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Conceptual overview of this analysis

Food behaviour in Denmark

Personal factors
1) Food

Diet, - e
acquisition

food anxiety,
risk perception of
Covid-19

/ *  Detailed picture before Covid-13
* Detailed picture during Covid-19

* Detailed examination of changes from before to during

2) Food planning

'_ & preparation

3) Food

consumption

Selected analyses of different market segments

K Selected analyses of the population as a whole

\

%

Socio-demographics
Market personas: including
education, household composition,
gender and age

*

Contextual factors

Lockdown measures:

e.g. workplace, eating

establishments,
educational and social
institutions, transport
infrastructures, etc.

Food-related behaviour
before pandemic
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People buy food less often — buy more with longer shelf life

Daily

- K

Buy fresh fruit & vegetables

Denmark April 2020{n=1281}

4to6times2to3times Oncea  Between lLessthan
a week aweek week onceaweek oncea

Zoncea fortnightor
fortnight never

60%
50%
40%
30%
20%
10%
0%

# Before m During

* All food products bought much
less frequently

* This does not mean they
purchase less food overall

* A small but significant shift
towards non-fresh foods with a
longer shelf life.

TexnoLool
iy

Strong move to home delivery — away from large & specialist shops

(% in brackets = % during)

M Big supermarkets {26%}
B Supermarkets {(65%)

H Discount shops {61%}
Small shops {(12%}

B Organic shops (3%}

W Farm markets (4%}

H Solidarity owned {1%])
H Local producers{3%}

B Home delivery (14%})

Where buy FRESH FRUIT & VEGETABLES
% change BEFORE to DURING (DK n=1281)

-40% -20% 0% 20%

40% 60% 80%

Strong shift away from all
traditional food outlets.

Smaller supermarkets and
discount shops less affected

Huge increase 50% - 65% in home
delivery, mainly online

But home delivery still only 10% -
14% of all shopping events, and
highest for fresh food.
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Food planning and preparation

Shift to take-away, random snacks and raw ingredients

MEALS AT HOME % change BEFORE to DURING (DK n=1281)

10% 0%  10% 20% 30% 40% S0%  60%

H Take away (30%}

I 550
B Ready to heat/cook (17%) 1%l
B Use of processed ingredients (42%) 2% -l
B Use of raw ingredients (85%) B

Random snacks {55%) 1

* Small reductions in other
forms of meal
preparation

* More people are at
home during the day and
eat breakfast and their
midday meal at home.
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Food consumption

9
People eat fresh food less often and comfort food more often =N
Consume fresh fruit & vegetables Consume comfort food & drink
Denmark April 2020 (n=1281} Denmark April 2020(n=1281)
80% 80%
60% 60%
40% 40%
- 20% 20%
= 0% - 0%
4-7timesa 1-3times per Lessthanoncea 4-7times a i-3times per lessthanoncea
week week weelk week week week
¢ Related to the strong overall decline in shopping frequency
¢ ‘Comfort’ foods and drinks: e.g. cake and biscuits, chocolate and candies, and alcohol
* Not necessarily eating less food
10
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How much food behaviour has
changed and expectations whether
this will continue

11

More food eaten, more money spent,
more planning, variety and recipes

% MORE change minus

. 5%
Food becoming much more p—_
central in people’s lives 5% B
. 3 1%
Significant food waste reductions
and small, but significant, ol -
increase in organic food —
5%

Move away from unpackaged

food.
. . 1%
Less distance travelled to food
— 19%
shops.
11% [
. 7%

How much household BEHAVIOUR CHANGE:

LESS change {DK n=1281)

-20%  -10% 0% 0% 20% 30%  40%

{% in brackets =% no change)

8 Amount of food eaten {75%}
B Money spent on food {56%})
B Unpackaged food {76%)

B Lozal producers {83%)

B Organic food (89%}

@ Reduce food waste {78%)
Food variety {77%)

@ Meal planning (62%)

