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BORD BIA X CANVASS8: INTRODUCTION

EEEEEEE

In 2008, in the midst of The
Great Recession, Bord Bia
launched a study that set
out to understand the
changing consumer
landscape and how best for
the food and drinks industry
to respond.

Thinking

House

lale] Feeling the Pinch’[Ej(8le\VAgelal{e]g

a number of years and enabled
businesses within the food and
drinks industry to develop a
strategy with particular
consideration for how to navigate
their brands and positioning in
markets, as the consumer evolved
throughout the recessionary period.
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Feeling the Pinch 2008-2013
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NelWAelaslleNeRgrowing global We've seen a significant

caused by the COVID- expansion of food delivery
19 pandemic, Bord Bia is running services and new meal offerings,
a new Feeling the Pinch studly. the rising influence of foodie
While the aims are similar, a lot culture, and the formalisation of
has changed since the 2008- exciting new food cultures and
2013 studly. trends. Sustainability and wellness

considerations have increased,
while technological sophistication
has transformed everyday life.
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This change in context, and
consumer attitudes and

behaviours they have brought,

lay the ground for new
foundations as we enter

a period of disruption the
world has no playbook for.

Thinking

House

The events of 2020 have led to
the most significant temporary
changes in consumer behaviour
in recent history. Billions of
people have been forced to stay
home and significantly alter their
everyday lifestyles, and
restaurants and bars were and
In many places still are closed
for months.

CANVASS
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The only thing we can be certain of, is
how little certainty we have. As the world
shifts underneath our feet, the need for
clear-sighted thought leadership and
empirical guidance for industry is critical.

At the centre of dll of these

IR Y the consumer.

Thinki
House CANVASS
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We conducted the Feeling the Pinch
2020+ study in six key markets:

Ireland United Kingdom Germany

United States France China

= il
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Using a mixed methodology approach

aowosur’;
Thinking
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Landscaping Research

Stakeholder interviews to lay

the foundations for challenges

and opportunities.

Intensive desk and third-party
research to identify market nuances
and context for fieldwork.

Expert Interview with consumer
psychologist Dr. Cathrine Jansson-Boyd
to help set and validate an analysis

framework.

V —
[ogp—
X —

Quantitative Survey

1st wave survey of 2,000
respondents in 6 key markets
conducted in September 2020
(11,765 total). Tracking financiall
outlook, food and shopping
behaviours with predictors for
behaviour change and global

consumer segmentation.

Deeper Dive

36 auto-ethnographies in 6 key
markets conducted in October
2020. Bringing to life the segments
through self-recorded video and
adding detail and context to
behaviour changes identified in

quant survey.






BORD BIA X CANVASS8: SETTING THE SCENE

Setting the Scene
Where are we?

The COVID-19 recession has hit the world hard
in one of the worst economic crises in modern
history. Its impact has been profound and no
sector — food and drink included — has been
unaffected.

soroeia ()
Thinking
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In 2020, people are facing the deepest global recession
since World War II, yet the true impact of it has yet to be truly felt

o,
-6.2%
Current global GDP
growth rate.

World Bank

5.4%

Current global unemployment
rate. In 20009, this peaked
at 6%.

World Bank

How would you rate your current financial situation?

(Global /UK IE)
Excellent
Comfortable

Poor

Very Poor

8%
59%
28%

5%

UK 8%
IE 4%

UK 61%
IE 60%

UK 25%
IE 30%

UK 6%
IE 5%


https://blogs.worldbank.org/opendata/understanding-depth-2020-global-recession-5-charts
https://blogs.worldbank.org/opendata/understanding-depth-2020-global-recession-5-charts

While pessimism is generally high amongst European nations,
Germany are most likely to see stability on the horizon

% who think their country’s economic condition will

get better vs worse in next 12 months

E

Germany’s strong

financial position

means people are
worrying slightly less

French
consumers are
the most
financially
insecure

=
60% 43%

Global Avg.
My personal
finances will stay

the same for next

12 months
Il 339
o Global Avg.
42%
| don't feel
financially

secure



Broadly speaking, the recession is looking like it will widen
inequalities, as seen post 2008

Global consumers who are affected by any of the following financial circumstances

28% 22%

| don’t feel | can’t afford
financially anything other
secure than essentials

14%

I struggle to
pay my bills

19%

My income
has reduced
a lot recently

0,
10%
My pay doesn’t
stretch to the end
of the month

39%

None of these



With impacts split along economic lines, there are a range
of different experiences and responses

Our 5 global consumer segments show how everybody’s recession is different

Financial Security

CAREFREE

' CONSUMERS

In a good position to
weather the downturn.
Looking for ways to spend
on home projects or more
food and drink. Most likely
urban-living, homeowners
in full-time work.

Paying close attention to
everyday spend. Worry

a lot about the impacts
of COVID-19 on their life
and most likely to be
ethically-minded.

Most likely over 55, empty
nesters, rural-dwelling.

EASY
LIFERS

Expecting spend not to change
much and not expecting to see
changes in personal or
economic outlook. Not
particularly savvy with
spending. Cutting back on
physical retail in favour

of online. Urban-dwelling,
homeowners.

SAVVY
SHOPPERS
10%

Less likely to have steady
income, so need to be
smart and savvy with
money. Checking deals,
focused on essentials
and being resourceful
Urban-dwelling, mix of life
stages.

*Look out for the icons throughout the deck. A fuller segmentation deep dive will be available

in the coming weeks

Financial Insecurity

JUST

‘ SURVIVING

Facing deep financial
hardship and insecurity
and joblessness. Price-
conscious with expected
grocery spend to shrink
and more private label.
Most likely 35+ and
cohabiting.



=

Segments in UK and Irish markets: fewer Carefree Consumers
than global average and far more Sensible Spenders and a higher
number who are Just Surviving in Ireland

Financial Security Financial Insecurity

‘ CAREFREE ‘ EASY . SAVVY . JUST
CONSUMERS == LIFERS SHOPPERS SURVIVING
=0 27% 406 8% S 10% PR 19%

& =

15% i 8% 6% 22%

13% i 5% 6% 428%




This recession brings with it a number of unique
contributions to people’s decision-making

2 - ©)

Unpredictability A shrinking field Heightened
of experience health and safety



Everyday uncertainty is characterised by the unknown
time frame of COVID-19 and the promised state of a ‘new normal’

While concerns around Brexit are lingering in the background for Irish and British consumers

ik

Unpredictability

% who feel the following feel outside of their control

51% 36% 36%

Impact of COVID- Impact of Impact of
19 worsening downturn in the
financial recession  wider economy

24% 21% 18%

The impact of Confidence for
Brexit the future

Worsening
physical health

% who have fears about
Brexit

34%

Brexit (IE)

30%
Brexit (UK/IE)
27% 58

Brexit (UK)

/Al



A life in flux means constantly adapting
and anticipating the next change

ks

Unpredictability

An uncertain consumer ready to adapt

As people wait for this elusive next phase of
certainty, they are having to adapt to a life in flux,
across dll aspects of life, everyday and in the long-
term. While people try their best to plan within a
constant state of anticipation, the best they can
do is adapt to a constantly changing economic
and cultural landscape.



Life feels limiting as people’s routines, reasons for connecting and
reasons for exploration are cut back mainly due to COVID-19

% global consumers cutting back on activities

-48% -41% -58%

Socialising with Entertaining at Going abroad
friends and home
. . . famil
A shrinking field /
o % who say it's because of COVID-19
of experience

N Y

74% 64% 72%




However, within restricted confines people still want to make new
discoveries and indulge

A shrinking field
of experience

A resourceful consumer seeking inspiration

Even though restrictions have put life plans on
hold, and reset the dial for many, people are
having to look closer to home and through
proxies like food and drink, to satisfy urges

for novelty, adventure and pleasure. In the
COVID-19 recession, limitations can actually
encourage people to make the most of what they
have and ‘splurge’ in new ways.



