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Who We Are, The Levercliff Team

Category Consultants

3 7

Clodagh Sherrard Fintan O’Leary Duncan Macaskill Mark Dawson Mark Grant Tom Evans
Marketing Commercial Category Analysis Category Commercial/Buying Insight

. ) | %
Will Shaw Lauren Smith Louise Cowdy Clair Prior Charlie Carr Andrew Doyle
Operations Insight Insight Consumer Research  Insight Innovation
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Methodology

10 minute quantitative research
UK Representative

Sample size of 1006

Plus Wales & Scotland Boost
Analysis by Levercliff
Conducted in October 2021

«Q
"‘
Levercliff




People are worried about the environment

/8% of UK adults
are concerned
about the
environment (33%
extremely
concerned)

Base 1006 Q Overall how concerned are you personally about the environment? 03 December 202]



Who is Most Concerned?

ocial grade ABs Vegans & Vegetarians
xtremely concerned 48% extremely concerned

——? FIeX| ans 47%

Base 1006 Q Overall how concerned are you personally about the environment? 03 December 2021



Why are People Concerned?

People are concerned about the future of humanity generally but also at a personal

level the impact on their children’s/grandchildren’s future

35% in family households

B A 28% Age 65+
30% ; £
27%
25% 7 v
20% / 4 ) Uk
15% 13%
’ 12%
o 8% 7% :
° 6% .
59, 4% 4%
. . -
0% ]
The future of My children’s My Protecting The impact on The impact on The economic My future  Theimpacton Don’'t know
humanity future grandchildren’s wildlife human health the beauty of impact of marine life
generally future the Earth environmental
damage

Base: 782 Q And what is the main reason you are concerned about the environment?

1%

Other
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What Are They Concerned About?

Environmental Concerns, Top 5

m Any Concern g Top Concern

Climate change 52%

Plastic waste/pollution 58%

Food waste 53%

P

N%

Animal welfare 46%

14%

1

Deforestation 43%

6%

1

Base 1006 Q Thinking about the environment generally, which of the following issues
actively concern you? And which issue concerns you most?
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Currently few consumers are guided by sustainable
choices when shopping for food & drink

My choices are guided
by what my
household enjoys
including favourite
brands and products

| shop to a budget,
and look for the best
prices and offers when
shopping for food &
drink’

- -
Poe. -

s

| love trying new food
& drinks, thus am
always looking for
products that will give
me new experiences

My choices are first

and foremost driven
by health

| always choose the My choices are
best quality, principally driven by
regardless of price  whether products have
been produced
responsibly

Due to my lifestyle, my
product choices are
principally based
around convenience

Base 1006 Q Overall, when shopping for food and drink which of the following statements best reflects your main behaviour?
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Product/Brand Choice Drivers

Sustainable factors currently have only a comparatively
limited impact on product or brand choice.

Not
influential
Value money
It's available where | normally shop 6
""" Abrandltrust 8% 4%
The shelf life of product 8%
Something | have bought before 10%
""""""""""""""" Abrand Iknow g B0%
That it is on offer 12%
""""""" Whether it was produced responsibly — pm2d%mm s Bl%e
Where product/ brand comes from 24%
The brand product supports health wellness 28%
That it is suitable a particular diet (gluten free, vegetarian.. 49%

Slightly
influential

3% 29%

35%

Very influential

68%

Base: 1006 Q We would now like you to think about when you are shopping for groceries (food &drink). How influential are the following factors to you in deciding which

products or brands to buy?
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How Do Consumers Judge Whether a Company is a
Responsible Producer?

How companies serve consumers and support a healthier environment is
considered most important

Whether it takes

How it treats its action to support How it serves How it supports the
workers healthier customers community
environment

UK Most 239, 29% 35% 13%
Important

Most &

second

el 56% 52% 56% 36%
important

Base 1006 Q If you were judging whether a food or drink company was a responsible producer, which of the following would be most important to you? Please rank in order of
importance where 1is most important and 4 the least.

Levercliff
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If consumers are so
concerned about the
environment, why aren’t
they shopping more

sustainably?

Addressing the ‘say do gap’
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29% of UK adults i |
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Cost is the main barrier to shopping more sustainably but also a
reluctance to change current habits or switch from favourite products

Top 6 Reasons

Sustainable products cost more _ 39%

They don’t want to change their eating

(o)
habits e.g. eating less meat - _ 27%

They don't want to stop buying

o
favourite brands or products _ 23%

It is not easy to understand how

B >

sustainable products are

They have other things that are of

greater importance to them to worry - 22%

about

They feel that their actions alone will

- >

not make a difference

N A

Base 1006 Q People often say they are concerned about the environment but then do not .ff
always make sustainable choices when shopping for food & drink. Why do you feel this is? Level‘cll

03 December 2021



45% of UK adults

are prepared to pay
more for food and
drink products that
are sustainable

U
Base 1006, Strongly agree or agree with statement ‘| would be prepared to pay more for food and drink products that are sustainable’ December

2021




Who Should Pay Some or All of the Cost to Make
Products More Sustainable?

They feel the cost burden should be shared

<DXITY
IREEE™ T RSy

: : Food manufacturers Farmers (e.g,
Consumers (e.g, through ~ Government (e.g,  Retailers (e.g., absorbing . , (e.g
higher prices) through subsidies) additional costs) (e.g. absorbing absorbing additional
2 additional costs) costs)
Any
responsibility
for additional
costs ’
Don’t know @\w‘%{,
o Levercliff
Base 1006 Q Assuming it costs more to make food or drink products sustainable, who do you feel should pay all or some of this additional cost? everc !)3
December

2021



Consumers are worried about the
environment and are looking to producers
to provide sustainable solutions.

However, with growing pressures on
household finances from rising prices (in
food & drink and elsewhere) most
consumers dre not prepared to move to
sustainable products at any cost.

03 December 2021



Who is Responsible for Making Food & Drink More
Sustainable?

While consumers feel there is a joint responsibility ultimately, they feel it
lies with food manufacturers and Government
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Consumers e.g. through Government e.g. Retailers e.g. throughthe  Manufacturers e.g. Farmers e.g. through
what they buy through legislation products & packaging  through the products farming methods
they source and sell  they make & packaging
they use

Any Don't know
responsibility 13%

Main
responsibility L

Levercliff

Base 1006 Q Whose responsibility do you feel it is to make the food & drink we buy more sustainable?
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Reducing food waste is the main action consumers are taking
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