
5 Ways to Tap Into
 Changing consumer habits

 At Impact Consumer, we look to understand evolving attitudes towards the food &
drink industry and the changing role nutrition plays in consumers’ daily lives.

  
In recent years, the topic of healthy eating has become more salient - from the sugar

tax coming into force later this year to diets becoming increasingly plant-based -
forcing manufacturers to re-consider their ingredients and pricing strategies.

 

Consumers have a growing
awareness of the link

between health and diet
 

Consumer preferences
and product choices are

changing
 

Consumers are more informed
than ever before and trust in

manufacturers is being questioned
 

So how is the market changing?
 

The market is fragmenting
and different groups of

consumers are emerging
 

Unfulfilled needs are
being uncovered

 



of consumers claim
to have changed their
food and drink habits
in the last year.

 

80%
 

Consumers are increasingly demanding with their food and drink habits,
substituting different food categories - and different products within
categories - to fulfil their changing needs and expectations. There is an
opportunity for manufacturers to meet these changing tastes and preferences
and establish their products as the better nutritional alternative.

 

CHANGING CONSUMER choices
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the 4 most common changes made in the last 12 months
 

I eat more fresh ingredients than processed food
 39%

 39%
 

37%
 36%
 

I have cut down on the amount of sugar I consume
 

I eat more healthily
 

I drink fewer sugary drinks
 

A3a: How do you feel your food and drink habits have changed, if at all, in the last 12 months? Please select all those that apply.
 Base (UK): 1449 

 



The challenge for manufacturers is two-fold, as customers
demand not only healthier food but also the same great
taste they've grown accustomed to, if not better. Try and
avoid the pitfalls of some recent manufacturers, whose
changes to products have resulted in lost sales or failed
launches as taste does not meet consumer expectations.

 

What is most important when choosing
food and drink products?

 

...but taste trumps all
 Although the majority are positively changing their

eating and drinking habits when making product choices,
taste is still paramount and must not be sacrificied.

 

B7a Imagine you go to a shop to buy PIPE IN FOOD CATEGORY RANDOMLY FROM LEAST COUNT.
 Analysed using max diff techniques: 2874 evaluations

  

Taste
 

Price / Promotion
 

Amount of sugar
 

Amount of fat
 

Amount of additives, e.g. preservatives
 



eat more healthily
 

55%
 have cut down on the

number of calories
they consume

 

33%
 

MOTIVATION AND MOMENTUM
 

A3B - And what would you say is the main reason that your food and habits have changed? 
 Base (UK): 1137 

A3a: How do you feel your food and drink habits have changed, if at all, in the last 12 months? Please select all those. 
Base :I have greater knowledge about how food and drink can affect my health: (216)

 Base :Desire to have more energy and feel fitter: (410)
 

The key driver for changing food and drink habits
is a desire to feel fitter and to have more energy...

 

... but an important secondary driver is also
increased knowledge about how food can affect
health.

 

36%
 

19%
 

56%
 

41%
 

HOW CAN MANUFACTURERS AND RETAILERS be a part of the consumers' journey?
 

For manufacturers and retailers, being aware of why consumers are changing their food
drink choices will help them to get closer to their customers. It is important that brands not
only deliver the required taste and nutritional content but that they connect with
consumers at an emotional level in terms of what consumers want from their food. Helping
consumers to become more aware of their food choices and the benefits that different
ingredients can offer will help forge this relationship with consumers. 

 

have cut down on
the amount of

sugar they consume
 

are more selective about the
foods they buy based on the

ingredients they contain
 

AS A RESULT CONSUMERS ARE CHANGING THEIR BEHAVIOURS...
 

Of those wanting to
feel fitter and have
more energy:

 

Of those driven by
learnings on how food
can affect health:

 



building trust with consumers
 

There is a clear trust gap between manufacturers and consumers.
 

A5a. On a scale of 1 to 10, where 1 is not at all well informed and 10 is very well informed, how informed are you on what food and drink
products are best for you? Total UK (1449)

 A6. On a scale of 1 to 10, where 1 is strongly disagree and 10 is strongly agree to what extent do you agree with the statement "It seems like
Manufacturers don't care about changing the nutritional content of products to make them healthier" Total UK (1449)

 B1. How often, if at all, do you consider the following food attributes when deciding to buy the food or drink categories shown? Total UK (1449)
 B3A. Which part of the Traffic Light Information do you focus on to help you make a decision on whether or not to buy a product? Those who

use TLI (864)
 B3B. How much of an influence would you say the Traffic Light Information has on the food and drink products you choose to buy? Those who

use TLI, exc. DK responses (843)

The food and drink industry needs to be more transparent in
its messaging, otherwise it will remain outside consumers'
"circle of trust", creating a barrier to brands moving towards
healthier products and thereby meeting shoppers' changing
needs and expectations.

