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, ‘Much of the dietary Ilfestyles as we know
Y them have been around for thousands of

Vegetarianism has its roots in anC|ent India and Greece
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Mid 19t Century saw many advocates and champions in England
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Veganism: Why is it on

By Lora Jonas
Business Reporter, BBC News
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Sales of plant based food in the US went up by 20%
during the past year topping $3.3 billion  (ieisen, 2018)

The global meat substitutes market is expected to garner a revenue of 6.43
bn USD by 2023
(Markets and Markets, 2018)

Seven of the 15 most well funded food and beverage start ups are plant
based
(CBINSIGHTS, 2017)

Vegan butcher was named a top new job trend for 2017

(Bahler, 2018)
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militant minority to an
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(O'Reilly, 2018)



This study sets out to
explore these changing
eating habits and new
dietary lifestyles with a view
to identifying opportunities
for the food, drink and
horticulture industries




Our Research Partners
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Five phases of Research

o W
Desk Research -
..... N=16 In-Depth
Interviews

* Nutrition, Health,

I Retail, Consumers
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THINKING
next 3-5 years. By keeping up with trends and understanding what’s coming next, the M& L 4
programme helps companies within the food & drink industry in Ireland to better prepare for | LW
the future needs and desires of their consumers.

The Consumer Lifestyle Trends represent the biggest trends shaping people’s lives over the GOOD 6

——— ENGAGING

t eviLenc Consumers want moments of discovery and delight that enhance their day, sharing
}'7” %/ exciting stories and spaces with others.

HEALTH &
W& W&(M ﬁ‘ Consumers want to eat, drink and live to optimise their body’s systems, to feel better

than well today and tomorrow.

‘,M Consumers want to use their time to be as productive and sociable as possible, flowing
i 4 from one thing to the next - and want to be helped, not hindered, by tech.

IVES

/Z/ Consumers want to have a positive impact on society and the environment, and take
0t pride in a sustainable way of living.

LIVING

COMMUNITY &

Consumers want to express the views and values of themselves and their community,
and have their unigueness and creativity respected and celebrated.

(Bord Bia, 2018)
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LIVING

‘ ‘ | wanisto.have a positive impact

on mysociety and the
environment, and take pride In

that sustainable way of living...
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..means, motives and opportunity

Opportunity




Opportunity:
social

The Instagram
Generation

Trends around new diets have
been rising steadily since 2012..in
a similar trajectory to Instagram
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“veganism has got the

Instagram generation”

Shane Holland
Slow Food, UK



Opportunity:

A new food

era



Opportunity:
social

A new food
era

v

VEGANUARY

TSI
veganuary.com




Opportunity:
social

Always on &
Speedful

According to our GM

58% of people are always on
versus 49% in 2015




Opportunity:

social

The power of
Peer to peer




Opportunity:
domestic

“I would make a massive pot of a slow cooked
tomato sauce and | can give that to many
different things in many dijf ent guises so you
do have to plan but once y [ E/

: planning it is less complicated
The changing appear to be." |

h O U S e h O | d Mother of teenage girl




..means, motives and opportunity

Opportunity




Choice &

| Convenience

Knowledge

Greater
Prosperity & Better Quality
Investment
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LATEST EDITOR'S PICK LIFESTYLE OPINION NETWORK = v}

Means:

Prosperity &
Investment

8 14TH AUGUST 2017 614N

EDITOR'S PICK FEATURES

of the world’s biggest investors?

e®

LIFESTYLE




Means:

Choice &
Convenience

“Big chains such as
M&S and Pret have
introduced vegan
ranges

Pizza Hut and Pizza
Express offer vegan
pizzas

Holland and Barrett are
to open Vegan only
stores

5

KERALAN SUNDOWN

A softand soothing Keralan Curry
with sugar-snap peas, a crunchy sambal
and savoury baked lentil cakes

FOR TWO TO SMARE

99290

Th0g




Means:
Better Quality

Wo're chefs and brothers (sccorctly, ninjas) and though we come from wo different
profec=zional backgrounds=, wc found common ground In the Wickcd Hceoalthy culinary
art=.

