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WE CARRIED OUT THE LAST WAVE OF THE STUDY RIGHT AFTER THE
PANDEMIC WITH THE HOPE THAT THE WORLD WE LIVE IN, WOULD GET
BACK ON TRACK. IT DIDN'T HAPPEN AND THE REALITY SEEMS TO BE EVEN
MORE COMPLICATED.

Our eating habits have never been particularly open to rapid changes. Changes, if any, were
evolutionary rather than revolutionary and depended on developments in the broader
context. The reality in which we live today has changed radically (pandemic, Russian
aggression against Ukraine, inflation, climate crisis...). Instead of guessing, we will examine
for you whether and how this has affected the attitudes and eating behavior of Polish people.

Anna Karczmarczuk, CEO of Ipsos

DO WE EAT DIFFERENTLY TODAY THAN WE DID BACK IN 20217 OR PERHAPS
JUST DIFFERENT THAN 16 YEARS AGO WITHOUT MAJOR CHANGES IN THE
LAST TWO YEARS? OR MAYBE THERE ARE CONSTANT HABITS THAT HAVE NOT
CHANGED AT ALL?

WE WILL EXPLORE IT IN THE LATEST EDITION OF THE FOOD TRENDS SURVEY.
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FOOD TRENDS - AFEW WORDS ABOUT THE STUDY

a quantitative syndicated report from Ipsos,

the largest compendium of knowledge about the
nutritional habits of Poles and their attitudes towards
food, cooking, product categories and health,

huge amount of data (over 300 slides) in a beautiful
and easy to assimilate form, with a brief summary

of key findings Who?
it is also a promise of inspiring N=800

and effective workshops helping you in incorporating Nation-wide representative sample (by gender,

this knowledge to your marketing strategy. age, education, region and locality size) of
persons 15 years of age or older.

How?
The survey conducted in respondents' homes with
the use of computers (CAPI).

We track trends in Poles’ nutrition for 19 years

now.
VI vy Vv [iveviviIxX| X [ X| X @ . .
— 1 When?
sla(338|3|3[33[|3]|3|8 31 Interviews will be conducted in second half of July
RSB |G|R[IR|G|R|6|S i i i
TN 2023 (similarly as in previous waves of the research).
e Report in Polish — September 2023

In each new wave of the study, in the annex, you will find

data from ALL other waves Report in English — October 2023 M
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?@ THE WORLD OF MEALS
Tr%ﬁ In what circumstances do we eat?

Main meals

Which meals do we eat regularly? When, with whom,
where?

Snacks

What do we eat and what is their role? Are they
healthy? What are our attitudes towards snacks?
Meals outside home

Home delivery/ take-out, eating in town, eating at work:

how often, how much does it cost, where do we eat?

7 THE WORLD OF SHOPPING

Where do we shop and why?

m:f”

o o
Shopping habits
Where do we shop and how often? What products do
we buy in given types of stores?
Do we read labels?
What is the role of e-commerce in the purchase of
food products?

© Ipsos | Food Trends 2023

MAIN MENU

What determines how we eat?

%—2{; THE WORLD OF MOTIVES

Attitudes towards cooking

Traditionalism vs experimenting in the kitchen,
attitude towards ready-made dishes vs made from
scratch. Frequency of cooking. Do we like cooking?
Healthy nutrition

Do we eat healthfully? What does this mean to us?
Gluten-free, lactose-free, light, bio/ eco (organic)
products. Vegetarianism.

& THE WORLD OF HEALTH

How do we care for health and
fitness?

Well-being, weight, health

How do Poles feel, how much do they weigh? Are
they trying to slim down and how?

Do they play sports?

What are they worried about?

What makes it difficult for them to eat healthy? Do
they expect help in this regard?

Permanent thematic blocks Food Trends, in which we will compare the results to the previous measurements.

é;ITHE WORLD OF PRODUCTS

0% What do we eat and how often?
o —~

Products — over 100 product categories

How often do we eat particular product categories?
Penetration, frequency, profile of users.

Perception of taste and healthfulness of products
Which categories of products are the most liked and
which are perceived as the healthiest?

WORLD OF PACKAGING

How important is ecology?

Ecology

How do we care for the environment?
Packaging

How important for Poles is that the packaging
does not harm the environment?

This block was supposed to appear only in the
previous wave, but it turned out to be so interesting
for customers that we decided to keep it.