 

what consumers look at when using the traffic light labelling
 56%

 
53%

 
50%

 
44%

 
31%

 

Whilst the traffic light labelling system used in the UK is now well established
and present across all food and drink categories, only 60% of consumers say they
look at this labelling to help them choose their food and drink product choices.

  
That said, where consumers refer to this labelling they do find it useful with
almost two-thirds saying it has some influence on the product choices they make.

 

Perceptions towards current labelling
 

Only 39% of consumers feel
well-informed about what
food and drink products
are best for them

 

Less than one-in-five
believe manufacturers
care about improving the
nutritional content of
their products.

 

Amount of added sugar
 

The colours
 

Amount of saturated fat
 

Amount of salt
 

Absolute figures
 



Different consumer groups
 

Apathetic
 

Wannabees
 

Apathetic
 

Wannabees
 Repentants

 

Trendy Socialites
 

Late Adopters
 

33%
 

13%
 17%

 

22%
 

15%
 

They tend to eat when hungry, rather than having set
meal times, and are more likely to snack, eat sweets,
crisps and fizzy drinks.

 

This group typically pays less attention to food and drink content and labelling
and are happy to remain less informed about which food and drink products are
best for them.

 

The ‘Wannabees’ have more concerns about their body weight, and are generally
less positive about their current levels of health and nutrition.

 
That said, they are consciously making lifestyle changes such as

reducing sugar and salt intake, and counting calories. This group
would benefit from further education as they do not feel as

knowledgeable as others on what are the best food/drink choices
for them, and are less likely to understand product labelling. Trust

lies with their GP or the NHS when it comes to nutritional advice.
 

As the market grows, different groups of consumers are emerging who
have similar attitudes, needs and behaviour.

 



Compared to 12 months ago they are eating more
organic and fresh ingredients and cutting back on
convenience foods and their sugar intake. These
consumers have a good understanding of product
labelling and are more likely to be aware of newer food
products being launched onto the market.

 

Likely to be heading towards retirement or in part-time work these, generally,
older consumers are positive about their lifestyle and physical/mental
wellbeing, yet have a stronger desire to be fitter and have more energy.

 

They are likely to have made a change to their food and drink
habits in the last 12 months, and for some this has been
influenced by a recent health scare. Relative to other groups
Repentants are much more concerned about what is in their
food and are consequently likely to know which products are
best for them and what product labelling means.

 

More likely to be retired, these consumers may well have greater disposable income
and are very health conscious and focused on their fitness levels.

 

Younger, often single consumers who are adventurous in their food choices.
 

Trendy Socialites are likely to perceive they are making healthier
food and drink choices compared to 12 months ago, yet at the same

time accept they could be making poorer lifestyle choices such as
smoking, drinking alcohol and eating more convenience foods.

 

Birch
 Water
 

Repentants
 

Trendy Socialites
 

Late Adopters
 



opportunities for brands
 

Whilst current food and drink products meet many of consumers’ needs
there are still some gaps between the health benefits consumers are looking
for in their food and drink products and those they feel are currently offered.

 

B7b. When it comes to health benefits from X, which of the following would be of interest to you or someone you live with?
 B7c. Which of the following health benefits, if any, do you believe are currently offered by your main brand? 

Total UK (1449)
 

Good for your heart
 

Lowers cholesterol
 

Supports a healthy immune system
 

Reduces tiredness and fatigue
 

Health benefits Consumers desire from their food and drink products:
 

Unfulfilled potential in current offerings varies considerably with
different categories. If you would like to know more about your

 specific category please contact Stuart Grant, Head of Consumer
Research, on stuart.grant@impactmr.com

 

Where's the opportunity in your category?
 



Findings based on 10 minute online survey conducted between 31st August and 5th September 2017, with 1,449 UK respondents.
  

A spread of gender, region, age and social grade was included. Nat rep sample with category purchasers and sub groups allowed to
fall out naturally.

 

Survey details
 

At Impact Consumer we understand the challenges
you are facing and work with you to further optimise
your brief from the outset, offering up a bespoke,
method neutral and flexible solution from day one.

  
We work with you to get to the heart of the
decision-making process and help you to maximise
your return on future investment.

 

If you'd like to chat about your challenges, or want to receive findings
from this study tailored to your category, get in touch -
stuart.grant@impactmr.com or call us on +44 1932 226 793.

 

THANK YOU
 

There are health benefits which
consumers feel are currently unmet,

offering manufacturers prime
opportunity to fill these needs

 

Greater transparency will be needed
for brands to successfully position

themselves as healthier and aligned
with shoppers' expectations

 

Manufacturers need to cater to the
increasing consumer demand for

healthier foods, and do so without
sacrificing taste

 

Understanding consumers' motivations
for changing their food and drink

choices can inform brand direction and
foster deeper relationships with them

 

Understanding the different customer
segments which are emerging will help
manufacturers to align their strategies

with evolving customer needs
 

Previous examples of our work can be found here.
 

KEY MESSAGES FOR MANUFACTURERS
 

https://www.impactmr.com/portfolio

