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Note : Significant differences within this report are shown across different dietary
types at the 95% confidence level, where one dietary group scores significantly

higher than all others.
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The vast majority of our respondents are meat eaters and have been for more than
10 years. Vegetarians, pescatarians and vegans, who make up 12% combined, are

more likely to have switched their diets more recently. Almost a third of vegans
converted in the past 12 months

Different diet types
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Almost two-thirds of meat eaters consume meat 3-4 times a week or more often,
compared to over a third stating they eat meat a couple of times a week or less
often. Just 15% of meat eaters eat meat every day.

Frequency of eating meat (amongst meat eaters)
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MQ3. How often do you eat meat in a typical week? Base (all who eat meat) — 1874



Whilst the majority (72%) of meat eaters do not plan to make a change to their
meat consumption habits, a_quarter_are planning to reduce the amount of meat
they eat across the next 12 months. This is highest amongst the under 35s

Planned change to meat consumption (amongst meat eaters)
in the next 12 months
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MQA4. In the next 12 months, are you planning to make a change to your meat consumption? Base (all who eat meat) — 1874



A third of meat eaters worry about animal welfare, whilst a fifth worry about the
environmental impact. Still, over half do not worry about the environmental or

ethical impact of their meat consumption, significantly more so amongst men and
over 535S

ethics or environmental impact

Statement that best describes attitude to meat (amongst meat eaters)

C

Are increasingly worried about
animal welfare in meat production

*significantly higher
amongst females (37%)

Are not worried about the

of their meat consumption

*significantly higher
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and males (56%)
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about the environmental
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Are increasingly worried whether
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MQ5. Which of the below statements describes you? Base (all who eat meat) — 1874



Around half of respondents believe that white meat is the healthier choice, and
that meat contains important nutrients and is a vital part of a healthy diet,
significantly more so amongst the over 55s.

y/

Level of agreement with each statement about health and meat

White meat such as poultry is a healthier choice than red meat g
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Meat contains important nutrients and is a vital part of a g,
healthy diet
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50% == higher amongst
over 55s (63%)

48%% =— significantly
higher amongst
over 55s (57%)

*Meat eaters
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Eating meat is the best way to ensure you get enough protein 35%

Eating meat puts you at a higher risk of some cancers

9%

People who eat meat are more likely to be overweight

None of the above ., | 9%
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MQ6. Thinking about health and meat, which of the following statements do you agree with? Base — 2142



When considering meat, over a third believe that humans evolved to be omnivores
and we should not worry about eating meat. However, a quarter believe that we

should all be trying to eat less meat.
Level of agreement with each statement about eating meat 1 5 y
r d
We evolved to be omnivores and shouldn't worry about eating meat ﬁ‘.{ . o
- it's a perfectly natural thing for humans to do / Meat eaters | 36%

25%

It is not really possible to get enough protein on a plant-based diet 21%

Meat is delicious but the environmental and animal welfare costs are
too high a price to pay

We should all be trying to eat less meat

’ 17% == Highest amongst 18-24s (25%)

We should see meat as a treat - eat it only occasionally and then go

for the best option we can afford

: - : fts*h 14%
Eating meat is fine as long as you opt for organic or free-range it §

None of the above ... ’ 14%
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MQ7. And which of these statements do you agree with? Base — 2142



Plant-based meat alternatives are seen as too expensive for what they are by a
third of consumers, with around a quarter stating they are not as ‘natural’ as meat
as well as being not as good a source of protein.

Level of agreement with each statement about plant-based meat alternatives

necessarily better for the environment
Significantly higher amongst

Junk foods - people who want a plant-based diet should be —
peop P over 55s (21%)

eating more fruit & veg instead of 'fake meat'
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Too expensive for what they are £ | 32%
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Often highly processed and not as 'natural' as meat (. 26%0=—> 555 (329%) vs. any other age group
Not as good a source of protein as meat \ | 23%
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A more ethical choice than meat @ (32%) compared to any other age group
0,
Healthier than meat 20%
Improving all the time and nearly as tasty as meat now @ 19%
Often made with soy and therefore not & 19%

More environmentally responsible than meat

None of the above
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made with tofu, pulses etc. which of the following statements do you agree with? Base — 2142



Almost half do not shop for plant-based alternatives to meat. Of those who do,
half believe they are more expensive than meat

*Meat eaters

8 45%

Don’t shop for plant-based
alternatives to meat j

Experience of price for those who shop for plant based alternatives
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A third of consumers believe that there’s too much hype around veganism at the
moment, whilst more than a quarter agree that vegans being aggressive with their
views is putting them off from trying plant-based eating.

