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Methodology o Levercliff

Online quantitative research

10-minute quantitative research
Sample size of 834
UK Representative, weighted
Conducted in October 2024

Scottish and Welsh boosts available







3:% The Context




Areas of Concern in Food and Drink Over Time 2o Levercliff

Rising prices remains the top concern for consumers.

Concerns about Food & Drink, Top 6
(Any concerns)
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Base; 834 Q Thinking about food & drink, which of the following issues actively concern you? Please select all that apply. (Levercliff Tracker Ed. 15 - Oct 2024)



Top Concerns Over Time s> Levercliff

Rising prices, as the top concern, has decreased over time.

B Oct-24 mMay-24 mJan-24 mJan-23

Rising prices

49%

Animal welfare

UPFs rank joint
39 as an issue
that is most
concerning

Food waste

Food safety

Health (e.g. tackling obesity)

Base; 806 Q And which of these issues regarding food & drink concerns you most? (Levercliff Tracker Ed. 15 - Oct
2024) *UPF added in T15




s
)

60% of consum
living crisis img

Gender:
Male 55%
Female 66%

Base; 834 Q Did the cost-of-living crisis have an impact on your purchase of food and'@ uency, where you
Photo by Robert Ruggiero on U*Iash




Changes Made in Due to Cost-Of-Living 2o Levercliff

Most decided to buy food/drink on the go less often.
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| [!bought food/ drink on the go II choose food/drink options that 1 bought fewer items when | | bought food/drink from more | used more money saving Other
I less often were less expensive purchased food on the go affordable places techniques e.g. meal deals,
: : subscriptions
L - I

Base; 504 Q What changes did you make regarding buying food or drink ‘on the go’ as a result of the cost of living crisis? (Levercliff Tracker Ed. 15 - Oct 2024)



Return to Normal Shopping Habits e Levercliff

46% said they have continued with their food/drink on the go adaptations.

Continued with Kept some changes but Gone back to normal way Other
changes not all of them of shopping for food/
drink on the go
I I I IS S I S S S S S S - - J

Base; 504 Q Now that the cost of food and drink is stabilising, have you changed back to how you used to shop for food or drink on the go or kept some of your changes? (Levercliff Tracker Ed. 15 - Oct 2024)
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43% of UK adults are buying food or drink
on the go at least once a week
That's 22.4m adults
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Purchasing Frequency of Food and Drink On The Go, By Occasion
Snacking and lunch are the most common on the go occasions.
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Base; 834 Q Thinking about the last 12 months, how often, if ever, have you purchased food or drink on the go for the 7 VPH_"%"’
following occasions? (Levercliff Tracker Ed. 15 - Oct 2024) :




Purchasing Food and Drink On The Go ‘At least once a week’, By Work Location
Hybrid workers are buying food/ drink on the go most frequently.

Buying food/ drink on the go ‘at least once a week’ by working location

43%
41%
39%
34% 35%
30% 31%
27% 26%
23% 23%
Breakfast Total Work away from Hybrid Lunch Total Work away from Hybrid Dinner Total Work away from Hybrid Snacks Total Work away from
home home home home

......

48%

Hybrid

Base; 834 Q Thinking about the last 12 months, how often, if ever, have you purchased food or drink on the go for the following occasions? Work away from home; 252, Hybrid: 216 (Levercliff Tracker Ed. 15 - Oct 2024)



Top Locations to Consume Food and Drink On The Go, By Occasion

Work is the most Ilkely location for consumptlon
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On the go — Breakfast and
Lunch Occasions

Questions in this section were asked to consumers who buy
breakfast or lunch on the go at least once every 2-3 months




Top Place to Buy Breakfast and Lunch On The Go so» Levercliff

Fast food outlets are a popular destination for breakfast on the go.

Breakfast: Fast Food Lunch: Grocery
Outlets 43% Retailers 41%

66% have a loyalty card/ loyalty app or pay a subscription for fast 84% have a loyalty card/ loyalty app or pay a subscription for

food outlets which they use when buying breakfast on the go grocery and convenience retailers which they use when buying
lunch on the go

Base; 448 Q Thinking specifically about breakfast that you buy on the go, where do you typically buy this from? Base; 551 Q Thinking specifically about lunch that you buy on the go, where do you typically buy this from? Base; 192
(Breakfast; FF Outlets) Q Do you have a loyalty card, loyalty app or pay for a subscription with any of the following outlets which you use when buying breakfast on the go? Base326 (Lunch; Grocery and Convenience Retailers) Q Do
you have a loyalty card, loyalty app or pay for a subscription with any of the following outlets which you use when buying lunch on the go? (Levercliff Tracker Ed. 15 - Oct 2024)




Places Breakfast and Lunch are Purchased On The Go
Occasion type can influence the place food/ drink on the go is purchased.