SEASONAL MENU

To make sure that Food Trends catches also the latest trends, we insert one replaceable block in each wave.
This year we are adding this new section:

Environmental Sustainability Segmentation

People link food with health, health with the environment and 2. You will be able to check the size of these segments
that with sustainability. Environmental Sustainability among users of your product categories.
Segmentation is a global project conducted by Ipsos in 15

countries, in which we segment people by their level of concern kil g P

Activists walk the talk in hghlmp lway d ro my

about environmental change and their personal commitment to S e
protecting it. By including this segmentation in the Food Trends g
survey, you will gain:
1. Information on how numerous they are in Poland:
Activists — a key target for sustainable brands
Pragmatics — who are willing to buy sustainable products at
reasonable prices when the purchase is hassle-free
Conflicted Contributors — who, looking mainly at the price, :. S B
would like someone else to take care of the environment o e
Busy Bystanders — focused on work and family, ready to
engage in initiatives only just ,by the way”
Disengaged Denialists — for whom the environmental crisis
IS exaggerated/ does not exist.

Pragmatists are intriguing
not deterred by

ia and Toms will appeal ¢
brands which have a sot

This is a segment where it will be the format and dynamic in
which sustainability is delivered which will be key to engage
these time-poor but still environmentally concemed individuals.
The profile of this segment shows that they feel guilty about their
lack of action, so removal of friction plus sustainability will be a
winning formula. A successful example of this is where the dire
to-consumer model had been combined with sustainability by me
toilet paper manufacture ‘Who gives a crap’. An essential
product delivered in bulk, when needed, to your door and
packaged without plastic and using sustainable bamboo for the
paper is a win-win for this segment.

3. You will also gain a comparison of Poland to other
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More information:; https://www.ipsos.com/en-ca/knowledge/consumer-shopper/segmentation



https://www.ipsos.com/en-ca/knowledge/consumer-shopper/segmentation

ADDITIVES

In order to better understand what changes have taken place on Polish tables,
In research we extend the following threads:

FOOD SHARING AND WASTING
Poles’ attitudes and behaviours related to wasting and sharing food

INFLATION PATENTS
Ways to cope with rising food prices

Al COOKS
Using Al to search for recipes

...AND...
Deepening the the knowledge of smart shopping (coupons, apps, loyalty
programs)
Attitudes toward self-service checkouts
Attitudes toward the planned ban on the sale of energy drinks to minors

DON'T MISS THE CHANCE TO ADD YOUR OWN EXCLUSIVE QUESTIONS!
Until 19.06 you have the opportunity to add your own questions, on issues that
interest you, the results of which we will include only in your version of the report.
You can find the cost of additional questions on slide 12.
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INFORMATION:

 How did the pandemic, war and inflation affected the
category of your product and the motivations and needs of
customers on which you base your positioning? What has
changed and requires a response, and what has remained
the same?

* Who are the consumers of your category: are they really
only women aged 24-45, living in big cities?

« Are you considering positioning of any products in the area
of health / well-being? Do you know how many Poles really
take health into consideration when choosing food
products? How many of them are overweight and want to
change this situation? What does ,healthy” really mean?

 What are the key changes in the nutritional styles of Poles
which you could use to grow your business?

You will get all of it in the report.

© Ipsos | Food Trends 2023

WHAT (WILL BE) IN THE REPORT AND WHAT (TO DO) WITH IT?
INFORMATION, INSPIRATION

INSIGHTS
=

INSPIRATION» INSIGHTS:

Which of these information:
« Suggest any chance for your brand?
« Are troubling / threatening?
« Gives you food for thought?

What does this information tell you about your consumers:
 How have these last two years changed their diet
and expectations towards food?
* In what aspects have they not changed at all?

How your brand could:

» Fulfill dreams / meet consumers needs and dispel

their anxieties

« Enter into the "new normality”
In order to prepare a new communication, brief for R&D or
consumer activation and:

» Use market opportunities

« Take advantage of the dangers

We'll work on it together on the workshops.



INFORMATION: HOW DO WE PRESENT RESULTS?
EXAMPLES FROM THE 2021 REPORT

CZY PANDEMIA NAPRAWDE ZMIENILA TAK
WIELE W TYM, JAK | CO JEMY? NIEKONIECZNIE!

Struktura naszych positkéw pozostata bez zmia
Nie zapataliSmy tez mitoscia do gotowani
poprzednich latach. .