As people think more carefully about their health and the health
of others, safety and protection become increasingly important

©)

Heightened
health and safety

% who fear for the following in
the future

3-in-10
My physical health
(31%)

Almost II_ in_ 4

My mental health (24%)

% global consumers cutting back on activities

-64% -61%
Going out to eat Going to cafés

and casual
eateries

% who say it's because of COVID-19
(70% and 71% respectively)

&

7-in-10



An enhanced sense of responsibility is creating the need to be
more pragmatic and careful in everyday life

©)

Heightened
health and safety

A cautious consumer seeking reassurance

People’s perceptions and protection of ‘health’
have shifted, meaning that each life moment is
approached with a little more caution and a little
more pragmatism. With a heightened attention
on healthy behaviours, people are paying more
attention to what they put into their bodies and
taking better ownership of their diets.



Amongst all of this, health spend will remain important but food
and drink will be key in providing certainty, comfort and novelty
when people need it most

Global % who expect to spend more, less or the same on the following activities

+24%
.,
= 72%
+13%
0

o 49% 49%
39% A% 42% People expect to

28% 27% spend the same or
more on groceries in
the following year

20%

Birthdays B q .
and holiday eauty an Home Medical Dental Insurance Grocery

wellbeing improvements  treatments care including
health

Travel for

Leisure gifts



We explore the 4 core human needs
through which food and drink brands
can have more of an impact and the
opportunities and challenges addressing
these needs bring.

Here's what we found out.



soroeia ()
Thinking
House



BORD BIA X CANVASS8: KEY NEEDS

4 Key Needs:

01 Control 02 Comfort
People want to retain People seek comfort
control amongst the in a crisis

chaos

Typical recessionary behaviours

COVID-driven recessionary behaviours

03 Convenience 04 Creativity
People seek simplicity People get inventive when
when life is complicated adapting to change

soroeia ()
som{
oo CANVASS



KEY NEEDS — CONTROL

Control

Much of what the COVID-19 pandemic has
caused has been out of people’s control,
and this is having a significant impact on
how they eat, drink, and spend.

[back to index]
soroeia ()
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KEY NEEDS — CONTROL

Control

What's What does
happening? this mean?

As people feel out of
control, they will seek out

People are feeling out of .
all types of ways to regain

control, and this has a

control, from healthy
eating to pragmatic
shopping and prepping
for the future.

significant impact on their
attitudes and behaviours.

BORDBIA
Thinking
House

What are the
opportunities?

Brands have an
opportunity to become
a pillar of support for
people, by offering
stability and normality.



KEY NEEDS — CONTROL

What's happening?

The recession, coupled with the pandemic,
has created a general sense of feeling out
of control for many people around the
globe — everything from having enough
food to the survival of the global economy
are weighing on people’s minds.




KEY NEEDS — CONTROL

What's happening?

We know from past research that when people feel they
don’t have control over what's happening in their lives,
they are often more motivated to problem solve — which
drives the purchase of utilitarian products. Early on in the
pandemic, this lack of control drove people to exhibit
classic compensatory consumption behaviours, like
panic-buying and stockpiling at grocery stores.

While this has subsided somewhat since the beginning of
the pandemic, the desire to reclaim some semblance of
control remains. With more than half of people globally
feeling that the impact of COVID-19 is outside of their
control and feeling powerless to influence it, people are
altering their purchasing behaviours in order to fill
perceived psycho-social deficiencies.

soroBIA

Thinking

House

Of people, including 70% of people in Ireland, feel that
the impact of COVID-19 is outside of their control.




KEY NEEDS — CONTROL

The maijority of markets feel powerless when it comes to influencing
the impacts of COVID-19

% who feel powerless to influence impacts of COVID-19

Ireland 1A 70%
United Kingdom == 54%
United States &= 53%
France 11 50%

Germany ™= 48%

Ching = 31%

mlllf__,’
Thinkin !
House ¢ CANVAS
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Looking at evolutionary psychology,
you cannot deny that there is a
basic need for control. The current
coronavirus pandemic is a perfect
example of this.”

— Dr. Leonard Lee, professor of marketing at the Nationall
University of Singapore

BORDBIA P,
Thinking
House



KEY NEEDS — CONTROL

People feel the weight of a worsening recession.
36% of people globally feel it's impact is outside of their control,
and feel powerless to influence it.

% who feel powerless to influence impacts of a recession

Ireland 2
United Stattes =

United Kingdom &2

France 14

Germany =

China

soroBiA )

Thinkin .
House ¢ CANVAS



’ — Lauren, Unite

-i—_—-x




KEY NEEDS — CONTROL

What does this mean?

3 microtrends impacting control

As people feel out of control, they will seek
out different ways to regain control. People
may shop, for example, in order to fulfill

a psycho-social need, or they may put a
renewed focus on the type of food they're
consuming because it's one of the things
they feel they actually have control over.

Defence Mode

People are seeing healthy eating as
a form of personal safeguarding

Survival Instinct

People are using pragmatic shopping
as a route to future certainty

Categorical Eating

People are recognising the new
financial necessity of meal planning




KEY NEEDS — CONTROL

01 Defence Mode

People are seeing healthy eating as a
form of personal safeguarding

With this recession coming during a global health crisis,
people are opting for healthier food choices in an effort to
take better care of themselves and avoid infection — 38% of
people say choosing healthier options are more important
to them now than before and 47% say that having healthy
options is an important criteria when eating out too.

As a result, people are paying more attention to nutritional
values, freshness and food standards. 25% claim that organic
and high welfare have become more important to them
during the pandemic and over a third are buying more fresh
fruit and vegetables. It's worth noting that healthy eating isn't
a given for everyone with reports suggesting that in the UK,
healthy foods cost on average 3x as much as unhealthy
foods. Affordability is a key challenge to healthier diets.

soroBIA ()

Thinking

House

+21 pts

37% of people report buying more
fresh fruit and vegetables than before .
the pandemic (16% are buying less). -16%

“l have always paid some attention to this area
[healthy eating] even before the pandemic. But my
interest in health and wellbeing definitely grew
during the pandemic. Mainly, | have switched from
locally made products to imported products.
Perhaps imported products feel like they are better.”

— Tian, China
CANVASS



https://foodfoundation.org.uk/wp-content/uploads/2020/09/FF-Broken-Plate-2020-DIGITAL-FULL.pdf

KEY NEEDS — CONTROL

01 Defence Mode

People are keeping a closer eye on how their financial situations may impact their health. Globally, 31% of
people say the current economic outlook has made them fearful for their physical health in the future and
17% say they're currently facing worsening physical health due to economic circumstances.

Ching

Germany ™=

% who say the current financial or economic outlook has
made them fearful for their physical health in the future

Ireland L1
United States =
France 11

United Kingdom &=

soroBiA )
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Germany ™=

United States =

rotand:

% who report currently facing worsening physical health as a
result of the current financial or economic circumstances

United Kingdom &=

Ching

A KR ZA
CANVAS
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01 Defence Mode

Healthy foods and nutritional content are only second to quality and price in people’s

top priorities when buying food at the supermarket. As COVID-19 continues to threaten
people’s physical wellbeing, healthy food is a key preventative measure.

Healthiness (calories, salt, fat and sugar)
That it is environmentally-friendly

1. Quality of product
Health 2. Com.p.etltlve price
matters 3. Nutritional content

4.

B.

soroBIA ()
Thinking T
House CANVAS



KEY NEEDS — CONTROL

02 survivalInstinct

People are using pragmatic shopping
to create a sense of certainty

As the pandemic has exposed the potential fragility of supply
chains and created concern about food shortages, people are
thinking about more practical ways to stock up.

While early stockpiling has subsided and the early lockdown
period saw freezer sales spike, an increase in bulk purchasing and
frozen foods suggests a sense for survival instinct still lingers in
people’s everyday shop — 27% of people are doing more of both.

These kinds of purchases are helping people feel more self-
sufficient and in control, allowing them to be certain that

they will have food should the worst happen. As people use their
purchasing power to create more certainty in their future, they'll
be seeking out products that provide some stability — whether
through it's longevity or it's functionality.

soroBIA
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+7pts / |

29% of people report gaying that

buying frozen foods is morg‘or much
moré important to them mow than in
the'past (21% say it's lesgfimportant).

“I shop more in bulk now. If 'm buying meat, I'll
buy more and put it in the freezer. Just
because everything that’s happening and
lockdowns. And you just don’t know, do you?”