W Breakfast m Lunch

43%
4%

39% 39%

34% 33%

37% |

16% °
15% 149,
13%
10% 9% 9% 9%
. o
Fast food outlets Coffee shops (e.g. Sandwich retailers Convenience Grocery retailers  Delivery service Mobile food van Newsagent or Petrol forecourt Other
(e.g. McDonalds, Costa, Café Nero, (e.g.Greggs, retailers (e.g. Tesco (e.g. Tesco,  (e.g.Deliveroo, Just (e.g. sandwich van, pharmacy (e.g. (e.g. BP, Shell)
KFC, Dominos) Pret) Subway) Express, Sainsbury’s  Sainsbury’s) Eat) burger van) Boots, WHSmiths)

Local, Spar, Co-op)

Base; 448 Q Thinking specifically about breakfast that you buy on the go, where do you typically buy this from? Base; 551 Q Thinking specifically about lunch that you buy
on the go, where do you typically buy this from? (Levercliff Tracker Ed. 15 - Oct 2024)



Top Deciding Factors Behind Place of Purchase for Breakfast and Lunch e Levercliff
Location is key in determining the venue for buying food on the go.

¥
- " i
W Breakfast m Lunch ﬁ‘ AL

44%
Location (e.g. on my way, near where | work) Location is key .,
A1% R E A
-3 ] i :
34% = a8
Price/ affordability g
29% = :

1

Male 35%, Female 23%

Their breakfast meal deal offer/ Their meal deal
offer

The breakfast
meal deal offer
and hot food
range is
particularly
influential for

o e~

26% Male 32%, Female 20%

Range of hot food items
%

Base; 448 Q How do you decide where to buy breakfast on the go? Base; 551 Q How do you decide where to purchase lunch on the go? (Levercliff Tracker Ed. 15 - Oct 2024)



Top Considerations When Choosing Breakfast On The Go <%= Levercliff
Consumers want something filling, low cost and not messy in the week.

In the week At the weekend SR
21%

It feels like a
treat

o
20% 18%
That it's low cost
That it's low cost

19% 17%

That it fills me up

That it fills me up

16%
That it's easy

to eat/drink
e.g. not messy

Base; 448 Q And once you have chosen where to purchase breakfast on the go, what would you say are the
main factors you typically consider when deciding what to have? (Levercliff Tracker Ed. 15 - Oct 2024) Photo by Russell Ferrer on Unsplash




Top Considerations When Choosing Breakfast On The Go e Levercliff
Who they are with, and nutrition are significantly more important for 18-34s.

Breakfast in the week,
18-34 year olds

Who | am with e g.
colleagues, friends,
children, on my own

18%

The nutritional
benefits | get from it
e.g. protein, fibre,

vitamins or 15%

minerals

That it's low
cost

Base; 448 Q And once you have chosen where to purchase breakfast on the go, what would you say are the main factors you typically consider when deciding what to have? (Levercliff Tracker Ed. 15 - Oct 2024)
Photo by Jamie Street on Unsplash



Top Considerations When Choosing Lunch On The Go ﬁz@ Levercliff
Lunchtime considerations are the same: filling, low cost and not messy.

At the weekend |

In the week

22%

It feels like a
treat

3% 20%

That it fills me up That it's low cost

23% 18%
That it's low cost That it fills me up
16%
That it's easy

to eat/drink
e.g. not messy

£l

Base; 551 Q And once you have chosen where to purchase lunch on the go, what would you say are the main m
factors you typically consider when deciding what to have? (Levercliff Tracker Ed. 15 - Oct 2024) Photo by True Agency on Uns W



On The Go Purchasing Behaviour o Levercliff

The majority of people buy both food and drink when on the go.

Purchase both food and a drink

At Breakfast

At Lunch

Base; 448 Q When buying breakfast on the go, what do you usually buy? Base; 551 Q When buying lunch on the go, what do you usually buy?
(Levercliff Tracker Ed. 15 - Oct 2024)



Top Food and Drink Items Purchased for Breakfast On The Go

Younger consumers are choosing a broader range of cold drinks.