B New recipes/ingredients {76%}
@ Food importance {77%}

B Distance to food shops {76%}

B Alcohol consumed {74%)

12
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Over one-third say these changes
are likely or will continue

Strongest expectations of continuation:
* Reduced shopping frequency

* Eating more food at home

* More money spent

e lLocal producers

* Reduced food waste

e Food preparation and variety

Only between 25%-35% say do NOT
expect behaviour change to continue

EXPECTATIONS on CONTINUATION of household
BEHAVIOUR CHANGE

% saying no and possible/probable (DKa=1281

{% in brackets =
% was no change)

(=]
=

5% 10% 15% 0% 25% 30% 35% 4%
Types of shops used (50%)
Purchasing frequency (37%)
Maney spent on food {41%)
Growing own food {52%)
Other means of obtaining food {47%)
Types of food and dishes (46%)
Behaviour on food waste [49%)
Alcohal consumption (53%)
Preparing food (54%}

Where food is eaten (47%)

Person(s) responsible for food {57%)
Travel distance to food shops (54%)

Food from local producers {55%)

E——
e ————
PE————
"
E—
I ———
E—
F
s
A —
F
I
F———
I

Overall attitudes to food (56%)

ENo continuation M Possible or probable continuation

13
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Market personas:
education

14




1/10/21

Higher educated have higher frequency of buying and eating fresh food g .
" How food is prepared (DK April 2020, n=1281
0% 2096 A0%% 5O% B8O% 100%
Ready to heatf/cook
* Geater purchasing power and
Raw ingredients .
% - more awareness of health issues
e ...consume more comfort food
How often food is eaten >oncef/week and drink more freq uently -- more
{DK April 2020, n=1281 B
0% 20% 40% 50% 0%  100% thly to work from home
Fresh frult & veg = %
N * ... use more raw ingredients and
resh mea
— less ready meals
Canned
Ready-made g
Lake & biscuits !
Chocolate & candy
il Hliow ®HMedium =High
15

Higher educated changed food behaviour much more than lower educated > S

How much BEHAVIOUR CHANGE
% MORE change minus LESS change

Amount of food caten

NMoney spent on food

Unpackaged food

Use of lacal producers

Amount of organic food

Reduction food waste

increascd food variety

increased meal planning

More food recipes

Overall importance of foad

Distance to food shops

Aleohol consumed

Stackeup on food

Other behaviour changes

Other attitudenal changes

» Especially on amount eaten, money spent,
reducing food waste, stocking-up on food
and consuming alcohol.

» More organic, food planning and variety

» No change in use of unpackaged food

» Lower educated (not higher educated)
reduced unpackaged food, organic
consumption and use of local producers

miow M Medium @& High

16
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Higher educated more strongly committed to continue behaviour change

Expectation on CONTINUATION of BEHAVIOUR CHANGE
% saying yes (DK Apr 2020, n=1281)

Types of shop used

Purchase frequency

Money spent §

Grow awn food §

Other means obtain food

Types of food & dishes §

Behaviour on food waste

Alcohol consumption §

Where food is caten

Preparing food §

Persons responsible for food

Travel distance to shops

Food from locat producer

Overalt attitude to foo

Averag

Across all categories, especially:
* purchase frequency
¢ more home eating

¢ more planning, variety and recipes in
food preparation

¢ use of local producers

* reducing food waste

Elow = Medium = High

17
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Market persons:

household composition
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How food is prepared (DK April 2020, n=1281

0% 20% 40% 60% 80% 100%

Take-away shop
Take-away from supermit
Ready to heat/cock
Pracessed ingredients

Raw ingredients

How often food is eaten >oncef/week
(DK April 2020, n=1281

0% E 60% 80% 100%
Fresh fruit & veg
Fresh meat
Sairy
Frozen
Canned
Ready-made 8
Cake & biscuits o
Chocolate & candy

Alcohol

Other

Households with children buy and eat fresh food more often, use more raw ingredients B___

* They are more likely to use take-away
shops and consume comfort foods,
including alcohol.

e Single person households are more
likely to purchase ready-made food.