— Nathalie, France



https://www.bbc.co.uk/news/business-51816316

KEY NEEDS — CONTROL

02 survivalInstinct

Even though people are buying more fresh fruit and vegetables,
long-life foods provide a different kind of reassurance — one that
Is practical rather than protective.

28% 37%

of people are prioritising more or much more buying
food with a longer shelf-life

of people are buying more or much more sealed
food [ food that hasn’t been on open display

mlllf__,’
Thinkin !
House ¢ CANVAS



KEY NEEDS — CONTROL

Germany;= g
03 categorical Eating roiapa -
o ) . United Kingdom = 27%
People are recognising the new financial
necessity of meal planning France ® LS
Pre-pandemic, people were open to and even enjoyed going United States = 31%
to the store and casually browsing. However, now people are

much more focused with an emphasis on pre-planning for China 32%
tightly budgeted and efficient shopping.

With finances top of mind for many, people are taking % buying online more compared to the past ' delivery lito collect
measures to keep track of expenditures, food spend included,
by planning ahead. Whether that’s the transparency of food
scanners in the supermarket, or using online grocery

shopping to keep a real-time track of spend. “We have started doing a lot of Walmart grocery
. . . . pickup, because I'm better able to stay within our
1-in-5 are now doing more online grocery shopping, not only budget because | put everything | want in my cart,
for the convenience but to get a clearer sense of budgeting and | know if 'm going over the budget, | start to
the weekly shop as they go. go through and think, ‘What can | take out?”

- Lauren, United States

BORDBIA (_
Thinking
House
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03 categorical Eating
(44

When doing online shopping we increasingly
compare prices, because often you find the
same product by different suppliers for different
prices. So, it's worth it researching
a little more intensely.”

— Ralf, Germany

aaaaaaa O
Thinking
House
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KEY NEEDS — CONTROL

What are the
opportunities?

Past research tells us that in times of loss
of control, people seek out stability and
security, aiming to regain small bits of
control wherever they can. As a result,
there’s an opportunity for brands to be
that pillar of support.




KEY NEEDS — CONTROL

What are the opportunities?

The brands that are doing well during the
pandemic are the ones that are putting
consumers in the driver’s seat. Whether through
attempts at normalising life or giving people
stability and flexibility so that they feel supported
— yet not restricted — brands have an
opportunity to be that pillar of support.

Whether through direct-to-consumer models
which remove people’s reliance on fragile supply % who believe the following organisations

. . can make a positive contribution
chains or pre-packaged boxes of essential :
goods, brands can ease anxieties for stressed-

out shoppers whilst fostering a sense 37% 3 8% 4 8%

of loyalty amongst its consumers.

Major grocery Big corporations Gov and local
retailers authorities

BORDBIA ()
Thinking
House

CANVASS
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(11

We spend less on luxury items
and think twice: Do I really need
this right now? Instead you focus
on the essential things, that are
needed right now.”

— Ralf, Germany

BORD BIA 4
Thinking
House



KEY NEEDS — CONTROL

What's working for brands?

Ramping up the benefits

Tonic Health +'|,OOO0/0

Tonic Health’s immunity-boosting Tonic Health sales
vitamin drink sachets are appealing to growth in March 2020
health-conscious Britons who are looking Source: The Grocer

to get more out of the food they put into
their bodies. With COVID-19 stirring fears
about physical health, people are
connecting food with theirimmune

system more — and in turn, they're taking fo)

control over the types of food products + 670 /0
they're seeking out. Tonic Health Searches for food +
reco.mmgnded pec?ple take the sachets “at immune system’ Feb-
the first sign of feeling less than your best, Mar 2020

or as a support for the immune system in

. . Source: Google
times of need.

BORDBIA ()
Thinkin e
House ¢ CANVAS


https://www.thegrocer.co.uk/fundraising/tonic-health-closes-six-figure-funding-round-as-coronavirus-boosts-sales/604149.article

KEY NEEDS — CONTROL

What's working for brands?

Brands can offer stability and flexibility

$14.28BN
$14.28BN

Of direct-to-
consumer sales were 5
made in 2019, with this qumﬁ”ts ol o €go
q figure expected to 5 . co;er ! e,fo?ft ° CT ; others

Case study: Heinz to Home grow more than 24% in Case study: FIEF a la maison ore, while payments of
With people panicked about getting the 2020. French food delivery service FIEF & la over €50 will have a
goods they need, Heinz is embracing a SRS maison is empowering consumers by portl'i‘lzg ggtitgnqA“‘;?;gtmf't'
direct-to-consumer model which gets its letting them choose how much to pay. This Hungerg_
products into people’s pantries with just smalll act puts control in the hands source: o
a few clicks. D2C models can provide of people at a time when other aspects :
people with the peace of mind of both of life feel out of control.

reliable goods and familiar brands.

aowosuﬁ
Thinking
House


https://www.pymnts.com/news/retail/2020/digital-shift-gives-rise-to-dtc-brands/
https://www.cnews.fr/food/2020-05-27/lex-top-chef-victor-mercier-lance-un-service-de-livraison-prix-libres-960572

KEY NEEDS — CONTROL

What was important pre-pande
what’s ready-to-serve. Rightn
fact it’'s not going to all
quantities. You don't

imp@p because we ne
I'm w now. [ don't |

sorosia ()
Thinking
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\l/

Control - Q -

Thought starters for strategy, innovation,

& marketing

As people pay attention to
healthy foods, how can
functional ingredients and
claims play more of a role
in current ranges?

As people look for the
reassurance of long-life
foods, how can current
ranges tap into the power
of frozen?

As people plan out their
meals, how can brands
celebrate and empower
new-found pragmatism?

E.g. Tap into new protective
mindsets looking for immunity-

boosting ingredients and better

BORDBIA (Q
Thinking
House

E.g. Create a product with clear
suggestions for freezing certain

portions or suggestions on how to

E.g. Promote the idea that food can
sometimes play a practical role
and not just an emotional one.
Celebrate those that take new-
ound joy in their shopping
pragmatism

CANVASS



KEY NEEDS — CONTROL

Who should you be talking to about ‘control?

D)

SAVVY
SHOPPERS

.\/
&
e

v

Control is a core need for Sensible Spenders as
they are eating healthily and budgeting already.
Engage through innovations in nutritional foods
and functional ingredients. Create tools that give
them greater transparency over their shopping
routines and empower them.

Engage Savvy Shoppers with control benefits
online. Tap into meal planning and special deals,
particularly online, where they are experiencing
further control over the final spend. Celebrate
their pragmatism.

v

(7o)

e

=

CAREFREE
CONSUMERS|

s

EASY
LIFERS|

High job losses and facing substantial debt
means this group are feeling deeply out of
control. This group are in desperate need of
support, stability and ideas for winning back
control they've lost.

Carefree Consumers have little need for
control right now. Less need for pragmatism
as they are financially secure. Only relevant
where healthy eating becomes a concern or
they are bulk buying.

Little has changed for Easy Lifers. Although
some stockpiling behaviours at the start, they
are notable for how little their behaviour has

changed and control is not a key defining need.
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Comfort

With the world in crisis, food and drink takes on a
special significance, as people seek out emotional

safety and certainty.

[back to index]
soroeia ()
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Hotse © CANVASS



KEY NEEDS — COMFORT

Comfort

What's
happening?

People are seeking out
comfort, reassurance and

safety amid the uncertainty
of the pandemic.

BORDBIA
Thinking
House

What does
this mean?

Yet the COVID-19
recession means they
are rethinking what
treats they count as
essential to the
moment, and how
private label can offer
the same reassurances
as usually familiar
brands.

What are the
opportunities?

Brands need to
communicate a sense
of comfort in new ways,
around new eating
occasions, emotional
resonance and
communicating quality
through provenance.
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What's happening?

Fears of the pandemic, uncertainties about
the future, and financial stress means that
people are seeking out comfort more than
ever. People’s lives have been uprooted and
their routines disrupted, so a retreat into
something safe and familiar — whether
through comfort foods or nostalgic brands —
has taken on more significance than usual.
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What's happening?

The beginning of the pandemic saw a huge surge in
comfort-seeking behaviours such as indulging in comfort
foods like cooked breakfasts, chocolate and wine and
traditional, old-school brands.

