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This report looks at the following areas:

» The impact of COVID-19 on consumer behaviour and ethical food and
drink.

- Disruption to the ethical food and drink market caused by COVID-19.

« Reasons consumers buy ethical products and what causes/issues are most
important to them.

» How brands can leverage their ethical credentials more effectively to
engage with consumers.

Irish consumers are increasingly considering ethics when buying food and drink;
from where it is sourced, how it is produced and processed fo how it has
reached the shelves. Brands that are able to communicate these ethics and be
fransparent about their morals appear fo be winning over loyal customers;
seven in 10 Irish consumers agree they are loyal to companies and brands
whose ethics align with their own.

This has only been accelerated by the pandemic as consumers use this
downtime to re-evaluate their purchasing habits. However, price
considerations remain a barrier to buying ethical food and drink, and the
sector is left exposed as disposable household incomes are squeezed as a
result of COVID-19 and the recession.

COVID-19's impact on the economy will therefore be a major threat for ethical
food and drink sales given its higher price point. Brands will need to
demonstrate why their products are worth paying more for and quantify in real
terms how their efforts are benefiting the local and wider community.

As the sustainability movement picks up momentum, there are opportunities for
food and drink to reduce plastic packaging as it remains Irish consumers’ top
ethical cause of concern. Investing in plastic alternatives that can deliver on
quality and durability now will win over more consumers later when greater
legislative action is enforced.
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“Animal welfare and
environmental and health
concerns are among key
reasons for buying ethical
food and drink among Irish
consumers, however, there is
uncertainty among consumers
over what the different ethical
certifications stand for and
whether their buying choices
make a difference.”

- Emma McGeown, Senior
Food & Drink Analyst
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Figure 17: New product launches, by palm oil as an ingredient,
UK and Ireland, 2015-20
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Figure 23: Consumers who consider ‘assured food standards’
when buying food and drink, by age, NI and Rol, August 2020
* Half of consumers concerned with protecting the

environment

TYPES OF CERTIFIED PRODUCTS BOUGHT

» Free-ranging products bought most
Figure 24: Types of certified/labelled food products bought
in the last three months, NI and Rol, August 2020

* Bord Bia Quality Assured holds appeal in Rol
Figure 25: Consumers who have bought a Bord Bia Quality
assured and/or Red tractor-approved product in the last
three months, NI and Rol, August 2020

« Organic products more popular among Rol consumers
Figure 26: Consumers who have bought an organic product in
the last three months, by social class, NI and Rol, August 2020

» Affordability likely plays a part in organic purchases

« Gen Z most likely to buy ethical dairy products
Figure 27: Consumers who have bought milk with Free Range
Dairy Pasture Promise certification in the last three months, by
age, NI and Rol, August 2020
Figure 28: Agreement with the statement ‘Environmental
reasons would encourage me fo switch from standard milk to

milk alternatives’, by age, NI and Rol, November 2019

REASONS FOR BUYING ETHICAL FOOD AND DRINK

* The environment and animal welfare are the top reasons to
buy ethically
Figure 29: Reasons for buying ethical food and drink
products, NI and Rol, August 2020

+ Sustainability is a key driver when it comes to buying ethical
products
Figure 30: Consumers who agreed the reason they bought
ethical food and drink was due to it being ‘better for the
environment than non-labelled/certified versions’, by social
class, NI and Rol, August 2020

* Animal welfare claims can be leveraged in more categories
Figure 31: Consumers who agreed the reason they bought
ethical food and drink was due fo ‘concerns for animal

welfare’, by age, NI and Rol, August 2020

FOOD ETHICS AND SUSTAINABILITY

« Eight in 10 consumers reducing their plastic packaging
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Figure 32: Agreement with statements related to food and
sustainability, NI and Rol, August 2020

Mature consumers link local foods with sustainability

Figure 33: Agreement with the statement ‘Buying local food is
more sustainable’, by age, NI and Rol, August 2020
Reducing packaging must be a priority for retailers

Figure 34: Agreement with the statement ‘Retailers should do
more to help reduce packaging waste’, by age, NI and Rol,
August 2020

BEHAVIOURS TOWARDS FOOD ETHICS

Buying ethical food makes people feel good

Figure 35: Agreement with statements related to food and
ethics, Nl and Rol, August 2020

Almost seven in 10 consumers are buying more organic food
and drink

Figure 36: Consumer agreement with the statement ‘| am
buying more organic food and drink now compared fo last
year’, Nl and Rol, August 2020

Younger consumers are more loyal, but their trust must be
nurtured

Figure 37: Consumer agreement with the statement ‘I am loyal
to companies/brands whose ethics align with my own’, by
age, NI and Rol, August 2020

Figure 38: Consumer agreement with the statement ‘I have
stopped buying products from companies that have acted
unethically’, by age, NI and Rol, August 2020

ATTITUDES TOWARDS FOOD ETHICS

Six in 10 consumers don’t know what ethical cause to
prioritise

Figure 39: Agreement with statements related to food and
ethics, NI and Rol, August 2020

Retailers should stock more local produce

Figure 40: Consumer agreement with the statement ‘Offering
a wider selection of local produce makes a supermarket
more appealing’, by gender, NI and Rol, August 2020
Greater education needed in ethical food

Figure 41: Consumer agreement with the statements
‘Companies need to do more fo prove their ethical/
sustainable credentials” and ‘It's difficult to know the
differences between the various sustainable/ethical
schemes’, NI and Rol, August 2020
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APPENDIX - DATA SOURCES, ABBREVIATIONS AND

SUPPORTING INFORMATION

+ Data sources

+ Generational cohort definitions

« Abbreviations
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