» Nie zmienita sie tez czestotliwos¢ z jaka siggamy po Owszem, czes¢ z nas w trakcie

przekaski. pandemii wpisata sie w trend powrotu
do kulinarnych korzeni. Niespetna
10% probowato swoich sit po raz
pierwszy w roli piekarzy chleba,
producentéw piwa, wina czy kiszonek
(co ciekawe, rownie czesto w roli
debiutantéw wystepowali tutaj
mezczyzni jak i kobiety!), jednak
odsetek os6b méwigcych, ze umie i
lubi gotowa¢ pozostat stabilny.

P ia nie wptynel na $¢ naszych
positkéw, na to kiedy, z kim i gdzie je spozywamy i co
dokiadnie jemy - generalnie, Zzywimy sie tak, jak w

Umiem i lubig gotowac
-36%
(w 2019 roku — 34%)

- OD LAT SYSTEMATYCZNIE ROSNIE ODSETEK
et/ PO AKOW DEKLARUJACYCH;ZE SA NA DIECIE
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minut wezesniej. Pory pozostatych positkéw sg do$é podobne.

Legenda:

@ W weekendy jemé $niadania godzine p6zniej niz w dni powszednie, a obiad ponad 45

XX:XX - Srednia godzina rozpoczecia posilku w dzien powszedni

GODZINY JEDZENIA Praskasia o ley SO . b i ool e w i
POSILKOW pokolach NI Q N
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R ‘ Obiad 23 g
TS >
¥ B Ve, EE, e $niadaniu
Lunch bk o
. - Przekaska miedzy Drugie $niadanie
drugim $niadaniem
a obiadem

Pyt.: A11.2. O kttref godzinie 2wykie Pan() je/zaczyns eS¢ ... w tygodniuw weekend?
Bz BRAK ZNACZACYCH ROZNIC W POROWNANIU DO 2019 ROKU

8. wszyscy respondenci, ne804
o Trends 2021

. Od 2011 roku liczba wegetarian i wegan plasuje si¢ na tym samym
= poziomie, ok: 2%. Wsrdd jedzqcich mieso co pigta osoba stara sie je

ogranicza¢ (brak zmian w tym zakresie).
1 Polakéw to
0 fleksitarianie*
i Yo

Jem migso i nie staram sig
go ograniczaé

DIETA WEGETARIANSKA
2011 2012 2015 2017 2019 2021

@ Jem mieso, ale staram sie
e cgranicza¢

Trudno powiedzie¢

NeB2S  NeBIS  NeBZT  NeS1S  NeBSE  HedOd
N=726, jedzacy migsa

Jem migso .lm, MSIIDGWSA 106
Jestem weganinem @
94
Jestem wegetarianinem @
Nie jem pewnych rodzajow
migtanp. czenionego @ | 160
Nie pasuje do mnie zadne z o | .
powyzszych okresler ®| oxase 188 &

Dane: w %
Pyt.: 818.1. Kidre 7 oreslen nsjlepiej do Pansyi) pasuje. biorgc pod Lwage stosunek do jeazenia migss? 8182 A ktore z ponizszych okresien lepis] do Pana/ pasuje?

Baza: wazyscy respondenci, n=804
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e . - jocych sie e

‘osoby z zasady nie jadajsce migss, lecz czasami robigcs odstepstwa od raguly.

DZIESIEC NAJPOPULARNIEJSZYCH PRZEKASEK

) % Polakéw najczesciej jedzacych dang przekaske. Mozliwych 5 odpowiedzi

Najpopularniejsza przekgska Polakéw od lat niezmiennie pozostaja $wieze owoce.

Swieze warzywa (21%) Stodkie buleczkil

Swieze owoce (47%)
| K11 | eoen2e ciastka\ paczki z cukiemni

[ [ o Ciasta i ciasteczka e Czekolada (12%)

domowe (15%) | z00ms+- 142

e

Jogurt owocowy do Ser z6ity (10% A
jedzenia lyzeczka o 26ty (10%) * @ ' liel:: (9%)

(10%) + |s0-2004y5: 144

| k140 |wyesz 140

« |7

Pyt Kidre 2 tych przekasei. nspojow jads Panfi) ub pje najczesciey? Prosze podac nie wigce/ ni2 5. | Baza: wszyscy respondenci. ne604

(16%) [ e

)4 @

o Chleb, tost, kanapka ° Parowki (11%)
| m

(11%) 136 | 1520158
[m118 | soz00ns: 163 [podst 154

\/

CORAZ WIECEJ Z NAS ZEGNA SIE, Z
FOLIOWKAMI | TOREBKAMI ,ZRYWKAMI|”

i i
"’/f/"‘/’-"“””
l’tf’/;;/’;ﬂf(‘(‘_l. \
A
0

2019 -26% 2019 —13%

TA TENDENCJA JEST SZCZEGOLNIE SILNA W NAJWIEKSZYCH
MIASTACH - SIECI HANDLOWE KTORE JESZCZE NIE ZADBALY
DAC KLIENTOM ALTERNATYWE W POSTACI SIATEK WIELOKRO'
UZYTKU POWINNY ROZWAZYC WYKONANIE TAKIEGO KROKU.




