/book-an-intro
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