B With children = Single

= Only adults

19

Households with children eat, spend, plan and stock-up more, throw away less =

How much BEHAVIOUR CHANGE
% MORE change minus LESS change (DX April 2020, n=1281}

-20%  -10% 0% 10% 20% 20%

Amount of food caten

fMonoy spent on food

Unpackaged food

Use of tocal producors

Amount of organic food

Reduction food waste

increased food variety

Increased meal planning

More foad recipos

Overatl importance of food

Distance to food shops

Alcohol consumed

Stock-up on food

Other behayiour changes

Qther attitudenal changes

¢ Food is much more important
¢ Eat more organic food

* Drink more alcohol

* Singles household have not changed
meal planning

* Adult-only households have
increased meal planning

B With children ®Single = Onlyadults

20
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Households with children are more strongly committed to continue behaviour change

Expectation on CONTINUATION of BEHAVIOUR CHANGE
% saying yes (DK Aprif 2020, n=1281)

0% 5% 10% IS%  20%  25% 30% 35% 40%

Types of shop used

Purchase frequency

Money spent 3

Grow own food

Other means obtain food

Types of food & dishes

Behaviour on food waste

Preparing food

Where food is eaten

Prrsons responsible for food

Travel distance to shops

Overall attitude to food

Average

e ..they have more at stake?

¢ ....especially money spent, more
home eating, throwing away less,
closer to food shops and more time

time preparing food

¢ Only in lower “purchase frequency”
are households with children less
likely to continue

#With children ®Single = Onlyadults

21
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Market personas:
gender
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How often food is purchased »once/week
{DK April 2020, n=1281
0% 10% 20% 30% 40% 50% 0%

Fresh fruit/veg
Fresh meat & fish

Non-fresh food

How food is prepared (DK April 2020, n=1281

0% W% 4% 60%  80%  100%

Reaty to heat/cook h
Processed ingredients _

Women buy and eat fresh food more often and use more raw ingredients

BFemale B Male How often food is eaten >once/week
{DK April 2020, n=1281
0% 20% 40% 50% 20%

Fresh fruit B veg
Frozen

Canned
Ready-made

Cake & biscuits
Chocolate & candy

Alcohol

Gther

160%

+ _.but they buy other fresh food less often than men, and eat
more cakes and candy

» Men buy non-fresh food more often, use more ready-made
meals and drink more alcohol

23

Women eat, spend, plan and stock-up more, throw away less

How much BEHAVIOUR CHANGE
% MORE change minus LESS change (DK April 2020, n=1281)

¢ Food is much more important

Amount of foad caten

Maney spent on foad

e Eat more organic food

Unpackaged food

Use of local producers

¢ Are more adventurous with food

Amount of organic food

than men

Reduction food waste

tncreased food variety

Increased meal planning

More food recipes

Overall importance of food

Distance to fpod shops

» Men use unpacked food less and
have not increased their food variety

Alcohol consumed

Stock-up on fond

Other behaviour changes
Other attitudenal changes

®Female = Male

24
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Women are more strongly committed to continue behaviour change >

Expectation on CONTINUATION of BEHAVIOUR CHANGE

% SaYing yes (DK Aoril 2020, n=1281)
i
0% 5% 0% I5% 20%

types o shop st

Purchase frequency S0

5% 30%

35%

Money spent 38

Other means obtain food #
Types of food & tﬁs’n‘e—

Behaviour on food waste

Grow awn food

Alcohol consumption

Where food is eaten

Preparing food

Persons responsibic for food

Travel distance to shops

40%

¢ ....this is consistent across all
categories

¢ Particular reduced purchase
frequency, more home eating, more
time preparing food, spending more
money and buying from local
producers

* Men are generally positive but less
committed than women

= Female ®mMale

25
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Market personas:
age

26
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Younger people buy and eat fresh food more often