Savoury pastries e.g. sausage roll

Sweet pastries e.g. croissant

Cold roll/ sandwich/ bagel/ muffin e.g. bacon roll/
salmon bagel/ egg muffin

Fruit pots/ fruit

Toast (including toasted teacake, bagel, crumpet)

Pancakes/ muffins

Cereal bar [ breakfast biscuits

Yoghurt pot/ pouch

Porridge pot

I s

T
I 187
I 7%
I 5%
I 5%
I 12
I

26%
18-34: 24%
18-34: 22%

Hot drink e.g. teq, coffee

Fruit juice

Milkshake

Energy drink

Iced drink e.g. iced teq, coffee, smoothie

Water (still or sparkling)

Fizzy drink

Smoothie

Fruit flavoured drink (not fizzy)

Breakfast drink e.g. Weetabix on the go

Drink

I 5e%

B 25 18-34:31%
B 220 18-34:29%
I 207

B o: 18-34:30%
I 10

N 8%

B 6 18-34:24%

B 2%
B 10

Base; 413 Q When buying breakfast on the go, what food items do you usually buy? Base; 390 Q When buying breakfast on the go, what drink items do you usually buy? (Levercliff Tracker Ed. 15 - Oct 2024)

% Levercliff

18-34: 44%,
35-54: 66%
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Top Food and Drink Items Purchased for Lunch On The Go s> Levercliff

A bias towards older consumers choosing cold sandwiches and hot drinks.

Food Drink
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I 18-34: 24% i I 18-34:23% |
Cold roll sandwich/ bagel/ wrap [ 41y, 35540 447 Hot drink e.g. tea, coffee [ 41, 35541 40%
I - 569 I I e I
55+: 56% 55+: 66%
e e e e e e e e e e e e e e e e e e e e e e e Em e Em o Em = = -l e e o o e e e e e e e e e e e mm e Em Em Em Em Em e Em o Em e Em = = -l

warm roll sandwich/ bagel/ toasti D s2w oy

Burgers e.g. beef, chicken, fish, veggie _ 30% 25% of 18-

Fruit jui
34s are juice

30%

choosing,

Savoury pastries e.g. sausage roll, slice | 990, pasta,

cous/poke
bowls

Water (still or sparkling)

28%

crisps [ 27

Chicken pieces e.g. wings, fillet, fried chicken _ 24%
18-34: 27% Mitksnake | 12~
Pizza _ 20% 35-54:23%
55+: 6%
Cakes or sweet pastries e.g. eclairs, doughnuts, _ 170 Iced drink e.g. iced teaq, coffee, smoothie _ 19%
muffins, cakes %
Saladpots | 159, 18%

15%

Chocolate bar - 13% Fruit flavoured drink (not fizzy)

Base; 527 Q When buying lunch on the go, what food items do you usually buy? Base; 462 Q When buying lunch on the go, what drink items do you usually buy? (Levercliff Tracker Ed. 15 - Oct 2024)
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Top Reasons for Purchasing Breakfast and Lunch On The Go

Convenience is the big driver for breakfast and lunch on the go
¢ . ‘ ‘ i

Breakfast

Convenience when

When ldon’'t have time to
travelling

eat breakfast at home

When |l don’'t have time
to prepare anything to
take with me

Convenience when
travelling

F: 31%, M: 20%
As a treat As da treat

It fits in with my busy day It fits in with my busy day

F: 29%, M: 19%
When Il don’t have time to

prepare anything to take
with me R

Itend to just buy iton
impulse

Buse; 448 Q FORERGETEESEREmJ 0 you buy X}
Rorare, hoto by Graeme Worste .';,';A_"“-;-'_;‘.iti";;.» Photo by;‘. o

e go? (Levercliff Trch 7 (155G £2024)
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Top Reasons for Purchasing Lunch On The Go, by Age f@g? Levercliff
The importance of the travel occasion varies significantly by age.

m Total 18-34 35-54 55+
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[ when j have time to my busy day  buy it on something to my lunch itemsto gofor thanlunch filling/keeps control on the goto
| travelling | Pprepare impulse hot for lunch other people optionsat me going for eating at
_____ anything to e.g. friends, home longer home

take with me colleagues

Base; 551 Q For what reasons do you buy lunch on the go? (Levercliff Tracker Ed. 15 - Oct 2024)



Role of Breakfast On The Go

Convenience is key, but breakfast on the go does deliver other benefits.