Derek Sarno: The new Tesco American chef
— director of plant based innovation W






Change is inevitable.
Change is constant.

Benjamin Disraeli




63% claim to have made
SOME effort to eat more
healthily In the past
year

60% have made a SOME
effort to exercise more
INn the past year

T hittns Ho Sar



Eat more
Healthily

Exercise

Changes Made Iin the Past 12

60% Effort 0
TOTAL 7 o
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9290 indicate that they would

like to make a change to
Improve their health and wellbeing

The most common change that
people would like to make Is to be
more physically active (40%),
followed by being more financially
secure (31%), sleeping better (30%)
and eating more healthily (29%)

(Healthy Ireland, 2016)



22% of People

claim to be
following a
specific dietary
regime




19% of People

claim to be following
a diet that has a

greater emphasis on
plant-power
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have made some
effort to reduce their _ o\
use of plastic PR -5
In the past -- \



1 1IN 3 claim to have reduced their
intake of Red Meat




229%0 claim to have




Conscious Reduction?

Red Meat Dairy
(N=3,028) (N=1,943)

25% of the total 16% of the total
Across the markets Across the markets

Q. And for each of these types of food that you have reduced, did you consciously try to reduce this food or did it simply happen that way due to other influences or
circumstances?

The Thiﬁkin House



LESS BUT BETTER?
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- Sweden

German

Volume

5.9%

2 )
10.6%

(GlobalData, 2018)
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Cheese

Ireland

UK

UsS

Sweden

Germany

Vol

3%

1.0%

0.2%

1.5%

1%

Value

5%

3%

1.1%

4%

2%

(Euromonitor, 2018)
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| Dietary Vegans —
In thelir own words

' _ ﬁ

“‘I'm best described as an active person who Is focussed and career
orientated” -Vegan, Sweden

\ ,» ~" * physically active, driven and conscious of all that is around them.

-‘\ La
= \\;}Yj q:‘“ a
= ' “Very active, Hard worker, Constant, “I'm best described as an active person who is focussed and career
? L Achiever’- Vegan, USA orientated” -Vegan, Sweden

|

1 “l don't practice any diet, but I'm vegan, which is better described as a
»n - “A few words 1o describe myselt: lifestyle. I've been vegan for t.hree years now and | regret not doing it
STTTE ST, SEERE hone.st sooner. Jgst to avoid confusmn, vegan means that not only do | not
active and dete’rmined”- Végan UK’ consume animal products in any way, shape or form, but | also don't use
’ or buy anything that is made from or has animal products in them. It is not
only about bettering myself, but also the world around me” - Vegan,
Sweden

e

The Thinking House



Veganism




Dietary
NEW RECRUITS COMMITMENT
- Up to 12 Months - Vega NS - Committed forever-

38%
IRL50% UK 34% IRL37% UK 44%
DE 35% SW 26% DE31% SW 46%

US 47% US 46%
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Vegan is the third fastest growing on-pack claim for
food & drink launches globally over the last five years

The rise of plant-based foods is highlighted by growing use of the dairy-free
claim alongside vegan claims over the last five years.

Global: fastest growing claims for food & drink NPD (indexed), 2013-18

400 -
§ 300 - = \\/eight & muscle gain
(]
" === Dairy-free
~
& 200 - =\/egan/no animal ingredients
[
& == High/added protein
é Ethical — Animal
= 100 ===Ethical — Human

== Benchmark: all food & drink launches
0 I I I 1
Jul 2013-Jun Jul 2014-Jun Jul 2015-Jun Jul 2016-Jun Jul 2017-Jun
2014 2015 2016 2017 2018

(Mintel: GNPD, 2018)



Snack category accounts for the highest
share of vegan food & drink launches

Global: top 10 categories for vegan food & drink launches,
July 2017-June 2018
Snacks account for the largest share of

vegan NPD: 19%

Other
25%

Sauces & seasonings is in second place at:
11%

Sauces & Seasonings

Meals & MealCenters 11%
= Vegan bakery, in third place, includes dairy-
and egg-free cakes.

4%

Breakfast Cereals
<3 Bakery

10%

Processed Fish, Meat &
Ege Products
%

o NPD in plant-based dairy has advanced to
W e W such an extent that dairy is now the
fourth largest contributor to vegan NPD.

