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Ukraine war impact on consumer food
attitudes

5 3 o/ of European consumers are strongly
o worried about food shortages
5 5 o/ think that the war in Ukraine has made
0 food production more vulnerable

5 4 o think that the war is the main reason
0 for increased food prices in Europe

o believe that the war has enabled food
A o retailers and manufacturers to make

more profit
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Perceived price increases for most
categories of food

The effects of rising prices have been keenly felt by consumers, with
shoppers observing price increases for most categories of food.

® Slight price increase
® Significant price increase

Red meat

Fish

Dairy

Cereals

Poultry

Fruit

Vegetables

Flour

Convenience foods
Crisps and snacks
Chocolates and sweets
Alcoholic beverages

Non-alcoholic beverages
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Consumers cut food costs by buying
less or switching brands

Consumers are reacting to increased prices by cutting costs where
they can, including buying less, buying cheaper brands, and shopping

at cheaper stores.

Red meat

Fish

Dairy

Cereals

Poultry

Fruit

Vegetables

Flour

Convenience foods
Crisps and snacks
Chocolates and sweets
Alcoholic beverages

Non-alcoholic beverages
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Shoppers making more mindful choices

As well as cost-saving behaviours, consumers across Europe are also
making more deliberate purchasing choices.

2022 2020
B More than before B More than before
B Less than before I Less than before
]
Check prices -_
—
|
Check use-b\/ dates -_
a
]
Want to see and touch products __
[
L
Use labels to compare products __
&
.
1
Make unplanned purchases .
[

-60 -40 -20 0 20 40 60
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Five groups of European consumers in
2022

Looking at trends of consumer behaviours with regards to cooking and
eating, the project used the findings to group European consumers into
five categories.

® More food involvement ® Resilient
More concerned about everything with food Few changes in food-related behaviours
® Less food involvement ® More mindful food choice
More concerned about everything with food More comparisons, more label reading, more

enjoyment, more innovation

© More price sensitive
Few changes in food-related behaviours, but
more attention to price

More food involvement
7.4%

Less food involvement

8.9%
More price sensitive
32.5%
Resilient
19%

More mindful food choice
32.2%
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For more information

Klaus G. Grunert, Professor of Marketing at Aarhus University and Founder and
Director of the MAPP Research Center

@ klg@mgmt.au.dk

Stay up to date with EIT Food
O (@]=N)gelele

0 facebook.com/EITFood.eu

m linkedin.com/company/eit-food
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