As conditions have changed and people more carefully
consider new routines and lasting effects, that early
indulgence has somewhat faded. Worries of weight-gain A
has prompted nations like the UK to temper comfort- uncsg:/:ged
seeking behaviours leading to the return of the “lipstick People are buying more treats for
effect” — mini affordable indulgences. themselves and their family

(however, 33% are buying less).
However, people are still looking for signs of reassurance,
safety and familiarity as the pandemic continues to
throw up uncertainties in their daily lives.

lotmmr/-;;
Thinking
House
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KEY NEEDS — COMFORT

In most markets, except China and France, people are caught
between comforting treats and thinking about what food is

actually essential - -

Global
avg.

I cannot afford to buy
anything other than
essentials

buying more treats
for themselves and
family

lotmm'/-‘/:
Thinking
House



KEY NEEDS — COMFORT

What does this mean?

3 microtrends impacting comfort

While treats and indulgent foods are still
sought after, cutbacks and lockdown
excesses have given people pause for
thought. For those who can’t afford their
usual treats, they are having to get smarter
about what's essential and what isn't.
Equally, what people find reassuring has
changed as they reconsider the types

of products they trust.

Creature Comforts

People are replacing the treat of
dining out for the treat of dining in

Selective Shops

People are reassured by private
label, presenting a threat to brands

Local Loyalty

People are seeing locally-sourced
as a proxy for food safety
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BORDBIA

04 creature Comforts

People are replacing the treat of dining out
for the treat of dining in

Schemes like Eat Out to Help Out in the UK helped people find their
feet with restaurants again, but people still remain cautious of
eating out. Two-thirds are going out less or have stopped going to
restaurants altogether, meaning more special meals are being
cooked at home. As people turn to home-cooking, they are looking
to break up the monotony of weekday meals with weekend
indulgences.

For product categories like meat, fish and dairy, people could be
looking for quality above all else, as these staples step up into a
more indulgent and occasional role. While the general trend is to cut
down on meat, quality cuts are being seen as appropriate and
affordable for a Friday night in. At the same time, as people reduce
their intake of on-the-go coffee and cafe snacks, people are turning
to home-baked goods for a day-time treat instead.

Thinking

House

“We were stuck at home and nothing else to do
really but stuff our faces. We're not spending as
much eating out... But if we want the nicer cut of
meat, we're going to buy.that because what else
can you spend your money on?”

— Elizabeth, Ireland

64%

of global consumers are going to restaurants less
or have stopped all together.
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Lockdown measures, pandemic

fear and economic circumstances
have seen a dramatic shift CIWCIY % going out to eat in restaurants more, or less often than in the past
from dining out around the world

Even in China, where the pandemic seems to
have been contained and managed, over half
of people surveyed said they aren’t doing this
as often as before.

Ireland USA United Kingdom Germany France China
(| | = B = (W | |

soroBiA ()
Thinking Source: Bord Bia x Canvas8, FTP 2020+, Q19 ~
House Base: All respondents, IE (n=1953), US (n1965), UK (n=1965), FR (n=1965), DE (h=1965), CN (n-1953) CANVASS
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Quality still remains absolutely crucial to people’s food shopping, more so than

price. Where food provides an emotional gratification or is replacing treats like
eating out, signs of quality are even more important

Quality
matters

soroBIA ()
Thmking Source: Bord Bia x Canvass, FTP 2020+, Q38
House Base: All respondents, Global (n:H765)

S NAIINEE

Quality of product

Competitive price

Nutritional content

Healthiness (colories, salt, fat and sugor)
That it is environmentally friendly

CANVAS
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035 selective Shops

People are reassured by private labels,
presenting a threat to branded goods

“My way of shopping for food has definitely
changed. Due to the current financial
situation, I'm definitely going for brands

Since the last recession, with more diverse ranges, decoy retailer
brands and even copycat branding becoming normal, branded

products are having to work harder against private label ranges. which are not the normal brands.

Private label brands are matching affordability with quality Compared to the normal brands some of
- 50% of global consumers consider private label to be just as the food is quite good in quality.”
important now compared to pre-COVID-19, while 32% say they

are more importcmt Nnow. —Joe, UK

Supermarkets continue to leverage trust in their brands to build
their ranges. For examples, both Target and Amazon launched o
private labels in the last couple of years in the US. That's not to say 3 2 /o
brands still don't have a role to play — 53% of people report
buying the same amount of branded goods as they did pre- Of global consumers say supermarket own

pandemic. It's the 1-in-4 global consumers who are foregoing brand products have become more important
branded products altogether that need to be reassured. to their shop recently.

BoRDBIA ()
Thinking
House



https://www.modernretail.co/retailers/why-targets-new-private-label-brand-represents-a-grocery-strategy-shift/
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035 selective Shops

% of people buying more or less of the following:

As people become more selective
in their shopping, there’s been a
shift toward regular own brand
and value label products

People are swapping out premium and
branded products for more mid-range

Premium Regular Value supermarket  Products that are
supermarket own  supermarket own own brand food  not a supermarket's
brand food products brand food products products own brand

soroBiA ()
Thinking T
House CANVAS
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06 Local Loyaity

People are seeing locally-sourced as
a proxy for food safety

People are supporting local restaurants, takeaways and food
producers in a bid to show support but also play their part in
helping economic recovery. One third of global consumers
consider shopping at local stores more important than
before with 1-in-4 following through by actually shopping
at local stores more than pre-pandemic.

Equally, a third are also buying more local produce [ from local
brands. On the one hand, there is a reassurance to knowing that
something has been locally-sourced allaying fears around food
safety and hygiene. On the other, it provides people’s food
shopping with a sense of purpose, as their money makes a
difference to the lives of local businesses as well as the rest

of the country as a whole.

Thinking

House

45%
unchanged

33% of global consumers are
buying the more locally-sourced
produce and brands.

“Food-wise, I'm buying better-quality food.

I actually have started buying a lot of local produce
as well, going to shops that sell food

by local farmers or just local eggs. There is a

guy that lives in my village and he sells potatoes
from his farm. So we buy it off him.”

- Jack, Ireland
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What are the
opportunities?

There are a number of ways people turn to
food to provide comfort in a crisis. Brands
should recognise the unique role they need to
play in providing emotional reassurance and
how their products need to match changing
expectations around what a treat now means
and where people look to for reassurances
around food safety.
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What are the opportunities?

Brands are winning on a number of fronts by
tapping into messages of reassurance and
reframed indulgences. On the one hand, some
brands are tapping into nostalgic comms to
reignite people’s emotional relationship with them.
On the other, provenance is being evoked to
remind people of quality and safety.

Alongside this, restaurants and supermarkets are
tapping into the trend for fakeaways’, takeaways
that people can cook at home. Whether it's
recreating a Burger King Whopper or Wagamama'’s
Katsu Curry from scratch, people are looking to
have more of a hand in the treats they eat as

these cooked indulgences are winning favour.

sorOBA )

Thinking

House

ost important when choosing to buy food in-store

Quality of product

Competitive price

Nutritional content

Healthiness (calories, salt, fat and sugar)
That it is environmentally friendly
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What's working for brands?

Nostalgic ads tap into the comfort of simpler times

Budweiser Wassup Refresh

Budweiser relaunched its famous

‘wassup’ campaign with a 50%
quarantine twist. The nostalgic ad 5
played on the need for normalcy Budweiser's customer
. . scores, which track if

and reminded of simpler, less anyone’s bought a product
threatening times. By adopting from a brand in the past 30

. . . days, increased by 50% —
nostalgia, Budweiser built on the e ) ) 1 — AT (@) ey
brand’s emotional resonance at a days of the ad's release.
time when people needed security Source: YouGoy

and levity in their life.

BORDBIA (
Thinking
House


https://yougov.co.uk/topics/consumer/articles-reports/2020/05/20/whassup-2020-how-did-consumers-react-budweiser-rev
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What's working for brands?

Innovations can offer reassurance in different ways

93%

of Britons said they were
keen to return to the pub,
prior to them reopening.

Source: Budweiser.