(Mintel : GNPD, 2018)









Vegetarians

5.1%



: 0]
Vegetarians 4.3% . 153,569 wuus

I L

5.7%

A ‘\ 2 937 120 adults

4.7% N
B B 338,571 _-

6,19 I

4.3% 10,838,743

adults

3,254, 750 adults




Vegetarians

NEW RECRUITS COMMITMENT
- Up to 12 Months - - Committed forever-

27%\ 45%
. d IRL32% UK 24% IRL40% UK 56%
DE21% SW 24% DE39% SW 42%

-

US 40% US 42%



Re-balancers

10.6%
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“It would definitely be exuberant, passionate and
funny. | love making others laugh and | really care
about everything that | do. When | do something,
| really set my mind to achieve it”
-Rebalancer, USA

< e o o
B e =

Bord Biz/)

Irish Food Board

“I'm not very active because | don’t enjoy exercise, but I'm trying
to improve and start yoga. | try to go to the gym and run for 20
minutes once a week, but it doesn’t always happen.. *
-Rebalancer, UK

“Outgoing / Sociable / Determined”
-Rebalancer, Ireland
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- - 0
: } Re 8.2A) l 295,852 adults

{¥ balancers

(0]
7.96% m 4,070,7450dults

I
12.7%-
B 808,990 ...

14.5%- 10,041,250

adults

8.4% 21,173,359

adults
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Irish Food Board

Veganism / Vegetarism /

Re-balancers ﬁ @
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Plant-powered dietary lifestyles are more DT e
prevalent among younger generations... Nor

Vegans Vegetarians Re-Balancers Subscribers

3.9%

% Aged 0 0 31% 24%

The Thinking House



v
... And they are more prevalent among the o Ak

higher social grades Non

Vegans Vegetarians Re-Balancers Subscribers

3.9% 80.8%

% ABC1 ‘5%’ a%' 6% ’ ‘5?>D

The Thinking House



V4
... And more urban focused Hord Bra

Non
Vegetarians Re-Balancers Subscribers

Vegans

3.9%

The Thinking House



V4
... And more Gen Z than Gen X Hord Bra
Non

Vegans Vegetarians Re-Balancers Subscribers

3.9%

Golden Age [Age 66+] 505 8%
Boomer [Age 52-65] 14% 16% 17%
19%

eneration X [Age 38 and 51] 28% 28%
Older Millennials [Age 30-37]

oung Millennials [Age 22-29]

Generation Z [Age 18-21]

The Thinking






i Bord Bia
“My Food Choices R
are a Big Part of my

Identity”

Vegans Vegetarian Re-Balancers ~ Non Subscribers

% 8-10 on a 10 point scale; n=8,000

The Thinking House



v/

1 Bord Bia
| have made a BIG effort to eat more
healthily”
Total Vegans Vegetarian Non Subscribers

15%

% Have made a big effort in the past 12 months

Ireland
UK

us

DE
SW

The Thihkin House



Bord Blé

‘| have made a BIG effort to reduce the e
amount of plastic | buy”

Total Vegans Vegetarian Re- Non Subscribers

40% PASK 16%

Ireland
UK

us

DE
SW

% Have made a big effort in the past 12 months

The Thihkin House



Bord Bié

‘| have made a BIG effort to reduce my s
carbon footprint”

Total Vegans Vegetarian Re- Non Subscribers

22% 3%

Ireland
UK

us

DE
SW

% Have made a big effort in the past 12 months

The Thihkin House



Recent Behaviours Bord Bia

Irish Food Board

—\/egan -——\/egetarian ——Re-Balancer

Eat more healthily
45%

Reduce specific foods or food

i Exercise more
types from my diet

Be more open and accepting of

others who may have different

opinions and outlooks on life to
me

Reduce the amount of plastic |
buy

Be more aware of the
environment around me

Reduce my carbon footprint / care
for the environment more

Follow more fitness and lifestyle Share images on social media
bloggers on social media more

Increase the proportion of
shopping | am conducting online

Q. Which of the following have you made an effort to do in the last 12 months, if any? Made a big
effort to do N=318; All Vegans; N=458; All Vegetarians; N=951; All Rebalancers
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Why “PlantRower”?