49%

It's just about
convenience

16%

To experience
new and exciting
flavours

16%

To add variety
into my
breakfasts

21%

25%

To enable me to
have a hot
breakfast

23%

To have foods |
can’t make at
home

It's social (e.g. |
buy breakfast
on the go with
friends or
colleagues)

Base; 448 Q Thinking about the situations i preakfast on the go, what is the role of breakfast on




Role of Lunch On The Go

For the lunch occasion, convenience is also the main driver.

Brie & Bacon Bagu

Creamy brie, beechwood smc
chutney, finished with mayo ar

Try m e, baked baguette.
I'm new |

Contains Allergens: Sesame, Wheat, £

/ Per 100g: Energy kj 1285 + kcal 308 « Fat 1¢
Carbohydrates 27.8g + of which sugars 4.3

Per serving: Energy kj 2797 » kcal 669 + Fat
Carbohydrates 60.5g » of which sugars 9.3g

O"

/3

e mme

Base; 551 Q Thinking about the situations in which you

14%

To experience

new and exciting

flavours

19%

To add variety
into my
lunchtimes

52%

It's just about
convenience

19%

It's social (e.g. |
buy lunch on
the go with

friends or
colleagues)

o Levercliff

23%

To have foods |
can't make at
home

20%

To enable me to
have a hot lunch
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Frustrations with Breakfast/ Lunch On The Go @:@ Levercliff
Top frustrations are around slow service and desire for more variety.

Top On The Go Breakfast Frustrations

9%
8%
7%
2% 2%
. . " .

Slow service/ More variety Price Limited healthy Limited dietary Hot food served Quality
busy/ queues options options cold

60% of regular on the go breakfast
consumers don't have any frustrations

Top On The Go Lunch Frustrations

9%
7%
6%
I 3% 3%

Variety [ choices/  Waiting time/ busy/ Price Limited healthy Limited dietary
availability queues options options

63% of regular on the go lunch consumers
don’t have any frustrations

Base; 460* not weighted (open text) Q Is there anything that you find frustrating about buying breakfast on the go or is there anything missing that you would like to see? Base; 558* unweighted (open text) Q Is there
anything that you find frustrating about buying lunch on the go or is there anything missing that you would like to see? (Levercliff Tracker Ed. 15 - Oct 2024)



Breakfast/ Lunch On The Go Statements — Agree and Strongly Agree

Over half of consumers would like to see more locally sourced options.

Hoisin Duck Wrap

Ding in £660
Bt W7

Shradded roost duck with our fich haisin $auce, made from oy sauce,
Chineee five spice ond white miso. Served with cucumber, $pnng 08GnM,
bty leof spinach ond o dab of oo,

oy b WA « kol K44+ Fat Ur2g « of
48,69 » Ot which kugavs 1259 « Proden
& Ao Sabulmio SO SR

57%
‘I would like to see

- B - g e, | ‘There are lots of
more locally 580/ ey | R e /% healthy options
sourced options o i SEOPMY ot AT when choosing

‘There are lots & breakfast on the
of healthy -

options when
choosing lunch
on the go’

in lunch on the ‘I would like to

see more
locally sourced
options in
breakfast on

Y
v 8

p I T e L : 3 .,3 e : A :
e a?*f»‘-"é:f Q Thinking about purchasing breakigstonthe go, to whaiiétent do you th,e ul king about

bagree with'the following statements? (Levercliff Tracker Ed. 15 - Oct2024)
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Breakfast/ Lunch On The Go Statements — Agree and Strongly Agree = Levercliff
UPFs.

52%
‘I find it hard to
avoid ultra

o
N processed foods 46 /o
“¥ when buying lunch

on the go’ ‘Il find it hard to avoid
ultra processed
foods when buying
breakfast on the go’

-

Base; 448 Q Thinking about purchasing breakfast on the go, to what extent do you agree with the foIIowiﬁﬁ}s'tql‘:&ments? Base; 551 Q Thinking about purchasing lunch on the go, o-' ent do y6
ggree with the following statements? (Levercliff Tracker Ed. 15 - Oct 2024) N P T S/
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Breakfast/ Lunch On The Go Statements — Agree and Strongly Agree @2@ Levercliff

Providing solutions to messy options could increase sales of said products.

v e

49%
" 'There are some options L]
° | would like to buy but | -
48 /o can’'t because they are
too messy to eat’
(Bredkfost)

‘There are some
options | would like
to buy but | can't
lbecause they are
too messy to eat’

hat extent do you ﬁ ee with the following statements? Base; 551 Q Thinking about purchasing lunch on the go, to what extent do you
et 2024)

-



Breakfast/ Lunch On The Go Statements — Agree and Strongly Agree

e Levercliff

Sustainability does concern consumers in a food on the go setting.