Level of agreement with each statement about veganism,
vegetarianism and meat consumption

There's too much hype about veganism and \}?’
plant-based eating at the moment =~ */
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| wish vegans weren't so aggressive in pushing their views - it's 27
putting me off wanting to give plant-based eating a try
There's not enough unbiased information available about the 2504
advantages and disadvantages of meat versus plant-based diets
The meat industry is not doing a good enough job addressing
concerns about animal welfare, health and sustainability

25%

Meat production is much worse for animals and the environment
than the meat industry is willing to admit

18%

({%\_

29 18%

]
it
i

o, o
- 5

I am confused about whether plant-based eating is genuinely better, '
healthier and more ethical than eating meat "‘H
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None of the above 18%
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Key Take Outs...
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It seems that the traditional evening meal of meat and two veg is long gone; over a third (37%) of
meat eaters say they eat meat a couple of times a week or less, and just 15% eat meat every
day.

In fact, consumers are consciously reducing their meat consumption - a quarter of meat eaters
plan to reduce their meat consumption in the next 12 months. With persistent media campaigns
promoting plant-based eating, and a wide range of meat alternatives readily available, it perhaps
isn’t surprising that consumers are thinking about changing their ways. This is particularly apparent
amongst younger consumers — 35% of 18-34s plan to reduce their meat consumption in the next
12 months, suggesting a generational shift towards more meat-free eating.

Amongst meat eaters, a third worry about animal welfare in meat production, whilst a fifth show
concern for the environmental impact of the meat they eat. It is likely that concerns in these
areas are driving intentions around reductions in meat consumption. However, despite these
apprehensions, over half of consumers do not worry about ethical or environmental impacts
regarding their meat consumption. This is higher amongst over 55's (60%), who are also most
likely to be planning to make no change to their meat consumption in the next 12 months.

For those who shop for plant-based meat alternatives, half say they tend to be more expensive
than meat, and only one in six say they tend to be cheaper than meat. Brands need to be
conscious of price; if meat alternatives are not affordable then this could be a clear barrier for
some consumers in switching to these products, and could be off-putting for those who are
considering trying them for the first time.

With nearly half (48%) of respondents agreeing that meat contains important nutrients and is a
vital part of a healthy diet, significantly more so amongst the over 55s (57%), there is a long way
to go before consumers will be turning to completely plant based diets. It appears that the older
consumer in particular will need some convincing. However, the younger generation are leading
the way when it comes to this food trend — so perhaps the plant-based eating phenomenon is here
to stay.
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Appendix
Approach & Demographics




Approach and Panel

O We conducted an online omnibus survey with 2,142 adults aged 18+ across England,
Scotland, and Wales between 5 - 9" March 2018.

O The survey took place using our sister-company toluna.com online panel which consists
of members of the general public who have opted in and voluntarily agreed to participate
in online research studies.

« Through careful recruitment and management, we are able to rapidly survey large numbers of
the general population and accurately represent the views of the nation.
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Omnibus Audience
A representative Sample

O The results of the study were weighted to best reflect the size and shape of the
population of the UK

O This means that the results in this report reflect an audience that is as true as possible
of the GB population with the same age, gender and regional profile. The audience

profile is detailed below.
( Gender \ ( \ ( Region \
m18-24

| €95

m35-44
49% 51% a Social Grade

045 -54

m55+
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For further information about this study,
please contact:

Umair Afridi | Business Development Manager| uafridi@harrisinteractive.co.uk
07817 079766| 020 8832 1642
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