. \




A complex ecosystem of motivators Bord Bia

Rational
Wellness ™ Planet
A Medicinay
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Intrinsic ] Extrinsic

Belonging
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Emotional
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Bord Blé

Irish Food Board

i ‘!ﬂ; Influences % Very Influential
\\[/ NS
Wellness Identity Belonging Planet
N S N S

tion

%

)

B

- tl \/'\a ;'
ol

0

I

4

Physical Health 40%

Mental Health 39% Distinguish from Others 22%
Feel Stronger, Fitter 36%

Friends and Family 21% Animal Welfare 46%

Conversations with peers 19% Environment 46%

N S N N S

y

are.com

Vegan M

Lose Weight 28% Documentaryon TV 23%
Medical Advice 24% Social Media 22%
Intolerance 21% Celebrity or influencer 16%

N S N
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Irish Food Board

VRN

Influences

~

VRN

% Very Influential

N

Wellness
N S

N

Physical Health 31%
Mental Health 15%
Feel Stronger, Fitter 27%

N S

N

Lose Weight 26%
Medical Advice 7%

Intolerance 10%

ng House

N =N =

Identity Belonging Planet
o Friends and Family 10% Animal Welfare 30%
Distinguish from Others 7% . . .
Conversations with peers 14% Environment 32%
Documentary on TV 13%
Social Media 10%
Celebrity or influencer 9%
S T e e e— T e e e T e e R
- = - = = 3 e e e i ——
R ety <t - == = —— -‘_...(qu.- S -



Plant Powered Benefits




Lose Weight

Better Sleep

Mental Wellbeing

Better Skin .
Better Concentration

More Ener
gy More Confidence



v/

|mpaCt of Diet Bord Bia

Irish Food Board

—\egans Vegetarians ——Re Balancers

| have more energy
90%

Felt more confident about my

body image | have lost weight

My mental wellbeing

. | could concentrate for longer
improved

My skin improved | slept better



% Very Satisfied with.... Bord Bia

Impact of Irish Food Board
Environmen  Energy Body Mental Fitness Overall
t Levels Image Health Levels Health
3
EE 33% 33% 29% 36% 29% 61%
£ 20% 16% 17% 30% 13% 42%
g
N
x C_E 20% 14% 15% 35% 12% 41%
o0
3
£ 16% 11% 11% 34% 8% 31%

~ %8-100n a 10 point scale; n=8,000]

The Thinking House






Defection Bord Bia

Irish Food Board

/
‘ Why?
% “Used to It was too hard to follow when eating out
Beu 4% .ppe
s too A
VEGAN -
| wanted a better choice of food
11% of these are now vegetarian My priorities in life had changed
(o]
I noticed a drop in my energy levels while _
on the diet 49%
It was very difficult for my family/friends
weuseato MV
(o]
Be” My health was suffering as a result of my
VEGETARIAN food choices 0
et enieymytoed
e plesse specty
8% of these are now vegan | _ )

The Thinking



It's not all plain sailing v
. . Bord Bia
Top 10 Challenges Faced in Diet.... s Food B
Vegan Vegetarian | Rebalancer

Eating out in restaurants _ 57% 67% 68% 49%
Finding convenience food that suits... _ 55% 66% 63% 48%
Having variety in my diet to... _ 54% 59% 61% 49%
Getting enough protein in my diet _ 51% 61% 60% 43%
Affording to only buy products that... _ 50% 59% 57% 43%
Ease of meal preparation _ 48% 60% 53% 42%
Travelling overseas _ 45% 64% 54% 34%
Sourcing all the food and beverages... _ 45% 59% 50% 37%
My family / friends found it difficult... ||  NNEGEEN 24% 61% 58% 32%
Getting a sufficient amount of... _ 44% 64% 47% 36%

TROTRiRNG



Macronutrient Challenges... % Difficult

S ol







2 in 3 Vegans & Vegetarians find lack of
convenience options to be a

challenge....

Amgapore oy
L VCAPORE

a0 saa::-*.