Budweiser Brewing Group’s

‘Save Pub Life’

The 'Save Pub Life' campaign is designed to Budweiser Brewing Group’s

help communities support their local during scheme hit its target pledge
COVID-19 closures. The idea is that regulars will of £1 million in financial
buy gift cards that they will be able to spend support.

once the pub reopens. Budweiser has set aside
£500,000 to match the value of every gift card
purchased, with the combined amount
reaching businesses within two weeks,

Source: DRAM

BORDBIA
Thinking
House

Fakeaways

As people swap going out for nights in,

the ‘fakeaway’ has emerged as the perfect
go-between for indulgence on a budget.
Mainstream supermarkets like Morrison’s and
the Co-Op and restaurants like wagamama
and Burger King launched fakeaway
campaigns over the summer, tapping into
consumer desires for comfort food they can
take ownership of.

9,000

Burger King's fakeaway
campaign amassed 9,000

likes on Twitter within 8
hours of the launch.

Source: AdWeek



https://barmagazine.co.uk/budweiser-brewing-group-uki-launches-save-pub-life/
https://www.carlingpartnership.com/insights/getting-pubs-back-to-normal/
https://dramscotland.co.uk/2020/06/09/budweisers-save-pub-life-scheme-hits-1-million/
https://www.adweek.com/agencies/burger-king-is-advertising-a-quarantine-whopper-you-can-make-at-home/
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Comfort - Q -

Thought starters for strategy, innovation,
& marketing

How can food and drink How can brands double-down How can food and drink brands

brands play into the treaty on the emotional resonance of play up provenance in their

indulgence of new nights in? their brand at a time when messaging and labelling to
private label looks like the reassure on quality?

better alternative?

E.g. As localism becomes a
shortcut to reassurance, focus
home core values through on provenance-driven ranges,
comms alongside discounts the quality of

in-store, regional ingredients,
BORDEIAO

Thinki
House CANVASS

E.g. Evoking nostalgia through
famous campaigns or driving
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Who should you be talking to about ‘comfort™?

v The Lipstick effect, picking up affordable
treats and snacks to find comfort wherever
m possible. Indulgence is rare but welcome and
. \/ H|gh quq"ty’ feYele|Nelalel orgqnic are importqnt to needed. Shift to privqte label means branded
this segment and they seek out these foods as a % products have to work hard to win over
- way of looking after themselves and expressing Survivors in the recession.
local loyalty, which they feel comforted by. Tap
- inFo nostalgia, trodition.cmd brand familiarity to V4 Treats come in the form of home comforts
win back share from private label. :
P specialty and indulgent items. An enjoyment
BB is being found within this segment, by
N / Secureand optimistic enough to splurge SAVVY reconnecting with simpler, core values
) ‘ on what makes them feel happy gnd content that reassure rather than tempt.
= through uncertain times. Purchasing better-
: quality items and cooking healthier meals at
CAREFREE home. Alongside a return to home-cooking, v Local produce is important to Easy Lifers as they
CONSUMERS SR RSN T I EleRiCleld display Local Loyalty behaviours. Seeking out the
@ reassurance of locally-sourced produce.
EASY

LIFERS|
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Convenience

Fluctuating demands and fears across the board
press home the need for simplicity and safety.

o [back to index]
e CANVASS
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Convehnience

What's What does What are the
happening? this mean? opportunities?

Daytime eating
The pandemic has Daytime eating is occasions are being
seen a hormalising of adapting to WFH reimagined as people

. look for a different kind of
delivery culture, as
Y culture, and people are quick fix meal at home,

people work from home looking closer to home and people are looking

more and get used to to safely do their

spending less time in physical shops. bricks 'n’ mortar
physical shops. experiences

for more seamless

BORDBIA
Thinking
House
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Convenience

What's happening?

It's never been easier to access food and
drink digitally, with online shopping, click and
collect and takeaway deliveries surging in
popularity over lockdown. As the pandemic
accelerated a trend that was already on the
up, a need for convenient options is changing
where people shop as well as how they feel
about what they eat.
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What's happening?

COVID-19 has transformed people’s shopping experience in
physical and digital stores. As more people consider online
food shopping, physical retail is seemingly under threat
with 32% of global consumers visiting grocery stores less.
Supermarkets are likewise being seen as unsafe as
people’s concerns around hygiene heighten as 28% visit
them less often or have cut them out completely from
their shopping routine. Equally, the convenience of digital
shopping platforms as well as an ever-expanding range of
touch-of-a-button takeaway options presents a multitude
of safer options for getting food.

However, this is creating its own challenges. Some have no
choice but to shop in physical stores. At the same time,
more online shopping is making people better meal
planners and budgeters, so impulse buying, especially
during daytime mealls, could be going down.

soroBIA ()

Thinking

House

“Because of the pandemic, online shopping has become a
habit for most of us. It was pretty much the only way to
shop when the pandemic was at its peak. I think once it
becomes a routine, you realise how convenient online
shopping is. Many of the convenience stores or
hypermarkets are offering free shipping when you
purchase a certain amount from their online store, so
that is very attractive to shoppers. After this pandemic,

I will definitely shop online more frequently.”

- Gao Pei, China

®
1-INn-5
(23%) of people are buying more groceries online
for delivery, while 32% of people are visiting grocery

stores less in recent months (59% of whom are
doing so because of COVID-19).

CANVASS
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[ used to love going into grocery stores,

looking around deals and everything. That

was my idea of a fun day or something to

do on the weekend. But that has completely
stopped because of the virus, for my own safety
and also because of all the restrictions going
on. Unfortunately, now I just don’t see the point
to walk around a store anymore.”

- Mindy, USA

BORDBIA
Thinking
House
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What does this mean?

With safety a top priority, and more people
getting used to online food deliveries,
convenience is a matter of providing
more than just the fastest option.

And as people change up their favoured
supermarkets to shop in, those providing

a safe, seamless and closer-to-home option
are winning out.

Daytime Disruption
People are rethinking how daytime
eating fits around their new WFH reality

Seamless Shoppers
People are taking an efficient, yet
safety-first approach to food shopping
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07 Daytime Disruption

People are rethinking how daytime eating

fits around their new WFH reality “I'm eating lots more food at home,
breakfast, lunch and dinner for the
whole family, seven days a week.”

Pre-pandemic the UK's Food To Go Market Report of 2019 found
that 12% of all trips for convenience were driven by a food-to-go
need and was estimated to be worth £12.9bn in 2019. However, ~ CroneriEE
with the acceleration of working from home, people no longer
have the need to make a dash for a quick meal deal in their
lunch breaks or pick up a coffee on the way in to work.

As commuting has nhosedived, so has the eating culture that

comes with it. Grab 'n” go lunches and ready meals have both (o)
seen a dip in sales. Sandwich sales fell by 60% in the last three 5 5 /o
weeks of April and with lunchtimes and coffee breaks becoming
an at-home affair, these routined eating occasions are Of US shoppers are eating at home far more often
prompting people to create new habits at home and within their than in the past.
local areal.
(Acosta, 2020)
Thinking

House



https://www.conveniencestore.co.uk/products-in-depth/food-to-go-are-you-making-a-meal-of-it/591972.article
https://www.thetimes.co.uk/article/fall-in-sandwich-sales-hits-greencores-bread-and-butter-wqbm8j809
https://www.acosta.com/news/new-acosta-report-details-how-covid-19-is-reinventing-how-america-eats
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07 Daytime Disruption

Food-to-go has fallen out of favour with consumers as they
spend less time travelling or being in city centres for work

66§ —
E
42% 40% £1.3 bn
UG e aars e ek Garr Global consumers are buying Lost sondvyich sales during the
home full-time. less or have stopped buying pandemic compared to the
[source: Stanford University] Collceloato: Sl it IS He) (el

[source: The Guardian]

soroeia ()

Thinking Source: Bord Bia x Canvas8, FTP 2020+, Q34

House Base: All respondents, Global (n:H765) CANVASB


https://news.stanford.edu/2020/06/29/snapshot-new-working-home-economy/
https://www.theguardian.com/commentisfree/2020/aug/07/coronavirus-britain-sandwich-pandemic-lunchtime
https://www.theguardian.com/commentisfree/2020/aug/07/coronavirus-britain-sandwich-pandemic-lunchtime
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07 Daytime Disruption

People are rethinking how daytime eating
fits around their new WFH reality

“The need for convenience-and ready=
to-serve food has dissipated because I

However, keen for a quick-and-easy food fix, many have turned to have more time at home
takeaways at lunch, with Just Eat recording an 80% jump in lunch to prepare meals and I am working
and 50% in breakfast orders. No longer picking up breakfast from a ”

) . from home.
bakery on the morning commute, regular commute stop-offs like
Pret-A-Manger global takings fell to 15% of their usual amount. As
people pivot away from popping into cafes and casual eateries for
quick bites, they are instead getting them delivered.