38% /
‘I would buy lunch on
the go more frequently
o
if packaging was more 45 /o
sustainable’ 7 1 would ouy

: S breakfast on the go
Lo PR, TN .
X “ more frequently if
- packaging was

more sustainable’

&

Base; 448 Q Thin bout purchasing breakfast on the go, to what extent do you agree with the
agree with the following statements? 8.everc3liff Tracker Ed. 15 - Oct 2024)

‘| often feel guilty when 5
" buying breakfast on the -W'/;-
", gobecause | find it
}?@d\ifficult to recycle the

when buying lunch *
on the go because |
find it difficult to
recycle the




Level of Agreement with Lunch On The Go Statement 2o Levercliff

There is appetite for a ready meal option at the lunch on the go occasion.

‘I would be interested in having a ready meal option in food to go — that is served warm or can be taken
away to heat up’ — Agree and Strongly Agree

] I I I |

Total Male Female 18-34 35-54 ABCI1 C2DE Children in HH under
18

61%

54%

Base; 551 Q Thinking about purchasing lunch on the go, to what extent do you agree with the following statements? (Levercliff Tracker Ed. 15 - Oct 2024)



Top 5 Cuisines Consumers Would Like To Be Able To Buy On The Go o Levercliff

Italian and Spanish appear to be in demand for breakfast and lunch.

Breakfast (% currently buy) Lunch (% currently buy)

14% (26%)

MexXxican
13% (16%)
Chinese
13% (14%)
Italian
12% (7%)
Greek
1% (65%)
Spanish
/ % .~_ ,_:'; o ;"', {
WRGECL ges do you currently buy for breakfast on the go? Base; 448 Q And V\) would you like to be able to buy as food on the go for breakfast? Base; 551 Q Which, if any, of the

Ji6h the go for lunch? Base; 551 Q And which would you like to be able buy as food to go for Iuncn? (Lev.ercliff Tracker Ed. 15 - Oct 2024)



Now we move away from food
and drink on the go and focus
on eating out generally



How are consumers feeling about
eating and drinking out?




o Levercliff

Some evidence that the negative tide has turned for eating & drinking OOH.

Eating Out and Drinking Out Predictions For Next 3 Months, Over Time

Eating Out Predictions Going Out For A Drink/ Drinks Predictions

Mar-22 Aug-22 mJan-23 mOct-24 W Jan-23 m Oct-24

70% 70%

Considerably fewer . 59%
60% 58% - 60%
° ° people are planning
to eat/ drink out less
52% compared to Jan
50% 49% 2023 50% 48%
44%
40% 40%
34%
30% 30%
20% 20%
o 10% 0 °
10% 9% 10% 8%
% 4% 4% oy
- -
0% 0%
Eating out less Eating out about the Eating out more Don't know — ARl EelE More bon't know
same
Base; 803 Q Over the next 3 months do you feel you will be doing these more, less or about the same as you Base; 754 Q Over the next 3 months do you feel you will be doing these more, less or about the same as you

would typically do? (Levercliff Tracker Ed. 15 - Oct 2024) Eating out would typically do? (Levercliff Tracker Ed. 15 - Oct 2024) Going out for a drink/ drinks



» Levercliff

Reasons for Eating Out Less/ Going Out For Drinks Less

Financial concerns are the top reason for eating out less.

Drinking Out m Eating Out

r _______________________________________________________ I
l L : : : :
I Financial, the cost of eating out has increased [ the cost of going out for drinks has 47% I
: increased . 53 |
l
| . : : 50% |
Financial, | have less disposable income °
I Ny 47% I
l
: l
Financial, | am trying to save money 454:;7 |
I gL
l
e o e o o e e e e e e e e e e e e e e e e e e e R R M M M M R M M M M M M M M M e M M M M e e M e e e e e

Health, I'm trying to lose weight D 15

| prefer getting meals delivered I s

. . 7%
Unable to be away from home for a meal e.g. looking after family/ pets ]
7%

: . . . 10%
| don't feel comfortable eating out/ going out for drinks ] °
7%

There is a good selection of restaurant brands in the supermarket which replicate the
experience of eating out for me _ 6%

1%

Other l 1%

Base; 299 Q For what reasons do you feel you will be eating out less often than you would do typically? Base; 294 Q For what reasons do you feel you will be going out for a drink/drinks less often than you would do
typically? (Levercliff Tracker Ed. 15 - Oct 2024)



Reasons for Eating Out Less/ Going Out For Drinks Less o Levercliff

Financial reasons have consistently been the top motivation over time.