INSPIRATION®INSIGHTS, WORKSHOP

The purpose of the workshop is to familiarize the client with the research findings and to stimulate participants to use the

new knowledge to come up with new ideas: new products, communication, consumer activations etc. based on
consumer insights.

| HALF OF THE DAY Il HALF OF THE DAY
Dzielenie sie wiedzg i generowanie Generating and ranking IDEAS FOR
PLATFORM INSIGHTS, COMMUNICATION &
PRODUCTS

Sharing knowledge — source of inspiration.

Work on potential insights
Active listening to participants.

within selected platforms

\ ¢ \ 4

Generating product ideas,

Generating ideas for platforms / areas / communication or activation within
topics. Techniques that stimulate creativity. platforms - techniques that stimulate
creativity.

\ 4 \ 4

Sharing ideas, grouping & ranking them. o
Organizing platforms. Sharing ideas — summary.

The workshop will be flexibly tailored to meet the client's specific needs, its categories and brands
© Ipsos | Food Trends 2023




INSPIRATION®INSIGHTS, WORKSHOP

What is an insight?
What are the innovation platforms?

INSIGHT = ,Consumer insight - the
revelation of a significant tension between
consumers’ aspirations and what they
perceive as available, which can be turned
into a business opportunity.”

PLATFORMS = potential areas of
growth, that can serve as inspiration
for different directions / concepts /
product ideas

Using platforms is very helpful in the process of innovation:

= Grouping different ideas for products / activations / communication around
clearly defined topics / areas

= Emphasizes the main idea (which is what it stems from)

= Expresses it in one, two words, which facilitates the communication of people
who later work on innovations

© Ipsos | Food Trends 2023




INSPIRATION®INSIGHTS, WORKSHOP

The workshops can be conducted online or offline. Our extensive experience in both environments allows
us to make a promise of comparable end results. We work in the same way, using techniques that
stimulate creativity, interweaving individual and group exercises. We promise the same result.

Offline / face to face workshop

A traditional workshop in a stimulating space Online workshop conducted in Teams or Zoom,

: pin ting space, lasting 2 times 4 hours (i.e. meetings for 2 days in a
usually lasting a full working day, i.e. 8 hours.
Divided into 2 sessions divided by lunch.

Online workshop

row), with time for reflection of participants between
days / sessions.

NUMBER OF PARTICIPANTS 4.
max. 24 === R

mlulrfale
il Mentimeter
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INVESTMENT (PLN NET)

REPORT | WORKSHOP WANT TO ADD YOUR OWN QUESTIONS?

Report in Power Point, in 24 000 PLN The results of individual questions will be presented in a
Polish and English along with separate report along with additional analyzes of other issues
'{/f\llg rg;esg?trgtrlnoor;e?f results in by these questions (detailed scope to be determined)
1 Y.
Closed question, 1 500 PLN
< > one answer
~ g2 Full bundle: report,
‘¢~ Pbresentation + creative 38 000 PLN

e workshop focused on
- generating insights (assuming
the implementation of the
workshop in Warsaw,
organization of the hall and
catering provided by the
client)

Closed question,
many answers 2 100 PLN

CE_-@ Open question 2 200 PLN

For buyers of previous edition - 10% discount Time to add your own questions — until June 19

© Ipsos | Food Trends 2023 M



REPORT SUBSTANTIVE
AUTHORS SUPPORT

t UKASZ BORYS MATEUSZ GLOWACKI

Director of the quantitative research

Head of the Quantitative Research Team
department

lukasz.borys@ipsos.com .. _
Team role: cooperation in formulating final

+48 506 375377 conclusions and recommendations,
conducting workshops.

KAROL RABOS | . PATRYCJA SZYMANSKA
Project manager ‘ Director of the qualitative research
_ department
karol.rabos@ipsos.com
¥
-

Team role: cooperation in formulating final
conclusions and recommendations,
conducting workshops.
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