- Peter, US

Despite this, people still crave the social side of lunch. Eateries and
brands that have quickly offered convenient lunching options with
a social aspect are proving popular. For example, US food chain

Chipotle begun hosting virtual lunchtime hangouts with celeb Q&As - 61 /o
for its home-diners providing much-needed connection to lonely

lunchtimes. Elsewhere, Michelin-starred restaurant Aquavit helped
premium diners come together through their specialty picnic
baskets for socially-distanced outdoor lunching.

Of people globally have completely stopped or are
spending less time in cafes and casual eateries. 70%
are doing so because of COVID-19.

Thinking
House



https://www.talkingretail.com/news/industry-news/brits-turn-takeaways-lockdown-25-06-2020/
https://www.bbc.co.uk/news/business-53113475
https://www.qsrmagazine.com/news/chipotle-host-virtual-lunchtime-hangouts-all-week
https://ny.eater.com/2020/6/11/21270676/nyc-restaurants-bars-picnic-boxes-coronavirus
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08 Seamless Shoppers

People want an efficient yet safety-first
approach to physical retail

People are being extra cautious when food shopping as click-and-
collect or visiting closer, local stores become increasingly popular. While
online delivery has its benefits, click-and-collect and shopping at local
stores has the benefit of convenience and visible reassurance. As local
stores play a more prominent role they are having to demonstrate
greater variety alongside essentials.

However, despite mainstream supermarket visits dipping overall,

some people are still keen to prioritise physical retail over online. For
discounters, shoppers are looking for the reassurance of safety and
hygiene - 14% don’t visit them for hygiene reasons. For those visiting
mainstream supermarkets, they are looking for a more seamless
approach to the big shop. Walmart recently redesigned their store to be
an app-led, contactless experience, discouraging browsing as people
look to get in and out quickly. Convenience is changing as shops
become more functional and safer, potentially impacting time spent
with products as casual browsing falls.

Thinking

House

“My husband used to go into theigrocery
store and just pick out whatever he
wanted, but we doen’t~do that anymore:
We're very strategic when'we shop now;
and we are going to do Walmart pickup.”

- Lauren, US

o
1-In-4
(26%) of people are shopping at local stores more

and 22% are buying more groceries online
to collect in person.



https://eu.usatoday.com/story/money/2020/09/30/walmart-stores-new-design-online-shopping-experience-curbside-pickup/3571765001/
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Physical retail visits are generally down but discounters and local
stores are providing stability, affordability and convenience

18% 19%

-28%
-37%

Mainstream
supermarkets

Convenience stores
and forecourts

mw\‘@
Think"]g Source: Bord Bia x Canvas8, FTP 2020+, Q18
House Base: All respondents, Global (n:H765)

26%
17%
13%
-26%
-33%
-52%
Discounters Farmers markets Shopping malls

% shopping in these locations more, or less often than in the past

13%

-45%

Butchers

High street shops Local stores Greengrocers

CANVAS
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Convenience

What are the
opportunities?

The location and the methods in which
people are buying food and beverages has
changed. Brands need to recognise these
shifts rapidly, and move into these new
spaces and modes of purchasing.
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What's working for brands?

With people seeking out convenience in the kitchen amid the
anxiety of avoiding crowded supermarkets, they're changing
perceptions of their local stores, and the reframing of
daytime deliveries has opened up new sales points and
opportunities for brands.

Given that over a quarter of consumers are turning to local
stores and discounters more, the space that food offerings
need to be in is likewise expanding. From earning shelf space
in newsagents to segueing into the functionality of the new-
look of mainstream stores, brands need to be savvier with
where they can be found by consumers and their demands
for a safe and fuss-free experience.

The spike in convenience hunters offers both an opportunity
to develop a wider range of retail touchpoints and a threat to
established sales routes.

sorosiA ()

Thinking

House

“I'm definitely shopping much more
locally and much less in big
supermarkets.”

- Evelyn, UK
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What's working for brands?

Changing to meet nhew consumer needs

ENDLESS Pret Coffee Subscriptions
FLAT WHlTES, As more people worked from

home, and Pret stores shut in the ]6,500
city, commuter and residential The number of coffee
locations are playing a more subscriptions Pret

: le for the b d. Pret saw in the first day
maijor role for the brand. Pret’s after announcing the
subscription coffee service service.
tapped into the value- Source: Big Hospitality

convenience paradigm as people
needed a good reason to revisit
the city worker lunchtime
favourite.

BORDBIA
Thinking
House


https://www.bighospitality.co.uk/Article/2020/09/21/Pret-A-Manger-sees-16-500-coffee-subscriptions-on-first-day
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What's working for brands?

Recognising a new definition of convenience

aomnur"
Thinking
House

Case study: Co-op

Local shops have been thriving during the
pandemic as people have stayed within their
communities and avoided bigger
supermarkets. As people adjust to living locally,
the Co-op is expanding its chain of smaller
convenience stores to serve the needs of local

shoppers.

/0%

of adults relied on their
local convenience store

for food and other goods

during lockdown.

Source: Co-op

new jobs will be created

as Co-op looks to open

50 additional stores this
year.

Source: BBC

Case study: Walmart

As shoppers put safety first, supermarkets are
adapting to consumer demands for a more
hygienic and streamlined in-store experience.
Walmart's functional app-led store redesign
reconfigures grocery shopping away from the
experiential to a more seamless, touch-free
and functional experience.

Walmart's e-commerce
sales nearly doubled in
Q2, largely thanks to
curbside pick-up.

Source: fortune

200

Walmart stores will
adopt the new design
this year, adding 800
more
next year.

Source: fortune


https://fortune.com/2020/08/18/walmart-ecommerce-sales-covid-doug-mcmillon/
https://fortune.com/2020/09/30/walmart-new-store-design-app-online-pickup-amazon-airports/
https://www.bbc.co.uk/news/business-54026218
https://www.bbc.co.uk/news/business-54026218
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Convenience

Thought starters for strategy, innovation,

& marketing

As daytime eating becomes a
home fixture how can brands
tap into the benefits of this
new eating occasion and
adapt formats accordingly?

E.g Lunch ranges for cooking at
home that tap into convenience,
new flavour ranges and unique
shared experiences,

As people look to their local
areas for both shopping fixes
and eating options, how are
brands best positioned for
grab ‘n” go mindsets?

E.g Looking at distribution
strategies to understand where
brands and products fit in local
stores and what partnerships can
be made with delivery providers.

As people look for a more
seamless way to shop for food,
how can brands make their
journeys simpler for customers
before they hit

the shops?

E.g. As the meaning of
convenience changes, focus on
new methods of getting produce
directly into the home with as few
touchpoints as possible,

BORD BIA O
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Who should you be talking to about ‘convenience?

4 Willing to pay for convenience during this time and V' Onlineisa key channel for Savvy Shoppers
— many are experimenting with new services such as who are increasingly drawn to it but more
% veg boxes and meal kits. Have become accustomed about pragmatism than about pure quick
e to click and collect and see this as being something SAVVY convenience. Could tap into ways of offering
they continue doing after the pandemic SHOPPERS! some more seamless pre-shop.
CONSUMERS
A values-led segment, who are looking for
v quality and to support their local producers

Simplifying their shopping needs and spend.
Looking to discounters more than mainstream
m supermarkets now, and cutting back on

takeaways. However, as discounters move
% online, there could be opportunities in this space

than relying too heavily on convenience. Is
there opportunity to encourage a rethink of
convenience for this segment in local stores?

Routines aren't being disrupted for Easy Lifers
who are looking to retain the same shopping
habits as pre-pandemic. However, retained
EASY interest in convenience foods like ready meals
LIFERS could mean they are a target for new
convenient food ranges.
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Creativity

People are being forced to get creative, both in their
spending and in their cooking, as wallets get squeezed
and home cooking takes on greater significance.

