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Our diet
impacts on
our health
and the
planet

Changing what we
eat and drink, is the

to improve our health
and that of the
planet:

4 Obesity is one of the
biggest health
problems this
country faces

4 2/3 of UK adults are
above a healthy
weight:

1. EAT Lancet, 2019, 2. NHS Digital (2020) Statistics on Obesity, Physical Activity and Diet, England, 2020
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4 We produce, eat
and waste more
food than ever

4 Up to1/3 of carbon
emissions and 70% e
of freshwater use is
for agriculture


https://digital.nhs.uk/data-and-information/publications/statistical/statistics-on-obesity-physical-activity-and-diet/england-2020/part-3-adult-obesity-copy
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Most people aren’t eating a healthy diet

4 There are several models illustrating a healthy, sustainable diet

4 UK government guidance The Eatwell Guide, sets a good direction of travel, by
being better for our health and better for the planet

4 Currently less than 1% of the UK population meet these targets

Benefits of following The Eatwell Guide
v 31% GHG emissions

eck the &
Use the Eatwell Guide to help you get a balance of healther and more sustainable food.
It shows how much of what you eat overall should come from each food group.

S Eatwell Guide

Raidon

v 34% Land use

v 17% Water use
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N e A 17.9m Years of healthy life

3 ©IGD 2021 Source: BNF literature review 2020, Eatwell guide, 2015, The Carbon Trust (2016) ‘The Eatwell Guide: Modelling the Health Implications of Incorporating New Sugar and Fibre Guidelines
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Improving what we eat is
a priority for government

Healthy, sustainable and affordable food is central to UK
government policy
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Reformulation targets aim to make food and drink healthier

Restrictions on promoting foods high in fat, salt and sugar
will come into force April 2022. A 9pm watershed will also
prevent these foods being advertised on TV

A system wide, independent review — The National Food
Strategy — is due Summer 2021. Government will respond
within 6 months

The Department of Health and Social Care, with Sir Keith
Mills, is exploring how incentivisation can promote healthier

diets
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Increasingly shoppers want help to eat
healthily and sustainably

57% 36% 51%

of consumers have an of British shoppers claim ate fruit and veg more

appetite for healthy, to be following or are often during lockdown
sustainable diets interested in following a highlighting an opportunity
flexitarian diet to continue healthy habits

5 ©IGD 2021 1. IGD Appetite for Change 2020, 2. IGD ShopperVista, 15t-16th Sep'20. Base: 2,005 GB grocery shoppers 3. IGD Appetite for Change, Fruit and Vegetable deep dive - 2020
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Cost is a barrier to changing diets

a 71% of shoppers
believe eating
healthily is more
expensive than
eating unhealthily
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a 38% say cost stops
them eating a
healthy, sustainable
diet:

Co-op has recently reduced the
price of plant-based meat
alternatives, to match the price of
meat, and tackle the cost barrier?
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1. IGD ShopperVista, March 2021 Base: 2,090 British adults. 2. IGD Appetite for Change COVID-19 update (Base: Total Sample, 1002 (Nov'19) 3. Co-op, May 2021



https://shoppervista.igd.com/macro-trends/presentation-viewer/t/health-nutrition-and-ethics-monthly-shopper-update-march-2021/i/10761
blog.coop.co.uk/2021/05/05/weve-cut-the-price-of-our-plant-based-co-op-gro-range-to-make-it-more-affordable-for-everyone/
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There is an opportunity for
businesses to make healthy
sustainable diets easier and

more affordable for all

-1GD
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Promoting

health can
drive sales
and loyalty

Need proof?

. 4 57% of consumers want to follow healthy, sustainable diets!
There's an opportunity to

: i 4 Sales of meat-free products increased 40% between 2014
drive sales and improve

i and 20192
brand reputation.
4 Sainsbury’s inspired a 387% rise in sales of fruit by partnering
Taking action on health with Disney?

and sustainability builds
trust with shoppers and
wider stakeholders.

4 Tesco found two-thirds of shoppers purchased more fruit
and veg when offered free fruit in store*

4 Pret-A-Manger show that plant-based is ‘not just for
veggies' as 80% of their products are vegetarian or vegan®

8 ©IGD 2021 Source: 1. 1GD, 2020. Appetite for Change — Covid 19 Update 2. Mintel UK Meat-Free Foods Market Report 2019 3. Sainsbury’s uses pester power for good; 4. Tesco increases shopper loyalty; 5. Pret 2019 ESG report, 2020



https://www.igd.com/Portals/0/Downloads/Charitable%20Impact/Sustainability/Appetite-for-Change%E2%80%93How-to-apply-behavioural-science-shortcuts.pdf
https://store.mintel.com/uk-meat-free-foods-market-report?_ga=2.138420912.266848443.1612263804-1712789002.1596532125
https://www.igd.com/charitable-impact/healthy-eating/content-library/article/t/how-sainsburys-increased-sales-by-using-pester-power-for-good/i/27725
https://www.igd.com/charitable-impact/healthy-eating/content-library/article/t/tesco-increases-shopper-loyalty-by-helping-kids-to-eat-more-fruit-veg/i/27722
https://downloads.ctfassets.net/4zu8gvmtwqss/1TDKFkJkWYtv7bUseurNw7/51deb8b7b34af4de52660ba7fce37757/Pret_A_Manger_2019_ESG_Report.pdf
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Ma ny 4 In 2020 school, hospital, university and care home

. caterers across the UK pledged to cut meat by 20%
businesses
4 Tesco will boost sales of meat alternatives 300%, b
are already Jesco Y

L]
taking
Asda has committed to growing plant-based sales by

ti “
action 100% by 2023

4 Mindful Chef became the UK's bestselling recipe box by
championing health and sustainability

~
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IGD is helping
industry drive
change

86% of shoppers are trying to
improve their health in some
way, but they want help.

That's why IGD is working with
the University of Leeds and
industry, to test behaviour
change levers in real-life
settings.

We're measuring how pricing, ‘ \

promotions, and placement can /‘ ' | N
impact shoppers' baskets and $ “ 9 % |I,~I,~_._._ 1*

their eating habits. —

Signposting Placement Product Incentivisation

Get in touch to get involved:
healthyeating@igd.com

10 ©IGD 2021 IGD Shopper Vista, March 2021
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How you can take action

L 2

Visit our new online hub Contact us

It's packed with resources to help you: Ask us any questions you have
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understand why healthy, sustainable diets
should be central to your business strategy

get inspiration from what other organisations
are doing

learn about our real-life trials and research
partners

Take me to the hub

Tell us about your success stories

Work with us to trial real-life solutions and
inspire others

Get in touch

Health ~I1GD


http://www.igd.com/shiftbehaviour
mailto:healthyeating@igd.com?subject=Heathy%20sustainable%20diets%20-%20better%20for%20business