53% 55% 53%

a47% 48% 47%

42%, 46% 46%




Eating Out Behaviour Over The Next 3 Months, Mean 7o Levercliff

And behaviour is reflective of this, edging towards more economical actions.

42.89
I will visit more Stick to normal 1 will visit more
affordable restaurants expensive restaurants
44.80
| won't order as much Stick to normal | will order more food
food when | go out when | go out
42.99
I will order fewer drinks Stick to normal I will order more drinks
than normal than normal
42.75

0 —‘— 100
| will order less I will order more

Stick to normal

expensive food items expensive food items

on the menu on the menu
42.14

I will order less Stick to normal I will order more

expensive drinks expensive drinks

Base; 803 Q And which, if any, of the following do you think you will do over the next 3 months if eating out? (Levercliff Tracker Ed. 15 - Oct 2024)



Top Influential Factors in Choosing a Restaurant o Levercliff

It is important that restaurants demonstrate value for money.

Good Value for Money The Menu Type of Food the Venue Serves

53% 38% 27%

Venue Location Previous Experience Who You Are Going With

26% 24% 22%




Top Influential Factors in Choosing a Restaurant, By Age o Levercliff

Over 35’s are fairly aligned however younger consumers top 6 do differ.

2

-

Good value f
. A

I

rtant factors that influe




Top Reasons for Eating Out Over The Last 6 Months e Levercliff

The top reasons for eating out are around treating and special occasions.

2%

For a treat

For a special ™~
occasion

en to go o) a meal/ meals? (Levercliff Tracker Ed. 15 - Oct

g » N ¢
A : |




Top 7 Reasons for Eating Out Over The Last 6 Months, By Age @2@ Levercliff
18-34s are less likely to see eating out as a treat.

W Total m18-34 m35-54 m 55+

Younger consumers

47% are more likely to eat
45% 45% 44% out for convenience
42% 27% (Can't be
. 40% bothered to cook or no
38% food in the house) vs.
-~ 11% of over 55s
29%
26% 26% 26% 26%
22%
20% 20% i I
e 17% [l 17% : I
15% 0 15%
I I I I I 14% 13% pum 13% 1 13% [ 13% :
I I I ! 0% |
i l
I I
I I
i l
For a treat For a special occasion Prearranged with When away from home For a good value meal For a change of sceneryy When I/we can't be I
friends/ family/ jbothered to cook/ cleanl
colleagues I up I

Base; 803 Q Over the last 6 months, what are the main reasons why you have chosen to go out for a meal/ meals? (Levercliff Tracker Ed. 15 - Oct 2024)



s

Overhalro
. choose a'fa o
- = outforameal 36/0
months \ | am most likely to choose

something off the menu that|
haven’t tried before

99% Younger C

I am most likely to choose a type consume
of dish I've eaten before . adventt

pbout going out for a meal/meals in the next 6 months, whic pcker Ed. 15 - Oct 2024)

Photo by Alex Padurariu on Unsplash
.



Awareness of Nutritional Information on Restaurant Menus %2 Levercliff

e

Awareness of calories on menus is consistent with responses in 2023.

ROMANA PIZZA

M Oct-24 mJan-23 A bigger, thinner, crispier pizza, inspired by pizzas from Rome, with more of the toppings you love. NEW - Upgrade to a Larg
I l
I I
l
| 53%
I I ~45 = 43 A " .
YeS 3 Py b o -r"_- [»_. ..‘»'- -
I 50% | 4 '_ ';‘
I I 13 .‘-». I‘% és& & .
L e e e e e e e e e e e e e e e e e e e e e e = N Gl - < I
Duo Romana Bruno Meatb:
1029 ksl
No When two become one! Choose your two v/ s e/ :
favourite Classic or Romana recipes - or try._ A winning combination Blue cheese, red onion Meat our
A% chutney, tomato, mozzarella, all topped with... tomato, g
10%
Don't know
9%
Margherita Pomodoro Pesto Double American Cheese Americ
Base; 834 Q Restaurants of a certain size now have to label how many calories are in the food they serve on their menus, websites, 1124 kesl 1288 kst

and on delivery websites. When eating out, have you noticed calories on menus? (Levercliff Tracker Ed. 15 - Oct 2024)

A mlrusmbmsd Almmmism Crmenls mmmmmmemllon ol el sma . L Crmmmmbirmmmm somil it 1md tavmméd mmmvm o sssbmbé Comi s Lmaem - Tho e



Impact of Nutritional Information on Choices > Levercliff
For the majority, visibility of calories on menus has had no impact.