[back to index]
soroeia ()
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KEY NEEDS — CREATIVITY

Creativity

What's What does
happening? this mean?

With finances squeezed
and more free time,
people are being forced

People are seeking out
new ways to leverage
a new-found
resourcefulness in
spend and in cooking.

into creative solutions

to everyday problems,
like money and eating.

BORDBIA
Thinking
House

What are the
opportunities?

Brands that help
people maintain this
creative momentum
with simple ideas for

complex problems are
winning favour.
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What's happening?

As people have been forced to adapt to new
ways of living, whether that’s being indoors
more or reassessing what essential means
as spending shrinks, they are having to
make more of less. As a result, people are
becoming savvier when it comes to
spending, but also more creative in their
approach to cooking too.
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What's happening?

Food is playing a pivotal role in people’s lives right

now. As spend on leisure, travel and going out dips,
scratch-cooking, baking and at-home drinking is on the
up, filling a void for emotional satisfaction and general
boredom.

Equally, as budgets get squeezed, financial upheaval
means working with a stricter budget and within tighter
constraints. Creative ways to make your money go
further are, unsurprisingly, high on the agenda too.

Making more of less, whether it's food or money, requires
both inner motivation as well as external inspiration. For
those facing financial hardship it's about maximising
budgets and finding creative hacks in the kitchen, for
those with more to spend, it’'s a time to explore new
depths of their relationship with cooking.

soroBiA )
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39%

Of people have cut back on buying takeaways, 41%
because of COVID-19, 31% because of finances and 22%

because of a decrease in interest.
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What does this mean?

With potentially less money to work with and
food and drink becoming more central in their
lives, people are tapping into their creativity
more often. While the 2008 recession may have
given rise to discounters and own label eats,
this time around, people’s approach to food has
been coloured by a homeliness, forced
creativity and renewed respect for being
resourceful.

Food Hobbyists

People are taking a DIY approach
to new-found foodiness

Getting Thrifty

People are not only looking to cut
costs, but be resourceful

Spiritual Awakening

People are turning to the adventure
of spirits for drinking at-home
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BORDBIA

09 Food Hobbyists

People are taking a DIY approach to
new-found foodiness

For many, the pandemic has cut short a number of personal
interests and hobbies as people are forced to spend more time
indoors and less time socialising with others. However, food and
drink has emerged as a saving grace, providing not only an
outlet for simple pleasures, but also a place for personal
expression, experimentation and learning.

Across the globe, 42% of consumers took up more scratch-
cooking, discovering new ingredients and new ways of cooking
while 38% of people reported doing more baking at home too.
This new relationship with food has been supported by an
increase in other pastimes such as gardening (+9pts) and
homegrown produce (+6pts), tapping into a sense of self-
sufficiency and ongoing discovery.

Thinking

House

42% of people are doing more
scratch-cooking than before.

39%
unchanged
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09 Food Hobbyists

Widespread enthusiasm for food discoveries should be leveraged
in Ireland, France and the US in particular

% participating in activities more, or less, in recent months

Scratch Bakers Grown your Gardeners
cookers own
soroBIA ()

Thmking Source: Bord Bia x Canvass, FTP 2020+, Q19 )
House Base: All respondents, Global (n:H765) Ireland (n=1953)
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We stopped buying ready-made meals because we have had more time to
cook at home. We decided to refocus on basic items, because of price,
availability and our culinary knowledge. To do this we bought more
essential products like pasta and items like flour so that we could make
things ourselves from scratch. For example. we made our own pizzas
instead of buying them.”

- Frederic, France

aaaaaaa
Thinking
House
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10 Getting Thrifty

People are not only looking to cut costs but
to be more resourceful

Making your money go further comes as no surprise given the
expected tightening of purse strings, yet while an increase in
looking for lower cost options (40%) is to be expected, combined
with people buying less treats for themselves or their families
(31%) and many doing so because of a change in their finances
(41%) people are also looking for ways to minimise their food
waste at home (40%). As people think about making their money
go further, they also want products that provide a sense of
versatility too, ensuring less waste, and better value.

As a result, shoppers could be paying more attention to how
certain foods and ingredients can be used across several different
meals as they carefully consider any excesses in their shopping. As
they look to trim the fat from their shopping lists, ingredients are
having to work hard to stay relevant and demonstrate their use for
multiple dishes or as a longer-term store cupboard staple.

sorOBA )

Thinking
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“T've signed-up.for-a veg box that|[ didn't have
before. Normally, I'shop for everyday items;but
I've definitely made a.shift to having more things in
the house. I didn’t stockpile, but I'feel like [with
the food in] my cupboards, I could whip up a meal
withoutleaving the house quite easily.”

= Evelyn, UK

40%

Of global consumers consider options that help them
minimise food waste to be more important now.
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10 Getting Thrifty

While we expect price to be a key factor in decision-making, people still
continue to weigh up how their choices can be more environmentally-friendly

Healthiness (calories, salt, fat and sugar)
That it is environmentally-friendly

. Quality of product

Accessible 2. Competitive price

+ 3. Nutritional content
environmental 4.
5.

mlllf__,’
Thinkin !
House ¢ CANVAS



KEY NEEDS — CREATIVITY

10 Getting Thrifty

Despite affordability being a driving factor during a recession, people
still see sustainable and eco-friendly options as increasingly important,
as they see it as their own personal responsibility to help

% more or less importance when buying groceries recently

+25%

-21%
Options that Finding the Minimise Buying Sustainably Buying ethical Buying organic
minimise food cheapest plastic environmentally- produced grocery or high-
waste option packaging friendly grocery products products welfare
products products
mmr(;:
Thinking

House
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I'd been through the first recession, so it prepared me to deal
with this situation. Because at that time, even though [ was
working, I made money and I functioned the way I do now

[saving where I can]. So it was all about adaptability.”

- Nes, USA

Thinki
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1l spiritual Awakenings

People are turning to the adventure of spirits
for drinking at home

It's no surprise that people have seen their drinking at bars and
pubs dip due to lockdown restrictions. The first wave saw the
‘Quarantini’ surface as a way for people to cope without access
to pubs and bars in a DIY manner at home as alcohol
subscriptions saw D2C strategies keep people topped up with
delivered beer and wine sets. At the same time, food brands
partnered with breweries such as Signature Brew to help people
recreate nights out at home.

While overall drinking at home is down with 19% spending more
and 35% buying less there are plenty of opportunities for alcohol
brands, especially spirits, to play a vital role. Spirits saw a 75%
growth in the week leading up to March 2020 in the UK
compared to the same period in 2019.* Because they last longer
and provide versatility to get creative, spirits satisfy both a

functional and emotional purpose.

soroBIA ()
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14%
unchanged
58% of people are going to bars;
pubs and cluksiless! | A= —

T v et .

)

“During the pandemic, I drank more
because I spent much more time at
home compared to before. I don’t
drink out of habit, but it is a form

of leisure for me.”

— Chen, China



https://www.signaturebrew.co.uk/products/pub-in-a-box-24x-cans-2x-glasses-nuts-pretzel-pieces-music-quiz-playlists

KEY NEEDS — CREATIVITY

Creativity

What are the
opportunities?

Whether it's a need to be resourceful or

to entertain themselves at home, people are
now looking for more inspiration to maintain
a new-found connection they have with
food and drink. As everyone is forced to
become a home cook, there’s an opportunity
to maintain that positive feeling people now
have for getting creative.
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What are the opportunities?

Brands that have done well during the pandemic

are the ones who have empowered and inspired
home cooks, not only by providing them with new
ideas but showing how even basic ingredients can go
a long way. Equally, brands that have kept things
simple have allowed creative impulses to flourish.

While people are looking for novel ideas, they don't
want to feel overwhelmed or add to the burden of
financial hardship. For many, home cooking can
quickly become a chore, especially as more meals
are being prepared at home, so simple inspiration
and showing the versatility of products should help
alleviate that pressure to be cooking all the time.

sorOBA )

Thinking

House

The number of UK consumers who say they
enjoy cooking more than before.

(onePoll, 2020)



https://www.swnsdigital.com/2020/04/more-than-a-fifth-of-brits-are-now-cooking-every-meal-from-scratch-compared-to-just-one-in-eight-before-the-lockdown/
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What's working for brands?