“m -~ lamhi

“I wouldn’t be vegan because it is too
difficult.  would like to be vegan but it is
4N just so time co ’ ming.”

BN e
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6 in 10 Vegans struggle
with affordability
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Re-Balancer: 20-24




< Nuftrition
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Irish Food Board

What challenges did you face when you started your diet?




Likely to Consider this dietary ~ BeB#
ifestyle IN future?

Vegan Vegetarians Re-Balancer

e e T

The Thinking House
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Not Open to Diet- Barriers

Non Subscribers
Not Open to Diet

599%59%
52%
47% 47%
40% 42%419%

34% 35%3394
28% 26%250/27 %
I I I I I

I couldn't livel couldn't ive My diet | need to eat
without meatwithout dairy would be too meat to stay

I'm unsure  Too much
the impact hassle for

et i

e 2

Its more
expensive to
eat this way

g —_

Bord Blé

Irish Food Board

13%120/14@
I I I P
It takes up Other
too much

time

bland healthy this might  the family
have on my
Opentob Vi Not bady Veget Not Open to being a Flexitari
Q. And thinking now about the future; whi hd’ﬁhé’sg'{“ﬁpaes%’f’&.et would Jou’ 2oRaRRyFIcanan = NotOpen tobeing a Flexitarian
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“.If novelists know anything it’s that individual citizens are

internally plural: they have within them the full range of
behavioural possibilities.

They are like complex musical scores from which certain melodies
can be teased out and others ignored or suppressed, depending at

least in part on who is doing the conducting”

Zadie Smith
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KERALAN COCONUT )
CURRY ¥

. ‘*’“ = »y ' P
brown & wild rice « green beans
red lentils & chickpeas « beetroot
creamy Keralan coconut sauce

source 5
f : lowin salt ?72 of your
5 Sr&':.',‘,' s and sugar 5-a-day

Clean

Natural, healthy products
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Clear labelling




SEONTS Qg FLAXCHH

Purchasing any one of Soulfull's oatmeal
products supports the sourcing of
wholesome ingredients and the Non-GMO
Project Verified initiative, and also with
every serving you eat, a serving of the 4 hcious
Grain cereal is donated to a food bank in
your region ("A serving for a serving").




SORBET
”

F r 0 Jeni's uses Direct e\mdﬂF al

premium ice cream, while also employing a diverse

rade ingre en’s in all of its
workforce of wo - and minhority-owned businesses:
"Making ice cream this way requires more work and skill
than traditional ice creams made with flavorings and
colorings, but we think it’s worth it."




DON’'T BE A TOSSER THIS PANCAKE DAY!

Colourful
Contemporary




C

Creative

What: Chipotle Mayonnaise

The Lowdown: Rubies in the
Rubble’s range is handmade in the
UK from fresh fruit and veg that
would otherwise go to waste. For
Rubies new vegan chipotle
mayonnaise, the team whisk
aquafaba (water drained from a can
of chickpeas), together with
rapeseed oll, a pinch of salt and a
squeeze of lemon juice along with a
hint of Dijon mustard — or a good
dose of Chipotle chilli powder —to
create vegan mayonnaise, with all
the satisfying creaminess of regular
mayo. Winner.
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Creative

A

FENCE pw ,fow TRADE

POST PEACH DAY



Crispy, chompy, chewy
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Cheap(er)

Creating affordable products..



Classic
Credentials
(Best in class products)




LFjC?

THE
LismoRE Foop CoMPANY

DARK CHOCOLATE
APPLE STICKS

Air-dried Apple  Vegan

70% Chocolate Low Cal
Gluten Free Crispy Snacks
Dairy Free

MILK CHOCOLATE
APPLE STICKS

Classy

Air-dried Apple Low Cal
Milk Chocolate Crispy Snacks

Gluten Free

Packaging

CRISP
APPLE STICKS

Air-dried Apple Vegan
. Dairy Free Low Cal
wnzinos |8 Gluten Free Crispy Snacks

DELICIOUS SNACKS
For....

Home Travelling

Work Play

Lunch Coffee & Tea

Apres Gym  The Mini-Bar

The Perfect snack for Everyone, Anywhere at Anytime!
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