How often food is purchased >oncefweek
(DK Aprif 2020, n=1281

0% 0% 20%  30% 40%  S0% 0%

» ..they also buy more
often from take-aways
and use more
processed ingredients

Fresh fruitfveg

Other fresh food

Non-fresh food

* Older people eat

How food is prepared (DK April 2020, n=1281 bread and dairy foods
0% 1% 20% 30% 40% SO0%  60% more often and drink

more alcohol
Take away shop

Take away supermkt :
Ready to heat/cook m

Processed ingredients

®18-35 ®m36-4% =50-65 1 >65

B2

T
T

How often food is eaten >oncefweek
{DK April 2020, n=1281

0% 20% 40% 60% 80%

Fresh frult & veg

Fresh meat

Fresh fish l

Dairy

Frozen =

Canned

Ready made =

Chocolate & candy =

Alcohol

27

Younger people eat most unpackaged
and organic food and throw less away

Amount of food caten

How much BEHAVIOUR CHANGE
% MORE change minus LESS change (DK April 2020, n=1281}

Money spent an food

» ..they also stock-up more and think Unpackaged food

food is more important

Amount of organic food

Reduction food wasto

* 36-45 year-olds spend most on

Increased food varioty

food and drink most alcohol

increased meal planning

Maore food recipes

QOverall importance of food

* The oldest spend least on food,

Distance to food shops

have reduced food waste least, and

Alcohol consumed

have the shortest distance to shops

Stock-up on food

Other behaviour changes

®18-35 mW36-49 ®m50-65 »>65

Other attitudenat changes

28
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Younger people are consistently more
committed to continue behaviour change

» ....except for who is responsible
for food and distance to shops

¢ Especially strong on money
spent, reducing food waste,
variety and preparing food

* There is a clear negative age
correlation across all

expectations

m18-35 ®36-49 #£50-65 ©>65

Expectation on CONTINUATION of BEHAVIOUR CHANGE
% saving yes (DK April 2020, n=1281)

0% 10% 20% 30% 40%

Types of shop used

Money spent

=

50%

Grow own food

Other means obtain food

Types of food & dishes

Behaviour on food waste

Alcohol consumption &

Preparing food

Where food is eaten 5

Persons responsible for food

Travel distance to shops

Food from local producers &

Overali attitude to food &

Average ©

29
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implications

Overall conclusions and

30

15




1/10/21

Overall conclusions

* Food, and food experiences, is in a stronger and more visible
position

* More time and money spent

* More experimentation with new ingredients, varieties and
recipes

* Greater use of raw ingredients, and waste a lot less food.
¢ Small overall increase in eating organic food.

* Sustainable trend : Only between 25% and 30% say definitely
they will NOT go back to old habits

31

Overall conclusions

DIFFERENT MARKET PERSONAS

* HIGHER EDUCATION

* Buy and eat more fresh food, more organic, use more raw ingredients, throw
less away, spend more, and expect to continue more

¢ Consume more comfort food & alcohol
¢ HOUSEHOLDS
*  With children : Very similar to higher educated
* Singles eat more ready-made
* WOMEN
* Similar to higher educated

¢ Have changed more compared to men and expect to continue

* YOUNGER PEOPLE
e Similar to higher educated

e Buy more take-away, use more processed ingredients

32
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Implications & opportunities for Danish food companies

Need for all actors along the food value chain to respond with
new innovations that meet consumers’ changing tastes and
desires for new food experiences.

Invest in innovation
Consider reduction of food waste and shelf life
Know your market personas and continue to innovate for them

New products and new experiences

33
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Fa 360° hjeelp pa Tl

Produktudvikling

Pilotanlaeg Fadevareanalyser

Maerkning &

fodevaresikkerhed - . Sensorik

34
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Hold dig orienteret

* Falg Tl pa linkedin

Kontaktoplysninger:

Dorte Petersen : dpet@teknologisk.dk; 7220 3345
Jeremy Millard : jrm®@teknologisk.dk; 7220 1417

33
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