It does appear to have
encouraged between
18% -30% of consumers
who noticed, to choose

M It has had no impact on my order m | have chosen a lower calorie option

= 1 decided not to buy this option because of the calories | have chosen a higher calorie option a lower calorie option
across different meal

® | don’t normally buy this food/ drink type parts and drinks

|
I— —————— l r 1 r —————— 1 r —————— 1 I
48% | : b | ' I : I
| | | I | | 1 ' |
I I 44% :
i : 4% I I : b o : | |
I I I I I l I | I |
' | l I | I | 1 ' I
I I I I I I I I I I I
' Lr T l I | I | 1 ' I
| I | 27% | I I I 5% I I | i
| , |
13% 20
N% 12% 12% 12% 1% 12% — |
o 9% . 10% 9y 9%
8% 7% 7% 7% 8%
[

Main meals Desserts Soft drinks Starters Sides Hot drinks

Base; 446 Q Generally, what has been the impact on your choices from seeing calories on menus for each of the food [ drink types below? (Levercliff Tracker Ed. 15 - Oct 2024)
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Summary ss» Levercliff

Food To Go

% Although rising prices as a top concern has fallen since January 2023,
it is still a major concern for over 70% of UK consumers.

For food and drink producers and outlets, demonstrating value for
mohney remains key.

% Over 40% of UK adults buy food or drink on the go at least once a
week across breakfast, lunch, dinner or snacking/ refreshments.

Understanding the motivations and occasions for buying food and
drink on the go will allow producers and outlets to best serve and
target consumers.



summary o Levercliff

Food To Go

% Snacking and lunch are the most frequented occasions followed by
dinner and then breakfast.

Important to find solutions across all day parts that can be
consumed on the go — without mess!

% There is a bias towards hybrid workers buying food or drink on the go
the most frequently.

Potential to add variety to what they consume when working at
home.



Ssummary

Food to Go

i Levercliff

% Over 40% of consumers who have breakfast on the go typically buy this
from fast food outlets, whereas grocery retailers are the first choice for
lunch followed by sandwich retailers.

Different outlets are chosen for different occasions. Producers and outlets
need to consider what range works best in different locations.

% Location and price are some of the top deciding factors of where to go
however meal deal offers and hot food ranges also influence decisions.

Driving greater volume through offers is important, particularly for
outlets competing with retailers for lunch share of pocket.



summary o Levercliff

Food To Go

% During the week breakfast and lunch items need to fill consumers up, be low
cost and easy to consume. At the weekend there is a treat element that
comes into force.

Being clear what need you are meeting is important and how this varies
by time of week is important.

#* 90% of consumers who have breakfast or lunch on the go are at least
satisfied with the offering from their current outlets.

Challenge for producers or outlets will be continuing to satisfy consumers
by delivering variety and meeting expectations. Evolving expectations
around locally sourced, health, sustainability.



summary o Levercliff

Eating Out

% The pressure of declining numbers in restaurants and other dine in venues
looks to be easing. 59% of consumers plan to eat out the same amount or
more often over the next 3 months.

Clearly sector still needs to win back consumers who reduced eating out
occasions during COL crisis.

% For those that plan to eat out less, finances are the main driver for this
behaviour.

Itis important for restaurants to demonstrate value for money to
encourage consumers to visit them.



summary o Levercliff

Eating Out

% The main reasons for eating out are centered around special
occasions and treats.

Food, drinks and dining environment need to deliver something
special to feel like value for money.

#® Familiarity is especially important to older consumers when making
menu choices whereas younger consumers dre more likely to mix it
up and take risks.

Outlets need to consider who their target consumers are and adapt
menus to best deliver for them.