Empowering creativity from home

NEW YORK COOKIE
KIT

£18.00

BORDBIA

Thinking
House

RAINBOW CAKE BAKING KIT

£44.95

Crumbs & Doilies ‘Bake at
Home’ Kits

Popular London-based cookie,
cupcake, and cake bakery Crumbs &
Doilies launched a line of ‘Bake at
Home' kits to allow people to
experiment and flex their creative
muscles at home. By delivering a kit
packed with everything people would
need to make everything from New
York-style cookies to rainbow cakes,
Crumibs & Dailies is giving people an
opportunity to get creative without
sacrificing convenience.

Cupcake Jemma, the
YouTube personality
behind Crumbs & Doilies,
has amassed over
2 million followers on her
channel. Her videos
guide people through
using the bakery’s Bake
at Home kits from the
comfort of their own
kitchen.

Source: YouTube


https://www.youtube.com/channel/UCoMum0pwewO8_WtTlUQxGHw
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What's working for brands?

Brands need to be a source of easy inspiration

Meals a day are
distributed across 14
European countries via

59%

Sales of Campbell’s
soup were 59% higher

in March 2020 than in the Too Good To Go app.

Food Influencers March 2019, as people Too Good To Go With it launching its first
Celebrity chefs and foodie influencers are stocked up on pantry Too Good To Go is an app that teams up with ~ foray into the US in New

. N . . essentials. . . York in September, 2020
pivoting to provide ‘scarcity-themed local retailers and eateries to help them sell
content.. Alton Brown, host of TV show SeTEER WIS FTEE perishable products to consumers at reduced Source: Wall Street Journey
Good Eats, has launched Pantry Raid, a prices before they are binned. The app, which is
YouTube series on making the most of free, allows retailers to sell products that would
staples such as rice and lentils. have otherwise been wasted, with savvy users

saving money and food from waste.

BORDBIA
Thinking
House


https://www.youtube.com/watch?v=OBY5L3Ia9nY
https://www.wsj.com/articles/save-money-save-the-environment-and-help-local-restaurants-theres-an-app-for-that-11602597600
https://www.wsj.com/articles/shoppers-stock-up-on-comfort-food-amid-pandemic-11587726462
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Creativity

Thought starters for strategy, innovation,
& marketing

How can food and drinks brands How can brands reposition their How can brands create new,
maintain people’s new-found products to showcase versatility limited-edition flavours to drum
food creativity and better as well as ease of use? up excitement about their
recognise people’s desire for current ranges and stay top of
home cooking at different skill mind amongst their audience?
levels?

E.g. Limited-edition spirits that
have specific cocktails made
rom them. Thinking about the
broader role of spirits outside of
drinking and in cooking

E.g If people are buying less coffee
to-go or making lunches at home,
how can Irish food and drinks

E.g. Teaming up with recipe
channels showing simple food
hacks or creating masterclasses

role in these mealtimes?

sorosia (O
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Who should you be talking to about ‘creativity™?

v

SAVVY
SHOPPERS

CAREFREE
CONSUMERS

D)

v

A segment defined by their ability to get creative
and be thrifty in uncertain times. Many have
found joy in finding ways to save money,
considered a return to simpler times.

Have the time, money and optimism to be
enjoying cooking and being food hobbyists.
Actively seeking out the inspiration and
momentum to keep up creative food hobbies.

v
@

Survine
@
s

EASY
LIFERS|

With almost half only able to afford the essentials,
over half cut back on deliveries, is there an
opportunity to introduce new dishes and

other ways of being creative through showing
product versatility?

Creative when thinking about spending, buying a
few high-quality products and supplementing
these with more affordable, private label
products. Is there opportunity to be more
creative in the kitchen for a segment relying

on nostalgic, home comforts?

Not wanting to rock the boat, Easy Lifers are less
likely to be interested in foodie or money-saving
inspiration.
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BORD BIA X CANVAS8: WHAT'S NEXT?

Summary: COVID-19 recessionary microtrends

Control

o1 04

Defence Mode

People are seeing healthy
eating as a form of personal
safeguarding

(013

Survival Instinct
People are using pragmatic
shopping as a route to
future certainty

02

03 06

Categorical Eating
People are recognising the new
financial necessity of meal
planning

Comfort

Creature Comforts
People are replacing the
treat of dining out for

the treat of dining in

07

Selective Shops 8
People are reassured by private
label, presenting a threat to

branded goods

Local Loyalty
People are seeing locally-
sourced as A proxy

for food safety

Convenience

Daytime Disruption
People are rethinking how
daytime eating fits in with
their new WFH reality

Seamless Shoppers

People are taking an efficient,

yet safety-first approach to
food shopping

Creativity

09 Food Hobbyists

10

People are taking a DIY
approach to new-found
foodiness

Getting Thrifty
People are not only looking to
cut costs but be resourceful

Spiritual Awakening
People are turning to the
adventure and versatility of
spirits for at-home drinking
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Summary: Thought Starter checklist

Control

B As people pay more attention to healthy foods,
are functional ingredients and claims playing a

significant role in your current product range?

As people look for the reassurance of long-
life are you making the most of the appeal
of frozen?

B s people plan out their meals, how can

brands celebrate and empower new-found
pragmatism? If shopping lists are becoming a

‘guestlist’ how can brands ensure they are

relevant for across more occasions?

Comfort

- How can brands double-down on the

emotional resonance of their brand
at a time when private label looks like
the better alternative?

How are food and drink brands playing to the
indulgence of new nights in?

How can food and drink brands play up
provenance in their messaging and labelling
to reassure on quality?
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Summary: Thought Starter checklist

Convenience Creativity

- As d(:lytlme e(]ting becomes a home ﬁXture, how - As people’s relqtionship with food deepenS,

can brands tap into the benefits of this new
eating occasion and adapt formats
accordingly?

As people look to their local areas for both
shopping fixes and eating options, how are
brands best positioned in these point of
sales?

As people look for a more seamless way to
shop for food, how can brands make their
journeys simpler for customers?

how can food and drinks brands maintain
people’s new-found food creativity as well as
recognise people’s desire for home-cooking
at different skill levels?

As people expect their money to go further,
how can brands reposition their products to
showcase versatility as well as ease of use?

As people look to create their own novelty,
how can drinks brands provide more
inspiration and tap into a sense of discovery
around spirits in particular?
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Looking ahead...

US ELECTION BREXIT
A looming US election has already impacted both With the potential impact of Brexit already
people’s outlooks as well as the global economy weighing on people’s minds — particularly in
at large. Whichever way the election goes will Ireland and the UK — the changes, both
certainly make waves amongst both consumers personal and economic, will undoubtedly
and businesses around the globe. take a toll on the consumer landscape.
VACCINE? DEEPENING DIVIDES
The promise of a vaccine carries hopes The pandemic and its recession have
that it will bring people some sense of impacted people disproportionately,
“‘normalcy’. But the reality of whether or with those in higher-income jobs more able
not it'll happen remains unclear — it has to work remotely than others. Waning
the potential to kickstart the economy, government support means divides will only
but could also prolong the recession. deepen and expose more fissures in society.
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Key needs over the next 6+ months

Comfort
Control In the next 6 months:
In the next 6 months: Christmas, Thanksgiving, New Year
Food-safety expectations will evolve and (Chinese and Western) will see food play an even more

reach new heights as people look for greater central role as people look to let off steam and find joy in
transparency, traceability and reassurance. traditional calendar gatherings.

I I
I I
Convenience Creativity
In the next 6 months: In the next 6 months:
Plans for the 15-minute city’ will begin in People’s relationship with food and drink will
earnest as commuter towns become hubs for deepen and diversify, potentially turning hobbies
business and leisure, and people travel less into professions.
for food, work and entertainment.
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Workshop
Toolkit

Activate your brand
planning with a
workshop toolkit that
will include exercises for
getting the most out of 11
Feeling The Pinch trends.

What's in the pipeline?

Consumer
Profiles

A deeper dive report
into the consumer
segmentation

with specific
recommendations for
engaging and tapping

into new consumer need.

Feeling the Pinch
Wave 2

2nd wave tracking the
evolving behaviours
of our key consumer
segments.

BORDBIA (_
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