For more information please contact:

Louise.Cowdy@Levercliff.co.uk or
Clair.Prior@Levercliff.co.uk

) PN SR
S RSN
- —— T
vf\ Y
{ “J,\\\\ 5 "’i.‘{:;
j\‘ 6 v

Levercliff



mailto:Louise.Cowdy@Levercliff.co.uk
mailto:Clair.Prior@Levercliff.co.uk

	Default Section
	Slide 1: Levercliff UK Consumer Tracking Research:  Food To Go Focus
	Slide 2: Welcome – we are Levercliff
	Slide 3: Working with our clients to deliver a 360° vision of their category
	Slide 4: Methodology
	Slide 5: The focus of this wave is food and drink to go and eating out
	Slide 6: The Context
	Slide 7: Areas of Concern in Food and Drink Over Time
	Slide 8: Top Concerns Over Time
	Slide 9: 60% of consumers said the cost-of-living crisis impacted their purchasing of food and drink on the go 
	Slide 10: Changes Made in Due to Cost-Of-Living 
	Slide 11: Return to Normal Shopping Habits
	Slide 12: On the go - Overview
	Slide 13: 43% of UK adults are buying food or drink on the go at least once a week That’s 22.4m adults 
	Slide 14: Purchasing Frequency of Food and Drink On The Go, By Occasion
	Slide 15: Purchasing Food and Drink On The Go ‘At least once a week’, By Work Location
	Slide 16: Top Locations to Consume Food and Drink On The Go, By Occasion 
	Slide 17: On the go – Breakfast and Lunch Occasions  Questions in this section were asked to consumers who buy breakfast or lunch on the go at least once every 2-3 months    
	Slide 18: Top Place to Buy Breakfast and Lunch On The Go
	Slide 19: Places Breakfast and Lunch are Purchased On The Go
	Slide 20: Top Deciding Factors Behind Place of Purchase for Breakfast and Lunch 
	Slide 21: Top Considerations When Choosing Breakfast On The Go
	Slide 22: Top Considerations When Choosing Breakfast On The Go
	Slide 23: Top Considerations When Choosing Lunch On The Go
	Slide 24: On The Go Purchasing Behaviour
	Slide 25: Top Food and Drink Items Purchased for Breakfast On The Go
	Slide 26: Top Food and Drink Items Purchased for Lunch On The Go
	Slide 27: Top Reasons for Purchasing Breakfast and Lunch On The Go
	Slide 28: Top Reasons for Purchasing Lunch On The Go, by Age
	Slide 29: Role of Breakfast On The Go
	Slide 30: Role of Lunch On The Go
	Slide 31: Over 90% of consumers are at least satisfied with the current breakfast/ lunch on the go offering from current outlets
	Slide 32: Frustrations with Breakfast/ Lunch On The Go
	Slide 33: Breakfast/ Lunch On The Go Statements – Agree and Strongly Agree
	Slide 34: Breakfast/ Lunch On The Go Statements – Agree and Strongly Agree
	Slide 35: Breakfast/ Lunch On The Go Statements – Agree and Strongly Agree
	Slide 36: Breakfast/ Lunch On The Go Statements – Agree and Strongly Agree
	Slide 37: Level of Agreement with Lunch On The Go Statement
	Slide 38: Top 5 Cuisines Consumers Would Like To Be Able To Buy On The Go
	Slide 39: Now we move away from food and drink on the go and focus on eating out generally
	Slide 40: How are consumers feeling about eating and drinking out?
	Slide 41: Eating Out and Drinking Out Predictions For Next 3 Months, Over Time
	Slide 42: Reasons for Eating Out Less/ Going Out For Drinks Less
	Slide 43: Reasons for Eating Out Less/ Going Out For Drinks Less
	Slide 44: Eating Out Behaviour Over The Next 3 Months, Mean
	Slide 45: Top Influential Factors in Choosing a Restaurant 
	Slide 46: Top Influential Factors in Choosing a Restaurant, By Age
	Slide 47: Top Reasons for Eating Out Over The Last 6 Months
	Slide 48: Top 7 Reasons for Eating Out Over The Last 6 Months, By Age
	Slide 49: Over half of consumers plan to choose a familiar dish if they go out for a meal in the next 6 months 
	Slide 50: Awareness of Nutritional Information on Restaurant Menus
	Slide 51: Impact of Nutritional Information on Choices 
	Slide 52: Summary and Key Take Outs
	Slide 53: Summary
	Slide 54: Summary
	Slide 55: Summary
	Slide 56: Summary
	Slide 57: Summary
	Slide 58: Summary
	Slide 59: For more information please contact:  Louise.Cowdy@Levercliff.co.uk or Clair.Prior@Levercliff.co.uk  


